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Heavy hitting Detroit Tiger 
batted in 90 runs with his 
188 hits. Hit .320 for the 


season. 





e@ season , with 
Johnny Mize, and batted in 
124 runs for the Pittsburgh é 
irates. 1947 Batting aver- 
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HILLERICH & BRADSBY CO., INC. ‘ 
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(WOOSTER FOSS-SET ‘nylons 
BETTER ALL WAYS, AND ALWAYS 


With the price of Woos- 
ter Foss-Set “nylon 
Brushes below the price 
of pure bristle brushes the 
painter gets comparable 
working quality, brush 
for brush, at a liberal sav- 
ing in brush cost. 























Outwears pure bristle 3 to 5 times. 
You get this plus mileage at lower first cost. 


They become better the longer you use them. 





OOSTE 


WOOSTER Nis: BRUSHES 


, THE WOOSTER BRUSH CO. * WOOSTER, OHIO 
BRUSH MANUFACTURERS SINCE 5C 
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RELY ON THESE BRANDS FOR 
LASTING CUSTOMER SATISFACTION 
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Count on ADVANCE-DESIGN TRUCKS 


—fto cut your costs... 
—build your business 











Chevrolet Advance-Design trucks 
cost you less—to buy...torun... 
to keep! Here is the only truck 
that provides the comfort of a cab 
that ‘‘breathes’’* and other fine, 
new features that are better for you 
—and your business! 


* Fresh-air heating and ventilating system optional 
at extra cost. 





The cab is Flexi-Mounted, 
cushioned on rubber—with 
12 inches more foot 
room—eight inches 
more seating space and 
fully adjustable seat! 
lhere’s 22% greater 


visibility, too! 


Streamlined in body, cab, 
hood, they're 
bigger, better-looking with 


Here are stronger new frames, longer wheel- 
£ g 
bases. New, rear-corner windows, which fenders and 
’ 
provide even greater visibility. (Optional at 
extra cost.) Pick-ups and panels have in- 


\dvance- Design! Chevrolet 
g 


truck brakes are specially 


creased load space. 


designed for greater brake- 
lining contact. 





Valve-in-Head 


Premium power! The Chevrolet 
Truck Engine is the world’s most economical for 
its size. See these trucks today—at your Chevrolet 
dealer’s. 








Choose CHEVROLET TRUCKS 


FOR TRANSPORTATION UNLIMITED 


CHEVROLET MOTOR DIVISION, General Motors Corporation, DETROIT 2, MICHIGAN 
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—in the manufacture of High Quality padlocks 


Again Master 2eceiue4 highest honors from eames! 


At the November convention of the Associated Lock- 
smiths of California, a leading organization of pro- 
fessional locksmiths, this Certificate of Merit was 
awarded Master Lock Company for its achievements 
in the manufacture of quality padlocks. 


This was the sole award made for the manufac- 
ture of padlocks. 
During the entire history of the Master Lock Com- 


pany only one other award of such importance has 
been made to a padiock manufacturer. 


It is significant that the earlier award was also 
conferred on Master . . . in 1931, following the intro- 
duction of the now famous Secret Service Series. 

The Gold Medal of the American Association of 
Master Locksmiths . . . “For an outstanding contribu- 
tion to the lock industry,” was then awarded Master. 

We are frankly proud of such recognition. We are 
equally proud of the solid and continuing endorse- 
ment of locksmiths and independent hardware mer- 
chants everywhere, who have helped make Master 
indisputably foremost in padlocks. 


<0 Make sales faster with 


* Master 


Padlocks 


EVERY ONE AN OUTSTAROING VALGE 


Master Jock Company, Milwaukee. Wis. © World's Leading Padlock Manufacturers 
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Packed for Dealer Profits... 
Packed for Customer Satisfactio 











REPLACEMENT 
TAPE RULE BLADE 
*OR 
MASTER 
STEEL TAPE RULE 














406-C STREAMLINE 


This new Master sales boosting idea of packaging the rule and spare blade 
together is a combination of custom built quality at volume prices. 

Dealers like it because, displayed properly, the Streamline and Brite Blade com- 
bination package bring extra sales and extra profits. Dealers like it also because it helps 
to eliminate the ticklish “accidental damage” claim which takes so many dealer dollars 
of profits each year. 

The consumer likes it because over and above its economy, the spare blade 
doubles the life of the rule . . . it makes an ideal gift package. 

For further information about the new Master combination package idea see 


your jobber or write to us. 


306W 6’ Brite Blade $1.75 blade.... $1.00 406 6’ Streamline $2.00 blade.... 80 
in combination package 306WC $2.65 in combination package 406C $2.70 


308W 8’ Brite Blade $1.90 blade..-- $1.10 408 8’ Streamline --.... $2.50 blade....  .85 
in combination package 308WC $2.90 in combination package 408C $3.25 





MASTER RULE MFG. CO., INC. 
201 MAIN STREET e WHITE PLAINS, N. Y. 
General Field Sales Office: 

105 W. Adams St. e Chicago 3, Ill. 
BRANCH: P. O. Box 1587 Cakland, Calif. 
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CHISHOLM-MOORE HOIST CORP., TONAWANDA, N. Y 


Gentlemen: Please send me prices and literature on the 
“BLUE-BOY” Hoist and Moore Trolley 








CAPACITIES 
FROM Y% TO 2 TONS the ne 
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for hardware dealers... In the new Remington Rand 
electric adding machine, cushioned power gives 
welcome relief from harsh office clatter. You'll 

turn out more work with new ease on this quieter, 
faster model— with its longer, streamlined motor bars 


and famous 10-key touch-control keyboard. All feature keys 
Cushioned Power: Built-in steel cushions 
are electrified —you add, subtract, multiply directly — reduce noise and vibration—lessen strain 
on moving parts— insure smoother operation 


as fast as your fingers will move. For full details, and longer life 


. Streamlined Action: Longer, feather-touch 
call your local Remington Rand representative or an agape 


motor bars and compact 10-key keyboard 


eliminate finger groping, speed every opera- 


write Dept. HA-1, 315 Fourth Avenue, New York 10. 


tion. Completely electrified. 














- 
the new ‘Kemagion Kand electric adding machine 
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Available ONLY with the 


Syperflome POT-TYPE RANGE BURNER 


a 
/ cueck THESE ADVANTAGES 


THERMOSTATIC CONTROL 


e You set it and forget it. 

@ It maintains the desired oven heat 
without attention. 

e Provides accurate baking results at 
even temperatures from 250 degrees 
F. to 550 degrees F. 

e@ Dual operation — thermostatic or 
manual. Requires no electricity. 


POT-TYPE BURNER 


@ Superflame is the only “natural- 
draft” pot-type oil burner for 
kitchen ranges. 

@ It operates on the same principle as 
Superflame pot-type circulating 
heaters and offers the same con- 
venient, trouble-free performance. 


e Its acceptance is established. 





CONVENIENCE 


e Heats, cooks, and now bakes ther- 
mostatically—with oil. 

@ No coal, wood or ashes to haul. 

@ Fast, economical—always ready for 
instant use. 

@ Provides quick, dependable con- 
trolled heat, meeting year ‘round 
requirements. 


HARDWARE AGE JANUARY 


S OPPORTUNITY OF A LIFETIME 


kage item—easy tO 
furnished complete 


THE SALE 


ous market for the new 


SUPERFLAME Range Burner. Eight million 
homes now using coal or wood for kitchen 
ranges have never had thermostatic oven cone 


trol. They need it; 

Fifteen million hom 
heating systems and require heat in 
kitchen. They need SUPERFLAME for eco- 
nomical winter heating, cool summer baking. 


SUPERFLAME is a pac 
install, easy to sell. It is 
with thermostatic constant level valve, draft 
r and all the necessary accessories for 
owners want it. ation. SUPERELAME fits any 
es do not have central standard range . - - itis easy to assemble, simple 
the to adjust, requires 10 service. SUPERFLAME 
gives you a quick turn-over, high-profit item 
for year ‘round sales. 


There is a tremend 


regulato 
complete install 


LANs 


—- 


A USA 





®NO WICKs 
®NO RINGS 
®NO NOISE 
*NO CLEANING 


*NO ELECTRICITY 


UEEN STOVE WORKS, INC 


M 
anufacturers of the famo 
Floor Furnaces pees 


* 
Albert Lea, Minnesota 


AME |i 
E line of Oil Heaters 


Range Burners. Kitchen Heaters 


Water Heaters 
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First and worst problem is tne felt shortage. ' 
3ird’s own felt mills are running full blast. We 
are increasing production in every way possible 
without sacrificing quality. Bird’s rigid stand- 
ards of quality forbid the use of anything but 


the best - 


Second — there is an all-time-high demand for 
hard surfaced floor covering. This has been made 
even higher for Bird goods because of Bird’s 


leadership in quality and styling. 


We make this pledge: Everything possible, 
except reducing the quality of the product, will 
be done to get you more Armorlite and 


every effort will be made to assure a 


fair and even distribution of the supply. 


BIRD & SON, imc. — ENAMEL SURFACE RUGS & YARD GOODS 


EAST WALPOLE, MASS. °* 295 FIFTH AVENUE, N. Y ’ 13-118 MERCHANDISE MART, CHICAGO 
SOUTHERN FURNITURE EXPOSITION BUILDING, HIGH POINT, N. C. 
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Volumes «/ Extra Values 

















IN YOUR 
FRANCHISE 





PROD U Py which might in any way jeopardize the performance 


of any Blackstone product, are tolerated. For exam 


S [ J PE RIORITY ple, there is no substitution of less-costly die castings 


for longer-lasting mat hine-cut gears no grey iron 











castings where aound engineenng spec ifies drop 


N almost three-quarters of a century of building forgings 


home laundry equipment exclusively, Blackstone Experience has given Blackstone the knowledge 


has enjoyed the endorsement of many impartial ex- that product superiority comes only from constant 
perts and hundreds of thousands of critical users surveillance of materials, parts and processes Black 


Evidence of such recognition is in the form of reports stone’s seventy-four years of consistently superor 
one which no 


by Independent Testing Laboratories, Dealer and manufacture is an enviable record 


Owner testimonials, Field Service Records, and the other washer manufacturer can claim 








recorded performance of Blackstone washers in 
public institutiors, where one year’s service may REFERENCES 
4 A 4 . 


equal 15 to 20 years in the average home. 
Independent Testing Laboratory Reports 


Achievement of superiority by Blackstone is . 
Dealer Experience Reports 
founded upon several vital factors .. adequate and Owner Testimonials 
u ec , Ss 
up-to-date facilities, a wealth of manufacturing Field Service Records 
“know-how”, and the will to uphold quality. Black- Experience of Institutional Users 


stone washers are manufactured in Blackstone’s own Canadian Standards Association Reports 


plant, affording complete control throughout every 


stage of manufacture. No production short-cuts, BLACKSTONE CORPORATION, JAMESTOWN, N.Y 


ESA UTHORIZED DETAIIE Ribas 








ak ME ly UND Ren 3 0 Ne , 
KIPAAS EQUI MENT ea 
| nly BLACKSTONE fin 





it 
weirs C: bination lound 
v ry 


No other m P 
onulocturer 





offers os compl 





ete a line 


JANUARY 15. 1942 








SELL THE DEMING 


TO YOUR 
THRIFTY 
BUYERS 


ae? 
oN j 33 
DEMING “OIL-RITE” a! CORE fa wg Ser 
For Deep Wells ene 
Capacities: 190 to 3635 
Gallons per Hour 


Thrifty buyers are more interested in what's behind the price tag 
than in the price itself. The Deming “Oil-Rite” Deep Well Water 
System is built for people who know that the only worthwhile 
points to consider are proved features of construction, proved 
dependability, proved low cost of operation and maintenance, 
and proved durability! 


Proof that the Deming Figure 1062 “Oil-Rite” continues to meet 
those demands of thrifty buyers comes from satisfied owners 
everywhere in the country. The manager of a nationally famous 
farm sums it all up in one brief statement: “Our Deming ‘Oil-Rite’ 
water system has proved to be an excellent investment.” 


The same TRUE VALUES are built into every type of pump and 
water system in the COMPLETE Deming line. Deming Distributors 
and dealers know these facts. That’s why they continue to back 
the line that backs them 100%! 


THE DEMING COMPANY « 517 BROADWAY, SALEM, OHIO 


PUMPS AND WATER SYSTEMS 
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The Eyes 
of Millions 


are Upon You 
















“blended” air 


plus radiant heat in the 


HUDSON 
Leketrile-Ren 


keeps litter 


WHEN YOU SELL 
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The advertisement shown is part of the 
biggest brooder advertising campaign in 
history. Now appearing in leading 
national and state farm magazines and 
poultry journals, this campaign has 
one purpose: To send customers to 
YOUR store to ask for Hudson 
Brooders. 


promotes TED VENTIL ATION 
blends fresh 


op» mre. CO 


air with w 






ry. D. HUDSON 







Put Yourself in This 
Picture and Sell 


A This advertising can make sales and 
More Brooders! 


profits for you only if you stock and 
sell Hudson Brooders. The “selling” 
is easy enough, once the prospect sees 
the product. Show them the leading 
features of the Hudson Lektrik-Hen: 
Radiant Heat, Perfected Ventilation, 
Even Heat Distribution, Ample Re- 
serve, Long-Life Construction. All are 
features poultry raisers need if they 
are to make the best profit. Stock them, 
show them, sell them—and sell more 
brooders this year. Order from your 
jobber today — AVAILABLE FOR 
Battery Brooders IMMEDIATE DELIVERY. 


—All sizes 











Show prospects the large-size 
heating elements, perfected ventilating sys- 
tem, heat-saving insulation, dependable 
controls. Demonstration makes quick sales! 


H. D. HUDSON MANUFACTURING COMPANY © 589 E. Illinois Street, Chicago, Illinois, U. S. A. 


No. 2432 for 100 day-old chicks rm. REG. U.S. PAT. OFF, 


© 1948 # 0.4, urs. co 


Sprayers and Dusters Poultry Equipment 


Hay Tools and 
Barn Equipment Farm Ventilation 


Livestock Equipment Equipment 


TESTED AND PROVED EQUIPMENT 
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OF LIFE, SATURDAY EVENING post 
AND COLLIERS WILL SEE FULL PAGE 
FULL- COLOR ADS ANNOUNCING . - - 


THE Bi 
INSECTICIDE 4 Ews 


948 


Fixit ORDER YOUR 
a SEASONS SUPPLY WOW 


BLACK FLAG 


™ SUPER 
INSECT SPRAY 
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SUPER EFFECTIVE #8 a Spray against 
fying insects... as a surface fin to kill 
ices Chlodans aay REM OF fund this 
and + provide 
ing residual effect, 


Centeins CHLORDANE chs new Pwonder” insect-killing 
contig lessee ears sliective shaw famous D.D.T. on most 
crawling insects, et with this stepped-up power, Black Flag 
snip fanart Soray is GAFE wo vee around the house chexcrin 


.- es AlL ETORES Wow — BUS 4 Can ODay 
ve BovleMidway Iac., 22 E. 40uh Street, New York 16,N. ¥. 
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FLOWER BEDS ° TERRACES EASIER, BETTER WAY 
PARKING STRIPS ¢ SLOPES OF WATERING LAWNS 
¥ AND GARDENS 


There’s always more profit in merchandise 

that does a better job. The EVERGREEN 
3 SIZES SATURATOR makes lawn and garden irri- 
gation easier and more efficient. No water is 
18 feet wasted - every drop “oozes” out of the porous, 
30 feet mildew-resistant canvas SATURATOR and 
goes directly to the roots. Damage to foliage 
and flowers is eliminated. 


FREE IRRIGATION CHART 


Complete instructions on recommended 
methods and irrigation requirements for all 
types of lawns and gardens included with 
every EVERGREEN SATURATOR. 


NATIONALLY 


| 
. + ie song Gardens egg 


and Sunset will deliver fi rdens 
more than 4 million - | 


. a consumer messages 
MTS SES about EVERGREEN 


PACKED IN COLORFUL DISPLAY CARTON SATURATORS during 
April, May and June. 


G2 ) = NT) 


50 feet 



























Ask your Jobber or write for Prices and Literature 
Hirsch Westy CANVAS PRODUCTS CO. 


3121 NE. Sandy Blvd, Portland 12, Oregon 


RO 


al 
~ EVERGREEN APPELL’S : TENTS FOR * 
<”- vghhaaee WATER BAGS EVERY PURPOSE SLEEPING BAGS  “TARPAULINS 
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COMPANION MODEL TO 
THE SERVICE-PROVEN 
POWER CHIEF “75” 


Announcing the new Savage 
Power Chief Model 85— with 
the same simple power trans- 
mission control, easy maneu- 
verability and trouble-free 
performance that’s made the 
“75”? a great seller. And the 
“85”’ is equipped with a new, 


compact, two-cycle engine of 


advanced design that’s stream- 
lined . . . packed with power 
and efficiency. 





NATIONALLY ADVERTISED 


This year, the SAVAGE LINE is 
backed with an advertising cam- 
paign that’s more powerful than 
ever. Increased consumer de- 
mand will mean fast turnover, 
greater profits, for YOU 








— 





SPECIFICATIONS 


“Sta-Temp”’ hardened steel blades 
and underknife. 


Attractive tubular steel handle with 
rubber grips. 


Semi-pneumatic tires. 

Large diameter sectional roller. 
Ball bearings. 

Width of cut 18". 

Height of cut from 5%" to 214". 
Net weight only 80 Ibs. 
Shipping weight 100 Ibs. 


JANUARY 15, 1948 


POWER CHIEF 











“Packaged Power” 


1 h.p. air cooled engine. 
Ball bearing crankshaft. 
Easy, one pull, rope starting. 
Tillotson automotive type carbu- 
retor,. 
Speed c entrol regulator. 
Extra hi civ fiter. magneto. 
_ ape ‘ 
Large radia’ 
Strong) heer teh non-corrosive 
mufll 


Sold Through Se- 
lected Wholesalers. 
Write for further 
details. 
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There’s a lot of difference between being 100 years o/d and 
100 years young. 


We at Goulds call on the past only for experience (and we’ve 
gained a lot)—our primary interest lies in the future. 


We have never allowed our growth to be impeded by fears, 
timidity or doubts sometimes linked with old age. We are 
constantly striving for new developments (witness the “rad- 
ically” new and highly successful tankless Balanced-Flow Jet 
pump). We are consistently improving the old (witness the 
vast improvements in the new Jet-O-Matic). 


Yes, we are 100 years young this year. As we enter our 
second century, we reaffirm our faith in our past, our pledge 
for the future—to continue providing the best in water 
systems— quality products giving the maximum in perform- 
ance and dependability jad weatieg all our dealers a com- 
plete and profitable line. 


President 


GOULDS PUMPS Inc. 


SENECA FALLS, NEW YOR K 
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These Nationwide Favorites 
Bring Big Extra Profits! 


100% MARK-UP 


Fast-Selling Super Packets 
Cost You Only 5c 






























A Brand New Idea 
in Selling Seeds! 


ATIONWIDE sales records 
show that all 9 of these kinds 

of flower seeds are big sellers! And 
thev’re genuine Burpee Seeds—the 
best known and most advertised 
brand. All easy to grow anywhere 


—all big values that are sure to sell 
you sell for 10c). | 


fast. (Cost 5c, 


Not Ordinary Packets! 
These are not ordinary packets 
—they’re extra-large Super Pack- 
ets (444 x 6 in.), beautifully 
printed in full color—making every 
customer want several! All have 
the same low price—easy for clerks 








| Cam a bv 
. Burpee MIXED =} 
ANNUAL FLOWERS | 


s foe curiim 
















pe GIGANTIC || 
ZINNIAS | | 








to handle and get the right amount 
from the customer. 


Sell On Sight! 


Highlight your seed department 
and up your average sale from 
every customer with this compact 
display box. Anywhere you display 
it, your customers will see it and 
buy. Takes only 10 x 15 in. of coun- 
ter space. You'll also find it effec- 
tive in other locations in the store 
—to sell more customers and at- 
tract more of them to the garden 
department. 


ORDER NOW 


Make big extra profits with this 
great Burpee offer! Display Boxes 
of 300 Super Packets prepaid to 
you—retail value $30, you make 
$15! 


JANUARY 15, 1948 


COMPACT EVERY PACKET A SPECIAL VALUE 

DISPLAY BOX Look at all 9 of these famous Burpee seed packets 
and compare with other prices for the same kinds! 

Takes Only Burpee Gigantic Zinnias, Lilliput Zinnias, Petunias, Big 

10 x 15 in. Marigolds, American Beauty Asters, Heavenly Blue 


Morning Glory, Scabiosa, Giant Snapdragons, and Mixed 


Counter Space Annual Flowers for cutting. 


Sale or Return—Send No Money! 


Double your money on these popular, fast-selling 
seeds ... and you don’t invest a cent! Return for 
full credit every packet that you don’t sell. You can 
order extra quantities at any time, to keep all 9 kinds 
of these popular flower seeds in stock. 





Send Postcard or Purchase Order Now for Your First Shipment 


W. Atlee Burpee Co. 
SEED GROWERS 
Philadelphia 32, Pa. - Sanford, Fla. - Clinton, lowa 
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THere’s Sales. Magic 


IN A FINE NAME 


People are immediately interested in prod- 
ucts that bear a long-familiar, highly re- 
garded brand name — the stamp of known, 
time-tested merchandise. 


Pioneer in the development of grass 
cutting by power, Jacobsen has been pro- 
ducing quality power mowers for over 
25 years. Thousands of users identify the 
name Jacobsen with a lawn mower that has 
given them years of satisfactory service. 


Compact, well-balanced and sturdy, 
Jacobsen Bantam and Lawn Queen power 
mowers are noted for ease of handling, 
precision engineering and durable construc- 


of anti-friction bearings . . . 
reel and traction clutch... 

pendable Jacobsen engine 
of the factors in the fait 
Jacobsen power mowers Jacobsen all-steel 
hand mowers are also pnotch performers. 
Ball-bearing quietness and extra large rub- 
ber tires make thenf-a_pleasure to operate. 


these are some 
ul operation of 


In consideri 
quirements re 
ness to be a 


your lawn mower re- 
mber that it is good busi- 
ciated with Jacobsen. 


Tacobsen 


MANUFACTURING COMPANY * RACINE, WISCONSIN 
SUBSIDIARIES 
WORTHINGTON MOWER COMPANY + STROUDSBURG, PA. 
JOHNSTON LAWN MOWER CORPORATION + OTTUMWA, IOWA 


LAWN QUEEN 


20 inch cutting 
width; 1% hp 
engine 


BANTAM 


18 inch cutting 
width; 1 hp. 
engine. 


ALL-STEEL 
HAND MOWER 





18 inch cutting 
width 


ALSO MANUFACTURER OF PUMPS AND WATER SYSTEMS 
22 ' HARDWARE AGE 
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Designed " enginecte? - 
for the Ferguson System 


—that’s why you'll profit when you :** 


Cl Fergus” 






Certainly you'll profit when you sell Ferguso® System {mple- 
ments --- and handsomely, o. The Fer son dealer policy 
cae and a fait price struc ure that! 
But.-- equally 4s important to you 3S the fact that Ferguso® 
Implements are specifically designed, engineere and built 

for use Wit the Ferguso® tem of hydraulic Finger Tip \ 

he Ferguso” point jethod of Implement . 
to 9 il Fergus 
implement 


y 
| line of 


+ tices ONS 


Need we say ™ 


ya 
Attachment 
Looking t 
ti continuing program: 
dev -, additions tO th 
ad) 


DETROIT, 


y dealers profit when they—SEtt FERGUSON FE: 
Two-Way Plows ° Single . Tandem 
Offset Disc Harrows * Row Crop 

Power Saws 


Moldboor 
Spring Tooth Harrows * 
orn Pickers . Feed Grinders 


Disc Harrows * 
- Corn Planters ° 


>. Cultivators 
- Tillers ° Weeders ° 


“ FERGU 





Disc Harrows 


d Plows 
. Accessories 


Grain Drills ° 
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as advertised 
this spring 
and fall 

in leading 
sportsmen’s 
magazines... 


RED 
HEAD 


the 
Complete 
Line 
of Happy 
Hunting and 
Fishing Hits 
SEE THE RED HEAD DISPLAY 


Rooms 616-17 


Convention of National 
Sporting Goods Association 


Hotel New Yorker 
New York, New York 


February 1-6 
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RED HEAD 








Just like getting two coats for the 
price of one when you choose a Red 
Head “2-in-1” Gun-O-Rod Coat. 
Designed for both fishing and hunt- 
ing. Made of lightweight, yet rug- 
ged poplin that is vat dyed a beauti- 
ful sand color and treated to repel 
water. Has 4 wide-mouthed, bel- 
lows patch pockets in front for fly 
boxes or shells, breast pockets for 
smaller stuff, big roomy pleated 
pocket in back with zipper closures, 
pivot sleeves, etc. See it at your 
dealer. Red Head Brand Co., 4300 
W. Belmont Ave., Chicago. 








RED HEAD 








Favorites 


FOR OVER FORTY YEARS! 


Hand-crafted with the same skill and 
know-how that has made Red Head 
Hunting Clothing the favorite for over 
forty years, Field-tested to assure de- 
pendable service. A wide selection of 
canvas and leather accessories to in- 
crease your hunting pleasure is waiting 
for you at your Red Head dealer. 


RED HEAD 


BRAND COMPANY 





mmm 4300 W. Belmont Ave., Chicago, |. maa 
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atte, 
PRIZEWINNER 
Reels ty Konger-.\ 


You get so much more fun casting with 
your 1948 PRIZEWINNER! Because its 
best features were asked for by over 
90,000 practical anglers, like yourself, 
questioned in a nationwide survey. 


Cuddle its streamlined form in your 
hand. Listen for the velvet purr of those 
helical gears, perfectly matched, 
broken in at the factory. Note how fast 
that featherweight spool gets going 

There are many features you've al- 

ways wanted... plus a guarantee and 

insurance policy that make PRIZE- 

WINNER a lifetime investment. Ask 

your dealer to reserve your Prize- 
winner today! 


Ranger's new catalog tells how your 
pet ideas are built into Prizewinner 
Reels. Write for your copy — today! 


ONGE2. 1 INC A 


ROCKFORD, MICHIGAN 
THE REELS THE FISHERMEN 






x 
; 1 


wasteeee for~ a> m " 


\ 
— 


DEALERS — Ask your jobber. PRIZEWINNER Reels are backed by telling, 


selling publication and point-of-sale advertising. 
JANUARY 15, 1948 



























Rauger Tue. 
THE FASTEST GROWING 
NAME IN REELS — 


THE RIGHT PRODUCT AND PRICE 


“The Reels the Fishermen 
Asked For” as determined 
in survey among mem- 
bers of 6,000 outdoor 
clubs. Quality reels at a 
price designed to interest 
the greatest number of 
your customers. 


THE RIGHT ADVERTISING 


A dominant 1948 advertis- 
ing program in 10 national 
outdoor and general 
magazines (76,000,000 im- 
pressions) coordinated 
with an aggressive, com- 
plete and outstanding 
point-of-sale program. 


TIE IN— CASH IN 






LARGE 
mel ATTRACTIVE 
aan" Bs Hf COLORFUL 
cut-our |). See a) CONSUMER 
; ol) LITERATURE 
DISPLAY : 
HANGER 





FREE Beautiful modern counter 

display deal, complete 
with parts drawer. Write, wire 
or ask your jobber today for 
details on the New Ranger Line 
of Quality Reels and power 


house advertising program. 







Product 
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- —Swpertreated 
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100% PURE LINSEED OIL 
Available in Factory Sealed Cans 


EXTRA VALUE AT NO EXTRA COST 


eee ee gee ee | 
of ARCHER-DANIELS-MIDLAND CO. 


MINNEAPOLIS, MINNESOTA 


Send additional information on Supertreated Pol-mer-ik Linseed Oil. 


Name 


Firm 


Address 


D Like 





- -Supertreated 


because it comes factory-fresh in Sealed Cans 


@ Those are the words of Norris S. Reber of Mohnton, Pa. 
He knows that Supertreated Pol-mer-ik in sealed-cans 
guarantees a factory-fresh product . . . protection from 
leakage and contamination... satisfied paint customers. 

Now Supertreated Pol-mer-ik is back, with that im- 
portant uniformity of quality and the special processing 
which strengthens its molecular structure . . . making it 
level smoother, cover better, form a tougher, more 
weather-tight film. 

Painters all over America have built “master” reputa- 
tions with the help of Supertreated Pol-mer-ik. It is truly 
the finest linseed oil science has produced. 

So get Pol-mer-ik, and you'll get the EXTRA VALUES 
of Supertreating AT NO EXTRA COST. 
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Colonial 
Paint Brushes 
Retail from 10¢ up 


ALL MADE WITH PURE BLACK CHINESE BRISTLES 


Our prompt deliveries can keep 

your shelves constantly stocked with complete 
assortments. Colonial is in a position 

to keep customers properly supplied without 
the burden of carrying an over- 


stocked inventory. 


FOR OVER A QUARTER CENTURY OUR MANAGEMENT HAS 
MANUFACTURED AND MERCHANDISED POPULAR PRICED BRUSHES 
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Colonial Brush Manufacturing Company, Inc. 
60 THAYER STREET e BOSTON 18, MASS. 
TELEPHONE HUbbard 2-3588 
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SELL MORE SCYTHESTONES 





with the 497-A Display “Ustearl 


The 497-A Display FEATURES Scythestones. 
It makes them fast-turning, interesting, impor- 
tant tools. In your farm and garden tool 
window, the 497-A reminds customers that 
factory-new edges are short-lived. Just like 
selling a fly line with a new trout rod. 


And here's what the 497-A gives you. First, 

the only Scythestone assortment featuring 

both natural mica schist mineral and electric 

furnace stones. Second, the lowest-priced 

assortment of its kind. Third, a fast-turning, ——— 
all-purse choice of 33 genuine Norton quality i = 
stones in 6 shapes and 4 abrasives — all pop- ee 
ular numbers — all good sellers. Fourth, a —_ 
"stopper" display that doubles-up sales to 

tool customers. Increase your Scythestone 

sales. Ask your Jobber to include a 497-A 

with your Spring tool order. 





BEHR-MANNING - TROY,N.Y. 


DIVISION OF NORTON COMPANY 
ALSO QUALITY COATED ABRASIVES SING@Riga 7a 
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dealers! This me : 
ne eae *pportunity for you with well mae a 
~established lines 


of American P. 
ortable Tools 1 
: --- Including power saws di 
» GISC sanders, belt Sanders 
& 


AMERICAN’ DISC SANDER 


Sells fast! Your customers will want the 
American Speedy Spinner to save time and 
labor on many jobs. Specially designed for 
sanding wood or metal... also attachments 
for polishing, buffing, scrubbing, drilling, 
paint mixing. Quality construction... per- 


formance-proy ed in years of use! 





Profit right now with the popular American 
Sanderplane Belt Sander! Widely used... 
time-proved performance. Eliminates much 
hand sanding and planing. Does all and 


more than a hand plane will do, and does it 
. rugged... 


ten times faster. Speedy . . 
powerful. American-built dependability. 
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AMERICAN BELT SANDER [i 
ee 

° 
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Cash in now on the tremendous demand 


for American Power Tools among your , 


customers! Sell the new American Port- 


able Electric Saw—a “‘natural’”’ for car OE 


penters, builders, wood-working shops 
metal-working shops, home owners 

farmers, maintenance men, many others. Pt 

10 times faster than hand sawing! Cuts AN 
wood, stone, tin, tile. Big power. 8” 

blade. Easy one-hand operation. 


SEND FOR PROFIT DETAILS! 


The American FI 
Oor S i . 
522 So. St. Clair St. Todee ‘onnine ” 


Please rush details abou 


a on American Pc 
sanders. No obligation 








| SINCE 1903 


MERICAN 


PORTABLE TOOLS 
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Ahead in design, Rockford Precision-Made Valves are sturdy, 


No. 819 GATE VALVE 

Capable of handling jobs, with absolute 
safety, up to 125 pounds working pres- 
sure. A sturdy, quality-built valve with 
double disc, rising stem and oil proof 
packing. Thoroughly dependable on oil, 
water and steam lines. Sizes range from 
a” ww 2. 


No. 830 SWING CHECK 
VALVE Brass disc swing check 
valve for use on steam and water 
lines. Built to handle pressure up to 
125 pounds with absolute safety. One 
of the numerous time-tested Rockford 
Valves that has no superior. Sizes 
range from 1/2” to 2”, 





No. 831 HORIZONTAL 
CHECK VALVE = Horizontal 
brass disc check valve for general 
purpose up to 125 pounds pressure. 
Built to the exacting Rockford stand- 
ard which has been a guarantee of 
years. Sizes range 


es 


quality for 57 
from 4” to 2”, 














fast-acting, thoroughly dependable and guaranteed to func- 
tion efficiently on all jobs for which they are recommended. 


No. 814 BRONZE SEMI-PLUG 
TYPE = Specially designed for oil line 
service ... also used for water, air, gas, 
steam and general purpose. Note cut-away 
view showing special improved Rockford 
design of stem and seat. Sizes range from 
i.” to 2”. 


No. 816 FIBRE DISC GLOBE 
VALVE Specially designed for domes- 
tic hot or cold water systems. Particu- 
larly adapted for water softener installa- 
tions in both homes and industrial plants. 
Pressure up to 125 pounds, Sizes 14” to 2”. 


No. 814A ANTI-HUM VALVE 
The improved Rockford oil burner line 
control valve throttles out objectionable 
burner noise with perfectly balanced con- 
trol. Phosphor bronze ball and spring ... 
special stuffing box with oil proof packing. 
Made in 34” female I.P.S. only. 


ie 


ROCKFORD BRASS WORKS, ROCKFORD, ILLINOIS 
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It Pays to Sell 


QUALITY COUNTS IN SELLING CHAIN ... and you can be sure you 
sell quality when you handle McKay Engineered Chain. From basic raw 
material through every operation—each step is carried out by competent 
craftsmen using the most modern manufacturing methods. No wonder 
chain users ask for McKay Chain by name. 


COMPLETE SELECTION PAYS DIVIDENDS. More satisfied customers 
and greater sales volume are yours when you handle the McKay line. 
That’s because you impartially recommend the right chain for every 
application from McKay’s complete selection of agricultural, industrial, 
automotive and marine chain and chain accessories. 


McKAY CHAINS ARE LOADED WITH PROFITABLE OPPOR- 
TUNITIES. Quality, service and price are right ... which means you 
fill every need. That’s why it’s important to stock a full range of chain 
types and sizes. Then both you and your customers gain the benefits 
offered by the complete selection of McKay Engineered Chain. 


COMMERCIAL CHAINS 


WELDING ELECTRODES 
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CHAIN 





FOR EVERY USE 
from one source 





® McK-Alloy Chain* 
© Hi-test Chain* 
© Steel Loading Chain* 
® Proof Coil Chain* 
® XX Dredge Chain* 
® Crown Dredge Chain* 
® Steam Shovel 
Hoisting Chains* 
© Twist Link 
Machine Chain 
® Victor Pattern 
Coil Chain 
© Ohio Pattern Cow Ties 








® Trace Chains* 

© Repair Links 

© Feed Chains 

© Heel Chains 

® Tire Chains 

© Pump Chains 

® Log Chains* 

© Well Chain 

® Chain Hooks 

® Stage Trace Chains 
* Stretcher Chains 


© Sash Chain 

® Conveyor Chain 
® BBB Coil Chain* 
© Harness Chains 
© Tie-Out Chains 
® Machine Chain 
© Halter Chains 

® Wagon Chains 
© Breast Chains 

® Sling Chains* 

® Anchor Chain* 


*These chains are always proof-tested 


TIRE CHAINS 
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Success was assured for Continental’s 
“American Beauty” pattern, because 


Cdr 
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it was pre-tested. Checked by a 
nationwide survey of housewives, and double- 
checked by interviews with buyers and jobbers 
across the country, the popularity of this new 
pattern was proven before a single piece was 
lithographed. 


ee Bera ae ee CAN COMPANY, 


DECORATED METAL HOUSEWARES . 


HEADQUARTERS: 100 East 42nd St., New York 17, N.Y. 
EASTERN DIVISION: 122 East 42nd St., New York 17, N.Y. 
CENTRAL DIVISION: 135 South La Salle St., Chicago 2. il. 
PACIFIC DIVISION: 155 Montgomery St., San Francisco 4, Cal. 


BOXES - NOVELTIES - PREMIUMS - DISPLAYS 





oe 
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And speaking of lithography—only the best 
materials and equipment, the most skilled 
craftsmen can turn out patterns as delicate 
and sparkling as the ““American Beauty” deco- 
ration. Improvements in design have won 
immediate customer acceptance too. 

For details, please contact our 
nearest sales office. 
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@ Right away vou can see there’s something about a 
Shirley sink -cabinet that starts shoppers to thinking. 
“What a swell buy this Shirley sink is!” 

Of course it’s attractive! Women instantly see that 


QUALITY FEATURES 


LIKE THESE HELP YOU SELL SHIRLEY 


You can point out rubber stops at all 
points of metal-to-metal contact that as- 
sure quiet operation. Shirley's blue and 
white insignia is your customer's guar- 
antee of good workmanship, carefully in- 
Spected. AND, on all Shirley cabinets, 
semi-concealed hinges allow doors to open 
wider a modern requisite in design to 
provide beauty and adaptability in all 
kitchen installations. 


Shirley’s clean, straight lines and beautiful design 
make it fit perfectly into their schemes for a lovely 
new kitchen. Men, too, fall for its néat appearance. 
but most of all they go for “that solid feel” of doors 
and drawers—the result of Shirley’s fine engineering 








and rugged construction. 

Both are pleased (you can bet) with Shirley's rea- 
The fact that all Shirley sink-cabinets and sonable price. So... no matter how much they ve 
cabinets come to you “in a package” shopped and compared, they still “like the looks 


—of SHIRLEY! 





makes the whole line easy to handle. 


SHIRLEY CORPORATION e INDIANAPOLIS 2, IND. 


STEEL KITCHEN CABINETS 
PORCELAIN STEEL SINK 
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Watch women go for this 
NEW SINGLE-STROKE Juicer 


with the Feather-touch Action! 


The new Champion with its feather-touch action makes an instant hit 
with every housewife. Gives you a new and important selling point that 
means increased sales—at liberal profit. 
Think of it! The Champion requires only Y2 to Y%4 the hand pressure 
needed with ordinary juicers operating on a single stroke. That's been 
proved by comparison tests. ... Its extension handle gives far greater 
leverage. This, plus its superior gear mechanism, results in an astonishing 
reduction in effort. Extension base, which can be slipped into position in 
a flash, prevents juicer from tipping while in use. Modern in design. 
Beautifully finished in chrome and white enamel. 
Stock your Champions now—and get the benefit of extra sales in 
your territory. Write us for particulars. 


DIECASTERS, INC. (ca RIDGEFIELD, N. J. 


acer cntnre 





The SINGLE-STROKE JUICER with 


OE ee 


PATENTS PENDING 


DOR ED 
NO OTHER JUICER OFFERS SO MANY OUTSTANDING SELLING FEATURES 


(( eSisenteceek Z SAFETY LOCK 

=A # ‘ f When the headpiece is at 
EXTENSION LEVER 2 J its highest elevation, the 

' EXTENSION : Z é 

is slid in and out of the S BASE lever locks automatically 
handle, telescope-fashion, By Headpiece can’t drop acci- 
affording greater leverage, this prevents juicer from tipping dower cer & STRAINER dentally; lever can’t fly 
unique handle vastly reduces when pressure is applied. Can oe tlng ot sage 4 aaat mes ak back and strike you. 
the amount of hand pressure be brought into position for use strainer prevents accumulation of 
needed for extraction. with a flick of the finger. pulp; makes cleaning easier. 
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..-SEE THE COMPLETE NEW 17-PIECE LINE OF 


REYNOwDS Lifetime ALUMINUM 


TRIPLE-THICK BOTTOM: GUARANTEED FOR LIFE las 
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THE ONLY COOKING UTENSILS wiTH CAPTIVE HEAT 
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4 Sell her head! 


with the knowledge that here 
is Captive Heat - gentle, non 
scorching, tenderizing, fuel 


saving Captive Heat 


{0 Sell a woman’ eyes! We ae to Sell her heart! 


with the smartest of modern with the dream of easier cook 


styling. Flat bottoms. straight ‘ng. less watching delicous 


sides, recessed knobs, finger more healthful foods. relished 


fitting bakelite handles by all the family 


No. 441 = ie qt. Covered Sauce Pan No. 440 « 1 qt. Covered Sauce Pan No. 585 « 8 qt. Covered Sauce Pot with Trivet 


No. 591 = 1% qt. Double Boiler No. 472 « 12 qt. Open Sauce Pan No. 471 «= 1 qt. Open Sauce Pan 


ENT NEW 44-PIECE 


GREA 
WEAVY GAUGE LINE 


en Fryer) No. 524 « 4 qt. Teakettie No. 106 «6 Cup Percolator No. 108 = 8 Cup Percolator 























— wil capture pure the housewites imagination 
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[Metime ALUMINUM 


WITH TRIPLE-THICK BOTTOM 
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4 MYPLE Tack Boron 


» 


CEPT ET: 


This counter and window display will 


stop people in your aisles, in the street... 
stop ’em like a circus parade. The 

nearest of Reynolds 333 jobbers will have 
this display for you soon. Write or phone to 
any of the following Reynolds representatives 


for your jobber’s name—for further details. 


REYNOLDS METALS COMPANY + HOUSEWARES DIVISION 






ETTER LOOKIN! 


A. S. Hamilton, Jr., 
John Horn, 

John Murray 
Reynolds Metals Co 
19 £ 47th Street 
New York, New York 
Eldorado 5-7700 


Boyd B. Mahon, Jr 
Joe Bob Moore 
Reynolds Metals Co 
2000 S. 9th Street 
Louisville, Kentucky 
Magnolio 4000 















C. J. Schwartzel 
Reynolds Metals Co 
1149 Northwestern 
Bonk Bidg 
Minneapolis, Minnesota 
Bridgeport 6843 


Henry W. Remmers 
Reynolds Metals Co. 
1004 Wrigley Bidg 
Chicago, IHlinois 
Whitehall 2200 


Wm. E. Blair, Jr 
Reynolds Metals Co 
1209 Landreth Bldg 
St. Louis, Missouri 
Chestnut 4861-2 


* 2000 SOUTH NINTH STREET 


\ 





Hunter B. Keck 
Reynolds Metals Co 
97 W. Union Street 
Pasadena, California 
Sycamore 27153 


Roy A. Knight 
Reynolds Metals Co 
1600 Arch Street 
Philadelphia, Pa 
Rittenhouse 4300 


Gene A. Becker 

Reynolds Metals Co 

1806 Mercantile Bank Bldg 
Dallas, Texas 

Riverside 3429 


LOUISVILLE 


COOK with 


CAPTIVE’ 
WEAT 
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David K. Brown 
Reynolds Metals Co 
Third & Grace Streets 
Richmond, Virginia 
Richmond 7-3411 


Sam T. Howie 
Reynolds Metals Co 
1202 Watouga Street 
Raleigh 

North Carolina 


5. S. Bollard 
Reynolds Metals Co 
White Henry Stuart 
Bidg 

Seattle, Washington 
Seneca 2777-8 


, KENTUCKY 
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Space-saving Hotpoint Re- 
frigerator gives up to 50% 
more food storage in the 
same kitchen area, plus 
many other new features. 
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FREYNOLO! 





Hottest news in ironing is 
Hotpoint’s new Flatplate 
Ironer. Provides 300 sq. in. 
of ironing surface. A natu- 
ral traffic-builder. 


Svtiatinnney Hotpoint 
Hot Water Heater has 
pressurized direct con- 
tact Calrod* units for 
unmatched speed. 


Hotpoint’s 3-Point Program gives you (1) the bene- 
fits of a $20,000,000 expansion program, (2) a com- 
pletely matched group of all major appliances, and (3) 
the greatest advertising campaign in Hotpoint his- 
tory —assuring you a steady flow of America’s finest 
appliances, adequately promoted i in leading national 
magazines to bring year ‘round volume and profit. 


Hotpoint Inc. A General Electric Affiliate 


5624 West Taylor Street, Chicago 44, Illinois 
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Keeps ‘em coming 


L YEAR ROUND 


HOTPOINT’S COMPLETE MATCHED LINE OF 11 
MAJOR APPLIANCES MEANS YOU CAN SELL 
MORE—MAKE MORE—THE YEAR ‘ROUND 


LOW HOT OR COLD —there’s a“seasonal’”’ market every 
month of the year for one or more of Hotpoint’s 11 major 
appliances. A rising mercury, for example, means a rising 
market for refrigerators and freezers. But raw, blizzardy 
weather makes garbage an extra nuisance, steps up demand 
for the Hotpoint Disposall*. Pleasantly cool weather, on 
the other hand, means larger meals, more dishes. That means 
business for the famous Hotpoint Dishwasher. 








@ The more it rains, the more orders will pour in for Hotpoint 
Clothes Washers, Dryers and Ironers...every one especially 
designed, among many other advantages, to simplify the 
clothes-drying problem 

@ Then there are those greatest of all year round performers 
— the Hotpoint Electric Range and the Hotpoint Water 
Heater. Completely unrelated in function, they are alike in 
month-in, month-out demand. 

@ Best of all, the sale of any one of these Hotpoint products 
can lead easily and naturally to full-line sales. That’s because 
Hotpoint has long promoted the complete all-electric kitchen 
and now turns that dream into reality with a beautifully- 
matched ensemble of all major appliances. Sold as a “package” 
—or unit-by-unit—you'll find it all adds up to $2,000 or more 
per customer. That’s why Hotpoint’s is the “Franchise with a 
. the sure way to BIGGER VOLUME the year ’round! 


*Reg. U.S. Pat. Off. 
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Refresher ©, Highlander 

Popular design 5 q ; 4 opie New best-selling number with 
of our kitchenware : _—=Z#FA * [> ' highland plaid center 

set. Five smart colors a c \ BL woe Choice of five colors on white 
on white. 


Stove and table mats with the Aristo-mat label 


; ‘t'are the only ones your customers see in 
Cup J J 

“n° Saucer : 
Fast-selling Colonial - a \ — \ : + ‘ tn 
design Red, black, s ‘io * IA <gh + \E best qualiiy that money can buy! No 
pes scsi ce \ | Vos a aS wonder Aristo-mats sell faster, more 


their favorite magazines. And they're the 


» easily, give greater satisfaction! Your trade 
ao om \ Ye #) \ knows and appreciates these exclusive Aristo-mat 

* Good Housekeeping : features: 1, New, heat-tested “‘Quad-coat”’ process 
baked enamel finish. 2. Extra heavy asbestos padding. 

3. Patented, rounded ““Kant-Kut Korners.”’ 4. Underglazed design 
guaranteed not to chip. Check your Aristo-mat stock today! 


* Ladies’ Home Journal 
* Woman's Home Companion 
* Better Homes & Gardens ° 
* McCalls 


Tome eee Ce eeeeeeeseeeeeeseeeeeeeeeeeeeseeeeeeeseeeeeeett 


Aristo-were Kitchen Set 


"Refresher" pattern stove mot, hot 
pod, canister set, cookie can, 
oval waste-basket. Durable 
quality, smart colors. 


Phoenix Table Mat Company 


1315 WEST CONGRESS STREET 
CHICAGO 7, ILLINOIS 
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SPECIAL 
ADDED ATTRACTION 


res de- 

rmers in housew2 
eo pone oast to coast “— 
FO47 o COOKERS woah 
-_° s are és 
TIONAL PRESSURE 948. Alert 


big year inl 
ing for another fae managers have 


wares depart es 

house t pays to feature the complete : . Off to a terrific start for the new 
ioont come -“ he field... the line that F year!...62,065,658 “ad” messages 
Eas —— re volume and more profits as . in all leading national magazines 
has meant mo wares item. and Sunday supplements, open up 
than any other house 4 the PRESTO COOKER advertis- 
onthe ing campaign for 1948. The theme 
- of the campaign is “Save Money 

on Your Food Bills’—another 

great PRESTO COOKER selling 


-mat label Mi . slogan. 


. 


‘rs see in 


"bay! No , er $20,950°° 


ter, more 

yur trade ¢ CONTEST 
risto-mat A consumer contest offering 
a. ; 2 3 $5,000 in 54 cash prizes and 1,000 
process ly. ss . prizes of one companion PRESTO 
padding. ; x COOKER each. Tie in with this 
.e nd merchandise-moving promotion. 
d design at Write for free advertising mate- 
rials, including special window 


iy eo 


" ft rr te . 
today! ’ streamers, top-of-cooker displays, 
and entry blank forms. 


CONVERSE 


porting fomlvear 






Restate cae 
on 


They're simply great fi 

ae °48! America’s fastest-growing lines of spo 
ing footwear and athletic footwear incorpora 

new models, fresh ideas you'll want to sé 

Come-on-up to Rooms 735-736, Hotel Ne 

Yorker. You’ll get a hearty greeting—and : 

eye-filling look at the handsomest sports al 

athletic footwear Converse has ever made 


the lines that are sold EXCLUSIVED 


A T can L - T | @ through sporting goods stores. 
FOOTWEAR CONVERSE RUBBER COMPAR 


MALDEN 48, MASSACHUSETTS 






CHICAGO 6: NEW YORK 1% 
564 West Monroe Street 241 Church Street 
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Last year Actionrod came through with a unique, atten- 
tion-getting series of cartoon ads. This year — another, 
bigger series—illustrated by such top-name cartoonists as 
Richter, Cobean, R. Taylor, Tony Barlow and Chon Day. 

Field & Stream, Sports Afield, Outdoorsman, Outdoor 
Life, Hunting & Fishing, Holiday, True—total circula- 
tion almost 3,500,000. 

Look fo the Actionrod ads for sales action. Your cus- 
tomers are looking for them. 


ORCHARD INDUSTRIES, INC. 


18404 MORANG ROAD . DETROIT 
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Lightning 
Guider 
Sleds 


"Ask the Boy Who Owns One" 


SLED GUARDS 


WOOD FOLDING PORCH AND STAIR GATES 


STANDARD NOVELTY WORKS 


DUNCANNON, PENNSYLVANIA 
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Tho Choice of Champions 






cHICAGo ~=-SCOUT 
BLY ING ester: Skates 


“CHICAGO: 
TRADE MARK REG.U.S.PAT.OFF 


; he World’s Finest Roller Skates 


SELL QUALITY SKATES 
With A Success Record of 40 Years 


Quality builds business—insures profits. Satis- 
fied customers insure your continued success. 


Protect your own interests by selling these popu- 
lar, nationally advertised “CHICAGO” Roller 
Skates—the finest money can buy. Give your 
customers the BEST, so they can enjoy the 
MOST in return for their purchase. 


ORDER NOW! Demand “CHICAGOS” from 
your Jobber or write us giving Jobber’s name. 


Winners of World Records for over 40 Years 


CHICAGO ROLLER SKATE CO. 


4456 WEST LAKE STREET e CHICAGO 24, ILLINOIS 
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No. 181 


The most successful Rubber Tires ever devel- 
oped for “CHICAGO” Roller Skates. They 
outwear ordinary steel wheels. AVAIL- 
ABLE 





No, 173 


Solid Steel Wheels mounted on two-row High 
Speed Ball Bearings. AVAILABLE. 





-cHICAGG” IU NIOR 





No, 125 


Best low price skate ever made. Same as No 
101 2xcept light er materials. NOT YET 
AVAIL ABLI 


“CHICAGQ” 


TRADE MARK REG U SPAT OFF 


WHEELS ett As MAKES 


No..75 


TRIPLE-TREAD 
STEEL WHEEL 








No. 73 No. 84 
ZEPHYR RUBBER TIRE | 

SOLID STEEL OUTWEARS 

WHEEL ne STEEL 
45 
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IN MARCH 


FEATURE G-E 
ENAMELED WHITE LAMPS 






Give a soft, flattering light. Re- 
duce glare in any room. Fortable 
and floor lamps that do not 
have a diffusing bowl. Enam- 
eled finish can't come off. 25 
and 60 watt. Price 16¢ plus tax. 


For Big Steady Profits THE YEAR 'ROUND 


Display and sell the popular size lamp bulbs that are pre-sold 
month after month by G-E Lamp advertising in magazines 
and on the radio. And remember, General Electric research 
is constantly at work to make G-E lamps Stay Brighter Longer. 


call them “extra profit” lamps! 














TRA PROFITS 


...with General 


NOW’S YOUR CHANCE to make even better profits 
than ever with General Electric lamps! Sure, you 
can always count on standard, popular size G-E 
household bulbs to produce the bulk of your 
regular sales. But there are other G-E lamps, too, 
that plenty of your customers want and need. We 


IN APRIL 


FEATURE 
G-E LUMILINE LAMPS 










Used over desks, behind mold- 
ings, beside mirrors, etc. Slim, 
easily concealed. Variety of 
colors. 30, 40 and 60 watt. 
Where Lumiline sockets exist, 
no other lamp type may be used. 
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every month in'48 


Electric lamps! 


EVERY MONTH IN 1948, beginning with Feb- 
ruary, General Electric will put special promo- 
tion and advertising behind a G-E “extra profit” 
lamp—giving youa swell opportunity to make p/us 
sales and put plus dollars in your cash register. 
Make your plans now to tie in with this new G-E 


Lamp promotion! 





clear. 25 watts. Sell at only 16¢ plus tax. 


Get 
FUMESHAAED 
eveee 
Phy Sabot ape} 
ee Sane 


“EMERAL Q tract ay 


G-E LAMPS 


GENERAL@ ELECTRIC 
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FOR EXTRA PROFITS IN FEBRUARY... 
FEATURING G-E FLAMESHAPED LAMPS! 


Because of wartime shortages, there are thousands 
of empty sockets today that should be filled with G-E 
flameshaped bulbs—in candle brackets, ceiling fix- 
tures, novelty lamps, etc. Call your distributor today 
and stock up. Available in flametint, white, ivory and 
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PILI ONT not just indow lass” 





When you sell Pennvernon Window Glass, your customers are satisfied. 
The reason is simple: “Pennvernon” is a quality window glass. It has ex- 
cellent visional properties. It has a brilliant surface finish on both sides of 
the sheet. It meets the most exacting sheet glass requirements. So, to re- 


place broken panes, always sell ““Pennvernon” — not just “window glass.” 


Os > 
PENNVERNON % winvow Giass 


G PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS 


PITTSBURGH an a. i GLASS COMPAN Y 
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THE 


CLARKE...OUTSTANDING NAME IN "G @) L D E | E G G’”’ 
® 


FLOOR SANDING AND MAINTENANCE LINE 


Offering a complete line of high quality 
floor conditioning equipment at low cost. 


LV-8 Sander oe 
Ideal ‘g 
Lightweight 4 
Sander ‘ 


MV-8 Sander Wi) 

For 7 66 

ma = (fy Low initial cost and profitable rental... 
that’s why I like Clarke Floor Sanding 
and Maintenance Equipment.’? AG 


NF 


Ww 
\ 


( / Sean 


| —— 


66 , 
Clarke Equipment is dependable...it 

easily takes the punishment given it by 

home, industrial and institutional use. 99 


seeeeeeeeeeeeee 


~ 


P-12 Polisher 
Polishes—Scrubs / 
Steel Wools i 
Waxes 


~~ and maintenance equipment—requires 


6 
. "Chate is the accepted floor sanding 
=i 


Ns a a minimum of service attention and 
: yy . ; : . 
= V-5 Edger ~ a brings the maximum in rental profits.”? 
A a 
High Speed 
Compact 
Lightweight 


Ask now for complete 


WRITE! Cherie Rentel Pon SANDING MACHINE COMPANY 


and Clarke Equipment. 


3011 CLAY AVE., MUSKEGON, MICHIGAN 
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IT STICKS! 


Here’s 
time-t 
dealer: 
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and so will the NEW CUSTOMERS 


BULL DOG FRICTION TAPE seings vost [savas nat sen sat 


shellac, 
Bull Dog Splicing Compound with an 
Because they know Bull Dog Friction Tape does a really swell job, 5 °P , P sai 


householders, mechanics and maintenance men make a beeline for 
the store that sells it. Once inside your door, they’re bound to buy 


other things, too. Result: greater volume, bigger profits! ‘ se. Effective 
Bull Dog Friction Tape is famous for its extra stickiness. It goes High resistance to electricity and = : 

: : ;: : j vine water — makes smooth, solid in- and labe 

on smoothly, grips like a vise, makes a tight, long-lasting joint. sulation even around irregular 
joints. Tested to A.S.T.M. specifica- 


Special BWH technique keeps it from drying out in the roll. Call tions. The electrician’s standby. 


of an aft 


your distributor today and place your order! 


Another Quality Product of 


Boston Woven Hose & RUBBER COMPANY 


Distributors in all principal cities 
PLANT: CAMBRIDGE, MASS., U.S.A. © P.O. BOX 1071, BOSTON 3, MASS. 
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Here’s a group of products you can “bank on” — 
time-tested repeat sellers that have been paying 
dealers dividends for years. 

Professional painters know these old favorites . . . 
ask for them by name. It will pay you to tell your 
other customers about them, too! 


WONDER-PASTE 


A powerful remover that penetrates any finish—regardless 
of age or thickness. Designed especially for use on exteriors 
and upright areas. Won't run, even on a vertical! surface. 
Does a cleaner removing job quicker — and leaves no 
scorched spots to be sanded. 


LINGERWETT 


America’s largest-selling liquid remover. Ideal for general 
indoor removing. Reduces paint, varnish, enamel, lacquer, 
shellac, etc., to a buttery sludge that can be peeled off easily 
with an ordinary putty knife. 


NO-WASH 


Effectively softens up any type of finish. Although slightly 
higher in price, No-Wash more than pays for itself in time 
and labor saved . .. it completely eliminates the necessity 
of an after-wash! 


WILSON-IMPERIAL COMPANY 





115 Chestnut St., Newark 5, N. J. 
I 
.. Order from your jobber 
I 
MAIL COUPON for information | 
l 
| 
—— | 
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SAF-TE 


Another example of a “specialized” remover. Saf-te was 
compounded specifically for jobs where fire prevention is 
all-important — hospitals, shipyards, etc. It is absolutely 


non-inflammable! 


IMPERIAL Rapid 
BRUSH CLEANER 


A fast-acting, ready-to-use cleaner that leaves brush bristles 
with their. original spring and liveliness. No mixing; no 
stirring; no overnight soaking." Begins to dissolve the 
toughest paint instantly. Will not injure bristles or hands. 


WIL-BOND 


Prepares soiled or glossy surfaces for refinishing without 
messy washing down . .. without sanding! Easily applied 
with a cloth, Wil-Bond cleans, dulls, and sets up a slight 
“tack”—all in one operation. The new finish spreads easily, 


covers evenly, bonds perfectly. 


WILSON-IMPERIAL CO., 115 Chestnut St., Newark 5, N, J. Dept. H-18 
We are interested in handling the products checked below, Send intormation 
WONDER-PASTI LINGERWETT NO-W ASH SAF-TI 
IMPERIAL Rapid BRUSH CLEANER WIL-BOND 
Name 
Street 
it Sta 
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TEMLLES MULL 


ACME PHIM. 


“Just what we've always wanted!” 
Say dealers about the New, Unusual 
ACME “Main Street America’ program! 


“A SUCCESS!” say dealers coast-to-coast who have 
already taken on the new Acme Main Street America 
package deal. 

It’s been a sellout—and no wonder! It’s aimed directly 
at that huge paint-needing market right in your own 
territory. It makes them want to buy Acme... it makes 
it easy for them to buy Acme. 

Just look at that powerful Acme foursome at the left! 
You can see why it’s selling paint... lots of paint... 
fast. And it can sell for you! 


ACME WHITE LEAD & COLOR WORKS 
Detroit 11, Michigan 
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WRITE... 
PHONE... 


or WIRE... 
your ACME distributor 
today or ask us direct 
for details! 
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NO STAINING 


Alclad Aluminum will not stain or 
k or light 


or the woodwor 
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NO RED RUST 


ated, appearance 
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LIGHT, STRONG, 


In every part 


tomers are demanding 


tough, long-lasting 


Aluminum Screening. 
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LUCITE DISPLAYS. These beautiful new TEGCO lucite 
displays sell latch and locking sets all by themselves! De- 
manded by the trade, they not only visualize their opera- 
tion but enhance the appearance of your builders hard- 
ware section. Display includes either glass or metal knobs 
with latch or locking set—installed in polished lucite 
with wooden base finished in Chinese red. 
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WOOD DISPLAYS. tEGCO’S new wood displays are 
made from solid maple! These stylish, hardwood mounts 
can actually make your counter space worth extra money 
to you. Their distinctive, natural finish goes a long way 
in making your customers sell themselves. Order yours 
today! Set includes either glass or metal knobs with latch 








or locking set — installed in solid maple. 








TEGCO’S new boring jigs offer 


features that are really terrific! 
FOR EXAMPLE: 


1. Automatic centering for 7/8” latch bore and 5/8” backset bore. 
2. Adjustable for doors from 1-1/8” to 2-1/8” wide. 

3. Includes template for outlining face plate. 
4. Includes template for marking exact locations of all screws used 

in roses—for BOTH latch and locking sets. 

5. Steel drill bushings for longer life. 
6. Extra wide drill! bushings to insure easier, truer drilling. 
7. Heavy duty aluminum construction. 
8. Standard measurements. 

arpenters really go for ? 

atitatin t 


ur customers right owoay 
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SHOWMANSHIP is salesmanship—with “Ther- 
mos” brand vacuum ware. 
Here’s a name that adds prestige to almost 


all displays. Show this trade-mark to a house- 





wife—and she thinks of convenience in pack- 
ing lunches. Show it to a workman—he thinks 
of convenience in carrying lunches. A hostess 
thinks of efficiency. A sportsman thinks of 
service. 


> 


Actually, the name “Thermos” is a friend 
to all your trade. Keep this trade-mark before 
your customers always, and display Thermos 
brand vacuum bottles and lunch kits— promi- 


nently — whenever you have them. 


Remind your customers to ask again... 





Even if your customers have exhausted your 
supply of vacuum bottles, display this small 
card. ,It identifies you as a “Thermos” 
dealer . . . reminds your customers to re- 
turn and ask again for Thermos brand 
VACUUM BOTTLES vacuum ware. 








AND LUNCH KITS 





(This display is packed currently with 
“Thermos” brand pint vacuum bottles.) su 


THERMDs 


TRADE-MARK REG. U. S. PAT. OFF. 


VACUUM BOTTLES 


D LUNCH KITS 


THE AMERICAN THERMOS BOTTLE COMPANY NORWICH, CONNECTICUT 


ihermos Bottle Co., Ltd., Toronto 





¢ Thermos Limited, London 
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MAHOGANY AIR! 
modern and smart 
gold-colored metal 


RESOLUTE —— 
with decorative car 
thip's bell sequence 


JANUARY 1 














4 new 


clocks to 
increase 





your sales 





Telechron alarm and occasicnal clock, 


MAHOGANY AIRLUX.. . 


modern and smart. Mahogany wood-block case, numeral band in 
gold-colored metal, etched and filled. 
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RESOLUTE . . . Nautical design Telechron, mahogany finish wood case 
with decorative carved rope trim. Strikes the hour and half-hour in 
thip’s bell sequence. 
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PIN-WALL ALARM .. . A new Telechron electric alarm that pins up, 
with a simple push-pin, on the wall. Alarm switch is on front. Ivory 
cglor with contrasting mahogany color at its decorative base 


Pea dk as ed ae Ss 


Fr 
L 
i 


i 
| 





WICKFORD .... Authentic period style Telechron in mahogany finish, 
with white ho'ly inlay. Hour and half-hour strike. Roman numerals 


Hlere are your answers to the demand for hand- 
some showpiece electric clocks. In gleaming wood, 
gracefully styled, rich in detail, these new Tele- 
chrons add a smart note to a room; they make 
really fine gifts. 


And because they’re Telechrons, you can rec- 
ommend them with pride as timepieces that can 
be depended on for years of accurate service. 
They never need winding, oiling, or regulating . . . 
they never run fast or slow. Every one has the 
famous long-life Telechron motor that has long 
been making accurate Telechrons the best-selling 
electric clocks in the world. Place your order for 
these four Telechrons with your distributor now. 


TELECHRON INC. * ASHLAND, MASSACHUSETTS 


THE FIRST AND FAVORITE ELECTRIC CLOCK 


ELECTRIC CLOCKS 
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Janus had the ‘ight idea... 


January is named after an old Roman god named Janus—a gentleman who 
was unique in that he had one face in front, plus another behind—so that he 
could look over the old year and forward into the new one. 


It's a good idea. Look back over the heater lines that have really “gone to 
town" for you during the past year—and look forward toward the ones that 
will be real money-makers during the coming year. In both directions you'll see 
one outstanding line of heaters—DEARBORN. 


Dearborn’s phenomenal success has been built on two very solid facts: 1) 
The Dearborn is the finest, safest—and best looking—gas heater on the market. 
2) We've told the world about it in no uncertain terms, with one of the strongest 
consumer advertising campaigns ever produced by a heater manufacturer. 


LOOKING FORWARD: Both of these factors 
will continue, during the coming year, to make 
Dearborn the top heater line on every count! 


STOVE COMPANY 





1700 West Commerce Street e¢ Dallas, Texas 
BRANCH OFFICES: 


Merchandise Mart : Merchandise Mart 
Suite 1490 3625 South Grand Avenue 1355 Market Street 
CHICAGO, ILLINOIS LOS ANGELES, CALIFORNIA SAN FRANCISCO, CALIFORNIA 
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SILEX 








PARIS DISPLAY 








IT’S COMPACT — only 

25” high x 20” wide x 
15” deep. Yet it fea- 

tures 18 Silex parts. 


IT LIGHTS UP 2 ways— 
Illuminated by 2 tubular 
bulbs—spotlights the parts 
—features SILEX in red. 


IT’S COLORFUL—Attrac- 
tive blue lacquer—yellow 
silk screen printing—Red 
Silex Trademark. 


IT’S NEAT—Complete dis- 
play is on the board. It comes 
mounted. Unpack and 

you’re ready for business! 


wee mn Lower tom, 


Act NOW to get the FREE DISPLAY and EXTRA PROFITS DEAL 
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Double—yes, triple and quadruple your 
sales of Silex Replacement parts by using 
this easy-selling Silex ‘‘Self-Merchandiser.” 
Check the advantages —You’ll agree that 
this deal will put you in the replacement 


[HERE S WHAT YOU GET: 


| Quan _ Description List Price | Quan. Description List Price | Quan Description List Price 
3 Lower wide neck bowl, 8cup plain $4.35 2 Anyheet control cords $3.90 Flavor-Guard Filters $1.50 
| 3 Upper wide neck bowl, 8 cup plain 5.25 2 Heating elements 1.90 Pop-up handles, white 2.50 
2 Lower wide neck bowl plat. dec., 8 cup 3.30 2 Chromium decanter covers 1.50 2 Plain molded handles, black 1.90 
| 2 Upper wide neck bow! plat. dec., 8 cup 3.90 2 Molded decanter covers, black -60 4 Individual Boxes of 12 filter cloths 1.40 
2 Narrow neck lower bowl, 8cup plain 3.50 2 Molded covers, upper bowl, black .60 6 Rubber Plugs for wide neck 2.10 
| 2 Narrow neck upper bowl, & cup plain 4.10 12 Lox-in Glass Filters 9.00 3 Rubber Plugs for narrow neck 75 
| List Price of Replacement Parts........... $52.05 tee ee 
| PLUS ... FREE Self-Merchandiser Display . . 15.00 
You Receive Total LIST VALUE............ $67.0 05 
| _ “4 YOUR COsT—only— $33.83 
a 
t 0 @ Cl ORDER THIS COMPLETE DEAL BY CAT. NO. 5129-001 


parts business in a big way, as the demand 
for replacement parts is constant. But act 
quickly — it’s first come, first served. Sit 


BINS STORE EXTRA 
STOCK—In back you keep 
extra merchandise in 
neat bins. 


IT’S STURDY—Well made 
of permanent materials— 
will stand up under 

everyday wear and tear. 


SAVES TIME—No more 
hunting through piles of 
merchandise for items 
requested. 


BUILDS TRAFFIC—Estab- 
lishes your store as 
headquarters for Silex 
parts. 














down now and fill out the convenient order 
card—send it to your distributor TODAY. 





Send This Coupon To Your Silex Distributor | 
Mr, Distributor: 

Yes, I want the Extra Sales I can get | 
with the New Silex Replacement Parts 
Deal. 

Enter my order at once 
No. 5129-001 at $33.83. 
Haven, Conn, 

I understand that I will receive at the | 
same time FREE the $15 Silex Illu | 
minated Self-merchandiser Replace 
ment Parts Board. 


for Catalog 
F.O.B. New 








City State 
THE SILEX COMPANY, HARTFORD 2, CONN. 
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PULL any loop to OPEN 
PUSH any loop to CLOSE | 
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HEAVY DUTY 
HW 303—Heavy-duty Zipper 
Top for those who want the 
best. Extra-heavy rust-resist 
f ing galvanized wire, 1” 
eh | mesh. 28" high, 19” top di- 
if} ameter, 1O% more capacity. 

Weight 100 lbs. tothe dozen. 
























































HU PRICE LEADER 
itt HW 1270 — Price leader 
| Economy Zipper Top, excep- 
, tional value. Rust-resisting 
| galvanized finish, sturdy 
, al construction. 2°’ mesh, 26” 
high, 18” top diameter. 
| Weight 65 lbs. to the dozen. 
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PAT. NO. 1,921,295 


For the biggest buy in rubbish burners, 
feature the novel ZIPPER TOP ... the 
ONLY burner with the “push-pull” top 
you can’t lose... AND the sag-proof 
“Volcano” bottom that speeds burning. 
One complete unit. No loose parts. 
Available in Price Leader and Heavy 
Duty models. Shipped nested a dozen 
to a bundle, in new protective wire 
shipping sleeve. 














ZIPPER TOP has the most unusual 
top of any rubbish burner Pull any 
loop to open. Push any loop to close. 
ZIPPER TOP is the only burner with 
the conical bottom that provides better 
draft and js 300% stronger than flat- 
bottom construction. 

Cash in on these two outstanding 
features ... sell the ZIPPER TOP 
Rubbish Burners. 






THIS WILL NEVER HAPPEN TO YOU WITH 
ZIPPER TOP RUBBISH BURNERS—NO LOOSE PARTS 


“ 
pot 





No more lost or damaged covers when you handle 

compact ‘‘one-piece’’ Zipper Top Rubbish Burners. 
7) Eliminate the nuisance and expense of replacement. 
What's more, Zipper Tops are shipped nested — a 
dozen take up less cubic space than four ordinary 
burners. This saves valuable space in the warehouse 
and on the sales floor — cuts handling time. 
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A FAMOUS NAME 
IN AMERICAN 
HOUSEWARES 











see usin Chicago at tHE 
NATIONAL HOUSEWARES 


SPACE...1016-1018 
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Rice Leaders 
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B Y the Waters of Minnetonka 


xk *& 





With facilities unequalled, Rid-Jid celebrates its 70th anni- 
versary in its new home at Spring Park, (Lake Minnetonka) 
Minnesota... ultra modern, streamlined, super-efficient. 

In this new plant, the J. R. Clark Company is ready to 


create even greater values for the famous Rid-Jid trade mark. 


e HidJid sroninc asses 

© Hid-Jid pap ana cover sets 
© HidJid iapvers 

e Hid-Jid crotes racks 





THE J.R. CLARK . COMPANY 


JANUARY 15, 1948 


New Address 





6l 











HELPS YOU GET YOUR FULL SHARE OF THE 
@ BILLION DOLLAR OUTDOORS MARKET 


Yes, $6,000,000,000—that’s what Americans spend each year for 
ee ee ee aoa pleasure out of doors—for fishing, picnicking, bathing, boating, 


and other bathing, hunting, etc. An enormous market for the hardware retailer. 
a Poloron, maker of the “Woodland” and “Thermaster” lines, 


brings you merchandise with which to tap this great market. 

































page arene. But, more than that, Poloron gives you a retail promotion plan 
Commerce figures. and display pieces—featuring, not just Poloron products, but 
| dozens of other outdoor products you carry. Thormaster 

TWICE THE TOTAL SALE OF AS Right in your community your neighbors will spend thousands mona 
GASOLINE FILLING svat of dollars for fun out of doors. The Poloron “Great Outdoors Deal’’ Hawids coldfer 
TWICE THE 1orr aor is just what you need to bring that business right to your cash register. ‘* © ' 
SALES OF ALL = 

THREE runes Ate RETAIL Woodland Portable 

uquos su earall plovias. cotines ae | 

tyra sronesass Fo _— or for floor container, Insulated 
[a ) 
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It’s easy to qualify for the “GREAT OUTDOORS DEAL.” , 
Ask your Poloron jobber about it.. 
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Why it Pays You 


to Sell 
< bonectteos 


in 1948 





Qver 80 Million 
National Advertisements 


A tremendous increase 1” 
sales ~— year eee in i948 
em 
spread deman advertising in 
Good HousekeePine schold, 
Home — — a 
cooten unset. It pays 


dens and S = 
is to sell the most populat 


household glove in America: 






























The Only Glove with 


the Features Women Want 


ht on, easily as 
Ebonett6é _ rig tinized ae 
a cotton oe fi fit every hand 
Short fing u 


comfort. Non-slip n 

wet things as } £ oi 

wear = — ng No w 
Pont ni 

— love Ebo nettes! 


Extra long 
|- resistant 
onder wo- 




















And Money-Making 
Advantages for Your Store 


Only 3 sizes to stock — small, medium, large. 
Attractive dozen display — Handsome 





profit at 59¢ M 


a 








Thousands of stores know by their cash regis- 
ters what we're talking about. It's easier to sell 
the leader— sell Ebonettes and do a real house- 
hold glove business in 1948. Order PUL 
from your wholesaler now! The FP’ Gectered b 
Pioneer Rubber Co., 306 Tiffin Rd., 
Willard, Ohio; Los Angeles, U.S.A. 


_> 


Good Monsehooping 
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ovER 30 Years or Quality GLOVE MAKING 

































TOPS’ 


They Say About 
TOP LINE 


¢ tay 


EVERYBODY is talking about the beautiful, new 
1948 work-saving, money-saving TOP LINE electric 
appliances designed to help home-makers turn their 
houses into homes . . . the sensational cylinder-type 
electric room heater . . . the marvelous new table- 
top 30-gallon electric water heater with the scratch- 
and scorch-proof plastic top ... the streamlined, 
super-size electric iron . . . the breeze-building attic 
fan . . . and the light-weight, easily operated electric 
churn that takes the “'irk’’ out of butter-making. 








See them ALL at the 
National Housewares and Major 
Appliance Manufacturers Exhibit 

January 15-22, 1948 
Booths 521-523 International Amphitheatre 

Chicago 
See why your customers say 


"TOP LINE is TOPS!" 

















Address: 


oo. | TOP Sine @ 


HOME APPLIANCES 


TENNESSEE VALLEY 
MARKETERS, INC. 


Pioneers in Electrical Appliance Manufacture 
in the Tennessee Valle 





117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 
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Wothing takes th 
ace of a stool 





That’s the theme of the big springtime campaign 
to help you sell more COSCO Stools 


@ For countless needs in the home, nothing takes the place of 
a stool. To fix that fact firmly in your customers’ minds—and to 
help you make springtime, ’48, a banner season for Cosco 
sales—Cosco is launching a great, new campaign of consumer 
advertising in leading national magazines which, between 
January and July alone, will carry a total of 24,357,296 “Buy 
Cosco messages.” 

These attention-compelling ads, and others that will follow 
throughout the year, will feature the completeness of the fair- 
traded Cosco line... the sturdy, smart styling and the many 
sell-on-sight features of every model: step stools, kitchen stools, 
bar stools, ironer stools and bathroom stools. 

Your Cosco distributor is eager to help you pyramid your 
profits. Write him for details on Cosco’s powerful “spring 
offensive” and the many profitable promotion and point-of-sale 
aids available to you with this consumer-preferred line. Just 
mail the coupon below. Or, if you don’t know your Cosco dis- 
tributor’s name, send it directly to us. 


HAMILTON MANUFACTURING CORPORATION - COLUMBUS, INDIANA 
Makers of the safer, all-metal COSCO step ladders 


1 OR 4 MtFUnp 


wt oF 
nee “9, 
"Guaranteed by 
Good Housekeeping 
< 










. a i" Please send me complete sample kit 
styled for SIT fing pretty of advertising and selling aids on( ) 

COSCO Stools; ( ) COSCO Step 
Ladders. { ) Names of COSCO 
distributors. | am ( )-am not ( )a 


! 
I 
COSCO dealer now. 
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Illustrated: Model 4-D Step Stool, with up- 
holstered seat and back, durable chrom- 
ium finish. 


LO ————— ae 


A COSCO sales leader! 
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Distributed 
thru the 
Wholesaler 


GILBERT orm CLOCKS 


manufactured and guaranteed by 


THE WM. L. GILBERT CLOCK CORP. 


CLOCK MAKERS TO THE NATION SINCE 1807 ——— 
WINSTED, CONN. 
Laconia, N. H. 
141 W. Jackson Blvd. 
Chicago 4, Ill. 





551 Fifth Avenue 
New York 17, N. Y. 














g COUNSELOR 





Styled in smart, modern motif ¢ Large mag- 
nifying lens for easy reading e Rolled 
front platform covered with ribbed rubber 
prevents scuffing front of scale e Durable 
baked enamel finish @e Twin-Flex Springs 
assure highest standard of accuracy @ Zero- 
stat precision control returns dial to exact 
zero when weight is removed from plat- 
form e Stamina for years of dependable 
service e Shipping weight 94 pounds e 
When you examine this new Counselor 
you'll know why it is a “best seller” 

why it should be included in your plans. 


Sold by Leading Jotbers 
THE BREARLEY CO. 


ROCKFORD, ILLINOIS 
1125 Broadway, NEW YORK 


* * * * * * * 
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FOR BEAUTY, ACCURACY, VALUE 
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moran. HANG YOUR HAT 


at the Wear-Ever booth during the 
Chicago National Housewares Ex- 
hibit, January 15th to the 22nd. 
We're eager to see you again and 
_ find out how Wear-Ever can con- 
tinue to serve you best. Spaces 


1210 and 1212. 
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it simply had to happen!... 


the day when the power lawn mower came of age—the day when REO— 
one of the most respected names in the automotive field announced its 
revolutionary program for advertising and merchandising power lawn mowers 
to America’s millions. 


It’s a powerhouse program packed with sales dynamite, built on the prestige 
of a name known to everyone who has grass to cut! It’s a name that stands | 
for the most advanced techniques in mechanical design—mass production of 
precision products. It’s a company applying the successful sales and 
advertising strategy that made the automobile great to bring new customers, 
new dollars to every hardware store featuring the famous REO line. 


REO will help you sell with pre-tested localized sales tools—customer 
letters and folders, newspaper ads, store display material and packaged 












Aa promotion plans. Everyone in your community who has grass 
\ to cut is going to become a ‘live’ prospect for you. 
\\ Watch the folks in your neighborhood .. . 


REO MICHIGAN 

NOISELESS—the finest 

hand mower money can 

buy —at a price anyone 

e , can afford. Ask for 


bulletin. 
W rit 


or wire him or contact the factor) 





Your jobber has the facts. 










(») 


@ | 4 REO MOTORS, INC 


LAWN MOWER DIVISIO 
ANSING 20, MICHIGAN 




















-INCH SNOW PLOW 
TACHMENTFORWINTER 

| iasily converts TRIMALAWN 
} > @ labor-saving snow 


Moyo! machin 
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Put the Great 


REO Name 
to Work for You 


Tie-in with the prestige, the 
integrity, the stability, the 
leadership that REO stands 
for. . . . You'll profit from 
the power of a consistent 
campaign of full page, 
2-color ads and half page 
ads in the Saturday Evening 
Post and Better Homes and 
Gardens — selling the REO 
story to every worthwhile 
customer and prospect in 


your community. 









REO Trimalawn~—the ‘class’ of the power lawn 


mower atei te! 


with exclusive features found in no 


other lawn mower Send for bulletin 











No one knows how many fence posts there are on American farms. But 
even if we assumed only one hundred posts for each farm, that makes 
a total of some 680 million posts. And that’s a lot of fence posts! 

Right now many farm fence posts are rotted, worn out, leaning over 
at crazy angles. Fencing has had to be neglected, for manpower and 
materials have been scarce. The result? Never has there been such 
need for fence repair and replacement. This means big business ahead 
for you! 

Now is the time to place your order with your jobber for Bethlehem 
fence posts and other products used on farms. 

Hardware Products that SELL ! 


FENCE POSTS *» WOVEN-WIRE FENCE + BARBED WIRE « SILVER STAR BALE TIES 
NAILS AND STAPLES + BOLTS AND NUTS + GALVANIZED SHEETS FOR ROOFING AND SIDING 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


On the Pacific Coast Bethlehem products are sold by 
Bethlehem Pacific Coast Steel Corporation 
Export Distributor: Bethlehem Steel Export Corporation 


STEEL FENCE POSTS 


70 


Bethlehem Studded "T"’ Posts have great 
strength and rigidity. The husky “T” 
section is stiffened by rolled-in studs, 
giving it extra strength to keep fence 
trim and tight for years. The extra- 
large anchor plate keeps the posts up- 
right and steady, yet they are easy to 
drive. They are painted an attractive 
red, and supplied in lengths from 5 to 
8 feet. 

Bethlehem Fence is well-coated with 
zinc for protection against rust. This 
popular woven-wire fence has the hinge- 
joint, cut-stay design that means easy 
erection, long life, and trim appearance. 
There are standard styles and sizes for 
every farm need. 





Bethlehem Barbed Wire is supplied on 
80-rod spools in a complete range of 
popular styles, with both two and four- 
point barbs. The strands are of full- 
gauge wire, thoroughly galvanized for 
rust resistance. The barbs are sharp, 
tightly wrapped, and equally spaced. 
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DEALERS— 


Order sample machine, 
get free folders and 
advertising mat. 

DEALER COST $11.94 
RETAIL A) 


JOBBERS— 


Write for attractive 
jobbing proposition. 
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With the New AIllI-Size 
Aluminum Splash Plate 


Now available—a beautiful new lightweight Dixie-Maid 
electric churn in gleaming, easy-to-clean aluminum. Users 
everywhere acclaim the long, trouble-free performance. 
Dealers acclaim the quality and beauty of this new model . . . 
characteristics that promote quick customer acceptance. 
Compare! You'll agree it’s the finest electric churn for the 
money in America today! 


Just Look at These Exclusive Features 


a 
Go 


ONLY DIXIE-MAID 


has this large gradu- 
ated aluminum splash 
plate. Fits any size 
stone crock or glass 
jar snugly. 


has this heavy gauge 
aluminum motor 
housing with con- 
venient carrying 
handle. 


gives you the quick 
agitation provided by 
this propeller-type 
all aluminum dasher. 


| Dieie Maid 


ELECTRIC CHURNS 


MANUFACTURED BY 


SOUTHERN ELECTRIC PRODUCTS 


ANDERSON, SOUTH CAROLINA 











Bridgeport 
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IMPROVED AER*A*SOL 


| if 
| 
| ME HOUSEHOLD INSECT KILLER 





New LOW PRICE! 


Faster Turnover—Greater Profit 


’ New AUTOMATIC VALVE! 


Finger-Tip Control—Sprays From Any Angle 


New FORMULA! 


More Effective for Crawling Insects 


New PLEASANT ODOR! 


Women Like It—by Actual Test 


$7.08 PROFIT PER DOZEN! 


NOW FAIR TRADED $1.85 EACH 
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Nearly everybody has a use for Vimlite—ON THE 
FARM; IN THE HOME, OFFICE, SHOP AND 
FACTORY. And every day—through Celanese ad- 
vertising in national magazines such as Farm Journal, 
Country Gentleman, Poultry Tribune and Better Farm- 
ing Methods—more and more people are reading 
about Vimlite ... will be asking for this all-purpose 
Celanese plastic at your store. Keep ample stocks of 
Vimlite on hand and get your share of this profitable 
business. If your wholesaler doesn’t have Vimlite in 
stock, write us, and we will see that you are supplied. 
Celanese Corporation of America, Plastics Division, 
Dept. F, 180 Madison Avenue, New York 16, N. Y. 

















PLAYCABINS 


Kites 3 *Reg. U. S. Pat. Off 
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THE ROCKET 

Popular Model in an outstanding 
line with sizes and prices that 
meet every mowing requirement. 


A COMPLETE LINE OF POWER AND HAND MODELS 


Only Eclipse 


| has all these 
Features 


74 
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in Handling 
THE BEST! 


There's a longer profit in selling the 
unmatched performance and handling 
ease of an Eclipse. The experienced 
skill of firmly established reliable lawn 
mower specialists assures top quality. 
The smooth quiet dependable opera- 
tion of Briggs & Stratton engines has 
earned world-wide recognition. This 
combination provides effortless eco- 
nomical motorized mowing at its best. 
No mixing of oil and gas. No fumes. 
No smoke. 






Lasting precision mowing under severe 
conditions of hard use builds plenty 
of satisfied customers...plenty of 
Eclipse buyers. The net result is a fast- 
moving quality item that will continue 
to pay good profits to dealers holding 
an authorized Eclipse franchise. 


THE ECLIPSE LAWN MOWER CO. 
PROPHETSTOWN, ILLINOIS 
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**Retail hardware dealers are finding it necessary to 
put more effort into their selling . . . Customers now 
seeking quality goods and—shopping around.’’ 


—William F. Ewert, Executive Secretary 
Illinois Retail Hardware Association 


IT'S EASY FOR YOU TO SELL HARD: 
Greer Spool coutinated 
















For the first time, you can offer your 
customers everything in garden hose HERE’S HARD-HITTING SALES HELP 
equipment... from one source of Q 
supply ... in one eye-catching ae 
product display. No matter how “eg 
much or little space you have, you 
can put this display to work on 








your counter. PRODUCT TAGS —color- PACKAGE INSERTS—sug- 
, ful, informative. They build gest to your customers 
At right you see the many sales goodwill, bring customers other Green Spot garden 


back to your store. hose equipment. 


helps included in Scovill’s hard- 
hitting Green Spot promotion. From 
display cards, designed to get the 
merchandise into customers’ hands, 
to package inserts that. create re- 
lated sales . . . everything has been 


° ° NEW PACKAGE—sturdy, NEWSPAPER MATS —fur- 
coordinated to make it easy to sell eye-appealing. Product nished free. Let your cus- 
4 easily identified, catalog tomers know you sell the 

garden hose equipment. number and quantity in box finest garden hose equip- 
in large, easy-to-read type. ment. Mats on every item. 


This is not another seasonal pro- 
motion but a /ong-range Scovill mer- 
chandising program. You can count 
on ‘‘Green Spot’’ year after year as 
a bright spot in your sales picture. 










ie 
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SCOVILL MANUFACTURING COMPANY 


e plus two ‘‘Silent Salesmen’’ product cards. Assures fast, steady 
36 Mill Street, Waterbury 91, Conn. nr = yas Ma 





KEEPS THAT SPOT 





~ SPRINKLERS - 
* HOSE MENDERS 


GARDEN HOSE 
QUICK CONNECTORS - 


EQUIPMENT 
COUPLINGS 





- CLAMPS - NIPPLES - GOOSE 
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FAN SPRAYS - HOSE NOZZLES - 
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Your jobber’s salesman has actual samples of this 
eye-catching display, complete with drivers. 

Look for him, and place your order! Put this 

“Cash Register Companion” on an 8-hour daily shift 
promoting the quality and low prices on these 
brand new Fuller screw drivers. Start collecting 


those extra sales at your cash register—today! 








guaranteed footage 
here gives you 
full value in 








PANTHER and | 
DRAGON TAPES 


Ti footage meter illustrated | 
tells the operator automatically the exact length of | 
tape on the rolls. This is but one of many measures 
used in the production of PANTHER and DRAGON 
Friction and Rubber Tapes that assure you of full 
value every time. And these tapes rate high in all the 
qualities that make for lasting splices. 


Made by a company in the insulation business for 
nearly 70 years, PANTHER and DRAGON Tapes 
pass ASTM and federal specifications for electrical 
and physical properties with a wide margin of safety. 
They have proved their worth in successful splicing 
jobs of all kinds. These tapes are sold only through 
recognized independent wholesalers. Hazard 
Insulated Wire Works, Division of The Okonite 
Company, Wilkes-Barre, Pennsylvania. 
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Panther and Dragon 


“frletion and rubber tapes” 
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,.. Wherever pliers are needed 


Whatever the work—when pliers are needed—the 
job can be done better and quicker with Kleins. 

You will want Klein side-cutters, oblique-cutters 
and long-nose pliers for your discriminating cus- 
tomers who know that good tools mean good 
work. The care with which Klein Pliers are made 
assures closely matched jaws—perfect balance— 
just the right spring to the handles—sharp cutting 
knives that stay keen. 

Check with your supplier on Klein Pliers, the 
quality tools good workmen ask for. 


No. 201. Original pattern 
husky Klein Side Cutting 
Plier. Square nose. Made 
in five sizes—5, 6, 7, 8, 
and 9 inches. 


No. 201 NE. The famous 
“streamlined” Klein Side 
Cutting Plier. Made in five 
sizes—5, 6, 7, 8, and 9 in. 


No. 202. Klein Oblique 
Cutting Plier (heavy-duty 
pattern). A very useful tool 
that cuts close. Length, 6 


inches. 


vias om 
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No. 203. Klein Long Nose 
Plier. Long reach of jaws 
permits getting into diffi- 
cult places. Made in 6 and 


7 inch sizes. 


Distributed Through Jobbers 


Foreign Distributor: 
International Standard Electric Corp., New York 


The Klein Pocket Tool 
Guide, showing the 
Klein line and contain- 
ing useful tool informa- 
tion, will be mailed on 
request, 


Since 1857 , 
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WETICE momma WO LE EN xm & Sons 


CHICAGO 18 ILLINOI! 
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Now... Perfect-Grip 
PLASTIC HANDLE 


MAKES THIS SAW 
A REAL SALES 
BUILDER 


@ Here's o saw you can display with pride 

and sell with confidence — that's half-sold, in 
fact, the instant your customer sees its new Perfect- 
Grip Plastic Handle. Modern, light weight, fast-cutting— 

the “3000” has all the Atkins qualifications for better cutting 
performance. . . Perfect balance that enables it to eat through wood 
with less effort... Famous “Silver Steel” that takes a keener edge 
and holds it longer. Make the “3000” the center of your saw display 


and watch it sell. 


THREE OTHER DEPENDABLE SELLERS IN THE FAMOUS ATKINS LINE 
a No. 65—A lifetime saw Hack Saw Frame No. 10. Hord 


“Silver Steel” segment rubber handle, cold rolled steel 











“Silver Steel” Hack Saw 
Blades. Typical members of 






fii ground blade. Carved the Atkins family of fast- yi frame, nickled and highly pol 
Vi. hardwood handle. Reg- cutting, long performing y ished. Adjustable for 8” to 12” 
é ular or ship point pattern. ( blades. Cuis ot 4 different angles 


sows for every cutting job. \ 
—SS9\p 

* ay, 

‘bh ) EE. €C. ATKINS AND COMPANY « nome office AND FACTORY: 

6 CIN 2 

b ¢ 


402 S. ILLINOIS STREET, INDIANAPOLIS 9, INDIANA e BRANCH FACTORY: PORTLAND, OREGON 
hoe wr Bronch Offices: Atlanta « Chicago *« New Orleans ¢© New York ¢ San Francisco 





MAKERS OF BETTER SAWS FOR EVERY CUTTING JOB 
ATEINS Always awtao 


The Dealer's Partner for 91 Years 
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All 15-, 25-, 40-, 50-, and 60-, watt lamps are 

now being packed in a new perforated 12- 

lamp carton. All 100-watt lamps will be 
packed in a new perforated 6-lamp carton. 

You'll Increase the Unit of Sale! 

HY Sell three bulbs to the customer 

who wants one or two, sell six to 

the customer who wants four or five. Sell up to 


the next higher unit of three and watch your 


profits grow. 


You Can Build New, Interesting 
te Displays! The Cut-a-carton pack 
is big and bright. Mass displays 

will be more effective. By slicing 

the carton into its various sizes you can build 
| whatever size and shape of display you want for 
: your own store and window. And of course the 
new carton fits smartly into all Westinghouse 
lamp merchandisers. 


You'll be getting the new Westinghouse 
pack soon. And you'll be selling more lamps. 


Here’s why: 


& Easy to Sell an Assortment! Your 
y 4 customers want bulbs in various 
wattages. Now it is easy and con- 
venient to sell a three-lamp carton unit of each 
wattage desired. Every lamp is safe in its own 
protective sleeve and each unit is labeled to show 
the wattage of bulbs it contains. 
Pre-Proved by Store Testing! 
¢ & Dealers who received test ship- 
ments of the Cut-a-carton pack 
say positively that it increases their light bulb 
sales! They like the flexibility of the pack and the 
opportunity it gives them to sell their customers 
up to the next higher unit of three. 


As‘a.Westinghouse lamp dealer, you can really go to town with the 
exclusive new Cut-a-carton pack. Think of that healthy margin of 
profits on lamps and ask every customer, “‘Need any light bulbs 
today?”’ Lamp Division, Westinghouse Electric Corp., Bloomfield, N. J. 


Tune in Ted Malone Monday through Friday'11:45 A. M. E.S.T. American Broadcasting Company Network. 


Westinghouse 


LAMPS FOR SEE-ABILITY 
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Cut-A-Carton Pack —!t's perforated! Thecompletecarton 
ar holds 12 lamps. But run your fingernail along a per- 
foration and you slice off a carton of three—or six— 
or nine. Tailor-make your carton size. Each lamp stays 
firmly and safely in place in its own protective sleeve. 


It’s Flexible — Flexible sizes 
for selling, flexible sizes for 
building new, more interesting 
merchandising displays. Flex- 
ible, 700, for the customers 
who want to buy an assort- 
ment of different sizes—who 
want @ “slice” of 40's, 60's, 
and 100's, 
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LAMPS 


it's Effective—Moke displays 
of three-lamp “slices.” You'll 
find it’s easy to sell a unit of 
three. Two or three such dis- 
plays in your store make it 
simple for customers to buy — 
and for you to sell—more 
lamps. 
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“We are convinced there is no end to the 
business available on so broad a line as James- 
way — and on a line of merchandise which is 


quality through and through. 


“We go out into the country after barn 
equipment sales. That means we work closely 
with the farmers in this area on their building 
and remodeling problems. The-more we help 


them the better our business. 


“So selling Jamesway is not only profitable, 





Above is one of Cutkosky and Jones busi- 
ness getting floor displays. Seeing is what 
sells Jamesway barn equipment 


YOU TOO can make extra sales at extra profit if you 
sell Jamesway Barn Equipment! Jamesway is the big 
line — the complete line — that has been a favorite 
of farmers for more than 40 years. It fits in naturally 
with hardware or implement business — brings in ex- 
tra customers. Take advantage of Jamesway's famous 
“sell-on-sight’’ quality, powerful advertising and pro- 
tected franchise. For complete information write today! 


Jamesway 


S. baT OFF 


it means rendering a real service to our custom- Fort Atkinson, Wis. Emira, N. Y. Oakland, Calif. 
- ‘ . ° ° i] da: E | Prod Ltd., D 
ers. It saves time and labor for the dairyman seemed eg py cee 


and certainly steps up herd production.” 


Put a Jamesway Department in YOUR Business 
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IT’S A Gigel .». YOU CAN OFFER THIS ‘our customers know 


. zee! . Perfection 

* Dise-BEGR 7 DUBL-CHEM-FACED 
FOR A LIMITED TRADE MARK 
TIME ONLY! MILK FILTER DISCS 









































| * “DISC-DECK” is a 
modern, sanitary, rust- a 
proof metal shelf for filter discs 

) ... keeps them “high and dry” 


free TO YOUR CUSTOMERS WHO 
BUY THIS 3-PACKAGE UNIT 
OF DUBL-CHEM-FACED FILTER DISCS 


Here’s a practical premium your trade 
will appreciate . . . it’s just what dairy 
farmers long have needed in barn and 
milk-house, to keep filter discs “high 
and dry”, in a convenient, sanitary place. 


And look at these sales advantages: 1 
— You sell 300 filter discs with less 
effort and less sales cost than it takes 
ordinarily to sell 100; 2— Since the 
3 packages and the Disc-Deck are all 
banded together in one unit, it’s just as 
easy to handle as a single 100-disc car- 
fon; 3 — You automatically multiply by 
3 yous sales volume and profits; 4 — 
You gain customer good will with every 
sale. . . win repeat business ! 


NATIONALLY ADVERTISED in 
SUCCESSFUL FARMING, HOARD’S 
DAIRYMAN, DAIRYLAND NEWS, MOD- 
ERN DAIRYMAN, THE FARMER, RURAL 
NEW YORKER, NEW ENGLAND HOME- 
STEAD, WESTERN DAIRY JOURNAL and 
other dairy magazines. 
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are Highest Quality 
At Low Cost! 





QUALITY PROVED BY MILLIONS INUSE 


Once a farmer uses this modern, top- 
quality, double-faced milk filter disc, 
he wants nothing else. BOTH SUR- 
FACES of DUBL-CHEM-FACED discs 
are toughly faced for greater strength, 
to resist matting, clogging “channel- 
ing” or rupture. Their extra-long cot- 
ton fibre centers are specially processed 
to filter more milk, more thoroughly 
and rapidly. Easier to use. . . can’t be 
put into strainer incorrectly . . . either 
side can be UP. You are sure your 
trade gets the BEST in DUBL-CHEM- 
FACED Fiiter Discs . . . and you are 
sure of bigger sales and profits, now 
and in the future. Stock up at once! 








“LOCK SOCKET 
Featherlite SHOVEL 


Features of New “Ames” 
LOCK SOCKET Shovels & Spades 


Blade and front strap a single unit. No weld. 


f " SOCKET 
7 COMPLETELY 
Back strap is electrically welded to blade. y 
° . V4 ele: @ 30) 


Blade and straps forged from High Carbon Steel. 


Blade and lower section of socket carefully heat 


treated. 


} 
2 
3 
a ol 
3 
6 


Uniformity in lift and balance of every 
tool — hang and balance never change. 


Pre-forming of straps the guarantee. 


Handle is driven to the point of 


frog. 


Unequalled strength insures 


maximum value. 
Passing 


processe 


er final mz 

ny Nel 4 each gle 
STRAP length, 
ELECTRIC- proof w 
ALLY 


APPROXIMATE 
WELDED 


WEIGHT 3-1/2 
TO 3-3/4 LBS. 
NO. 103 LSF 
PREFORMING OF STRAPS 
CISD PATENTED 
- AMES - 


(Sine) 
( “re 5 


PARKERSBURG, W. VA AMES BALDWIN WYOMING CO. NORTH EASTON, MASS 
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Passing through a long succession of machines and 
processes, pure Manila fibre emerges from the 
final machine as “Blue Heart” Manila Rope. As 
each gleaming coil reaches correct weight and 
length, it is immediately sealed in a tough dust 


proof wrapper and securely lashed. 
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A small detail perhaps — but one which assures 
the customer that “Blue Heart” comes to him with- 
out ever being needlessly exposed to abrasive dust — 
and dirt. A practice indicative of the care taken by 
H & A at every step to develop a product of superb 


quality and deliver that quality intact. 


THE HOOVEN & ALLISON COMPANY 
"Spinners of Fine Cordage Since 1869” 


XENIA, OHIO 


BRANCHES: KANSAS CITY, MO. © OMAHA, NEB. © MINNEAPOLIS, MINN. 





H & A ‘Blue Heart’’ Pure Manila has for many years received top ranking among leading grades 
of rope. Other H & A products include Transmission Rope, Drilling Cable, Lariat Rope, Yacht Rope, 
Fisherman's Rope, Jute and Hemp Twines, Hard Fibre Twines, Lath Yarn, Twisted and Braided 
Jute Packing, Tarred Marlines, Plumbers and Marine Oakum. 
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POCKET-SIZE 
RETAIL VALUE $2.00 
VCC TACKLE BOX + [mnueenen 
with every 100 yards Holds Flies, Leaders, Plugs 
GLENDALE CASTING LINE 


Hard Braided from finest DuPont nylon 
For Better Casting and Longer Life 
America’s Finest Casting line 
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No need to carry heavy tackle box 
for light fishing... This Pocket-Size 
Tackle Box weighs only two ounces 
..-Your favorite flies, plugs, hooks 
and leaders 

Right in Your Pocketl 









Clear Styron..2-Hinge 
Lid... Snap Lock .. Cork 
Insert to hold flies. 







-- 






SEE YOUR JOBBER NOW or Write Dept. 7 


Leite": &® LINE CO. 
GLENDALE 4, CALIF. 
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DRAPER-MAYNARD 














FOOTBALL EQUIPMENT 


AUTOGRAPHED BY THE FAMOUS COACH OF NOTRE DAME 


Assured Sales in a Vast Market! 





Hundreds of young football enthusiasts will —one of plastic and the other regulation 
want this new equipment. The line includes  style—and a sturdy fibre shoulder pad built 
three cowhide footballs, two rugged helmets for rugged play. 
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WITH MONTAGUE RODS 
OCEAN CITY REELS 


Los of business ahead. Get set 
with the outstanding line... the 
only complete line of rods and 


reels in America! 


Best known! Best advertised ! 


Order from your jobber now! 


Montague Split Bamboo fly rods 
are built to sell in every price 
class from $10 up .. . the finest, 


most-wanted rods on the market. 


Ocean City fly reels are hand- 
somely designed, light and fast, 
with exclusive Ocean City advan- 


tages that fishermen look for. 


They’re world leaders in rods and 


reels .. . for every kind of fishing ! 
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OCEAN CITY Nos. 76-77-78 


The famous Plymouths... Aluminum spool with 
anodized green finish aluminum frames Solid side 
plates protect line from wear. . . Split-second take-apart 
without tools of any kind... Made in 3 sizes—60-100 
and 150 yds. Prices—$5.50, $6.25 and $7.00. 
















OCEAN CITY Nos. 35-36 


These models offer exceptional value. One-piece alumi- 
num spool, chromium line guide, smooth-working 
silent ym sure-grip handle knob. Light in weight, 
nicely balanced . . . capacities—G6C and 100 yds. Price, 
only $2 50 and $3.00. 








A suintell 












SILENT ADJUSTABLE DRAG 


—an exclusive feature of Ocean City Nos. 76-77-78 
Adjustments from free spool to a three-quarter pound 
pull can be made even when playing a big one For 
split-second take-apart, a touch of the button frees the 
spool instantly for cleaning and oiling. 





THE 500 MILE SKATE 
IS BACK AGAIN! 
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Champion display. 
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HEAR this great 
motor al your 
dealer's store... NOW! 


NEW QUIET OPERATION OF 1948 CHAMPION MOTORS 
DEMONSTRATED IN SPECTACULAR “TICK-TOCK” TEST! 


CHAMPION MOTORS COMPANY 
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This pre-war sensation of the sidewalks . . . the on 
Hustler ‘500-Mile” SPEED KING skate . . . is 
the only roller skate built strongly, sturdily ¥ 
enough to be guaranteed for 500 miles of actual 
travel (or one year of service). It’s the world’s 
fastest roller skate . .. the only skate that offers 
freedom from wheel replacement and repair 
expense. See the complete Speed King line of 
five fast selling styles—a skate for every age— 


a price for every purse. Write today. ‘ 
ESPECIALL' 


HUSTLER CORPORATION + Sterling, Iinois) *“'°,°* 
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ATHLETIC SHOE CO. 


CAMBRIDGE MASSACHUSETTS 
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NOW... LIGHT 
WHEN YOU NEED IT} 


Ray OVac leak proof batteries 
"Pak stay fresh for years! 
Gay 0 Uae iia ’ — they're sealed in ” ) 





ESPECIALLY NOW—right in the 
middle of the season of Triple 
Darkness—with 3 times the nor- 
mal amount of waking darkness 
—3° times the normal wear on 
flashlights and_ batteries! 


I'S BATTERY-REFILL TIME. Lots of 

batteries have been used up in 
the dark months just past, and 
lots more will be needed for the 
3 remaining months of Triple 
Darkness. 


FOLLOW THROUGH and sell your 
share of this made-to-order Ray- 
0-Vac business. A little extra 
push— with emphasis on display- 
ing the goods—and you'll cash in 
plenty. Write for Ray-O-Vac 
“sales help’’ calendar for first 
quarter of 1948. And be sure, 
when you order, to specify Ray- 
0-Vac Leak Proofs. Ray-O-Vac 
Company, Madison, Wis. 







Goodbye, dry cells that go 






blooey, swell and stick, make 
flashlights gooey. 


So long, spares with power gone 













Though they’ve never 
been turned on. 


Get these leak proof 
power packs, 

Modern, steel-sealed 
Ray-O-Vacs. 


Guarantee: If your flashlight is 

K These =e appear—full color— in damaged by corrosion, leakage, or 
se é 2g - “ 

swelling of this battery, send it to 





Saturday Evening Post, Collier’s, Pop- 
war Science, Country Gentleman, Farm 
al, Progressive Farmer and South- 

én Agriculturist. 
In 2 colors, as at right, in Life, Path- 


finder and Sports Afield. Buy Opa res ee they slay tresh 


us with the batteries and we will 


Ask for Ray O. Ge leak roots give you FREE a new, comparable 





flashlight with batteries. 
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@THIS YEAR AS EVERY YEAR 
@ MORE AND MORE PEOPLE WILL 


‘CAHIL..- 


| ‘A Complete Line of Openers if 





@ BUY COLUMBIAN ENAMELEDWARE 


COLUMBIAN 


WHITE-ROCK * CESCO * BLUE ONYX | 


Enameledware | 
i 


COLUMBIAN ENAMELING & STAMPING 
co., INC. TERRE HAUTE, INDIANA 
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SUPERIOR DESIGN 


SALES BUILDERS 











Cahil FIVE-WAY "Quintuplet'* 
Model 205 (illustrated above): Wall type, 
drops out of the way when not in use, 
opens tin cans of any size or shape—milk 
cans too; friction top and anchor top jars; 
pierces milk cans; and can be used as 
screw driver. Guaranteed 5 Years. 


Primm, 


g years af 
wy admire the mo 
«of anew Monarc 
that it will cost 
cher range — YC 


Cahil FIVE-WAY "Quintuplet"* 
Model 110: Hand type with plastic handle, 
as versatile as above but without the wall 
bracket. Guaranteed 5 Years. 


yea choice 2 
urch dealer, or WE 
(ull line fc sider.” 
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Cahil FIVE-WAY ‘'Quin- 

tuplet''* Model 79: High bod! 

grade hand type opener R AX 

aw, similar to No. 110 but with - 
metal handle with corkscrew in 
handle. Guaranteed 2 Years. 
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Designed by specialists in can openers; 
versatile in performing a multiplicity of house- 
hold tasks; sales builders as a result of une 
usual consumer acceptance; there is a come 
plete line of CAHIL OPENERS to meet every 
purse and every need. 


Cahil FIVE-WAY Quintuplet* Openers are san- 
itary, do not dip into liquid contents of cans, 
always build enthusiastic customer satisfac- 
tion. Moderately priced with profitable mar- 
gin. Fair traded. 

Ask your jobber salesman. 
*Trademark Reg. U. S. Pat. Off. 





CAHIL MANUFACTURING CO. 


500 West 52nd Street, New York 19, N. Y. 
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NARCH CcOAL-W ooD RANGE 
Famous Monarch Features: 
Duplex Draft Control 


1! 
ring an even, balanced 
th of fire box ‘ 


syeats NOW, Monarch Coal- 
ot hing family 
as have been screcching 6 ad 
turning out pet 
failures — 
ra serve 


iy aving fuel — 
= preventing baking 


for assu 
fire full leng 
Welded One-Piece . 
Construction 
ring better heat distribuuion 
and longet life 
Vitrified Glass- Lined Flues 


a against rust 


of e 
-veats and years ot 
yog admire the modern, streat 4 
’ of a new Monarch range 30 
that it will cost less to € o 
eat frst choice @ Monarch. for tasting P 
rch dealer, OF write the factory 
(ull line folder.” 
IRON RANGE CO. 


BEAVER DAM, WISCONSIN ing 


Black "MIRCO™ 
wae meatle Top 


n- 
for quick heating and easy clea’ 


Wisconsin Agriculturist & 
Farmer 
Wallace’s Farmer 
Prairie Farmer 
The Farmer 
Nebraska Farmer 
Idaho Farmer 
Oregon Farmer 
Washington Farmer 


DUPLEX DRAFT CONTROL 
which maintains an even, uniform fire 
the full length of firebox —assuring 
better cooking and baking results. 


More tle 


with Less [ 


MONARCH COAL-WOOD 


ONARCH QUALITY is something very real. 


DUPLEX DRAFT CONTROL 


d Duplex Droft Conrre' 


RANGE 


It means 


a more even-burning fire — lower fuel cost — better bak- 


results — a welded one-piece frame for increased efficiency 
greater durability — “vitrifused” glass-lined flues and oven flues f, 

S$ to prevent rust and corrosion—easy-to-keep-clean “Mirco” . son 
ing top — modern design with all-white porcelain finish 

d above all, it means /asting satisfaction. See your nearest 

arch dealer or write the factory for “‘full line folder.” 


BLE IRON RANGE CO., 1118 Lake Street, Beaver Dam, Wis. See ’ ~~ 


*F GOOD COOKS 
E GENERATIONS 


Progressive Farmer 
American Agriculturist 
Farm and Ranch 
The Kentucky Farmér 
Utah Farmer 
Missouri Ruralist 
Kansas Farmer 


Hoard’s Dairyman 


dition to 


Mc , 
ful Mon ; >narch's 


arch Coal. 
Jastin 


exclusive 


0d Range o¢ 
§ Protect ot way 
rust 
Op for quick h 
—— all baking 
Struction hic 
a . es 
Strength for longer Jif ‘ 
an .€ is in | . 
an - make is in a Mon 
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Western Farm Life 
Dakota Farmer 
Montana Farmer 

Pennsylvania Farmer 
Michigan Farmer 
Ohio Farmer 

Pathfinder 
The Weekly Kansas City Star 


S you Viz 

on rifused Gi 
° be c , 
; and Corrosion 


eating and ¢ 
rements — 


U efficient h 
Yes, the safe 


n Coal-Wo 














CABINETS, STAINLESS STEEL RIM CABINETS 


WALL SURFACE HANGING 
CABINET—stainless steel rim 


—box size 1314” x 1714” x 4’. 


Stainless steel rim recess cabi- 
net—2 sizes. 


<_—— 


@ Write for descriptive 
literature on other models 
bathroom cabinets. 





SOLD THROUGH DEALERS ONLY 


MODELS H AND M MODEL A 


IDEAL CABINET CORPORATION 


DIVISION OF DesLAURIERS COLUMN MOULD CO., INC. 
Main Office and Factory: 7722 JOY ROAD, DETROIT 4, MICH. 





ANNOUNCING AN ADDITION TO OUR RECESS MEDICINE 

























WASHING MACHINE HOSE 


NG* 
FOR DRAINING ° FILL! 









Follow ARROW For Fast Selli t 
PASTE HOUSEWARES J ee 










TUMBLERS 
Hard or Flexible 





FOR FILLING Individually Packed 


Ani 12 toa Display Box 

{4 

brn 50% off ow 

FOR DRAINING to Retailers 
fe? RETAIL 
EA F.O. B. Philadelphia —Special price 
i -* to recognized jobbers and distributors 

FOR SIPHONING 


HANCOCK MANUFACTURING Inc. 





LAMP 
BRACKET 
SHADE SOAP BOXES 


















Just a few of our Variety of Interesting Items 


Write for Catalog Today. 
Arrow Piastics Corp. 


131-137 $. Second St. * Philadelphia 6, Pa. 5-7 Mettimere Street P .- ee 
° ° assaic, e . 
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BIG-PROFIT ITEM 
roe HERCULEAN 


ALL PLASTIC SEAT 


“MADE TO LAST FOREVER” 


The HERCULEAN SEAT is entirely molded 
of a special new plastic developed in 
our own research laboratories from a 
special plastic composition. HERCULEAN 


...the strongest plastic available... 





combines eye-appeal with super-strength. 
Aeroplane construction eliminates 
seams or lamination, where soil, grime 


and germs usually embed themselves 


HERE'S WHY 


HERCULEAN seus 


LIFETIME GUARANTEE 
Attractive appearance ¢ Economical 
Sanitary * Non-Absorbent 
High lustre ¢ Cleans with soap and water 


Styled for Comfort — for Durability 
LIFETIME GUARANTEE for. the HERCULEAN SEAT 

“Made to Last Forever” Will not crack, warp,chip or discolor. 
*GUARANTEED NOT TO CRACK * GUARANTEED NOT TO CHIP 
*GUARANTEED NOT TO WARP *GUARANTEED NOT TO PEEL Fittings of Solid Brass,Chrome-Plated. 
*GUARANTEED NOT TO DISCOLOR ’ 
The above guarantee is made under the provision that the seat is used HERCULEAN (Pat. App. For) BUMPERS are 
in its normal capacity and receives normal care. THE HERCULEAN 


APPLIANCE CORPORATION will replace AT ANY TIME any seat molded as an integral part of the seat. 
which does not meet this guarantee — the LIFETIME GUARANTEE 


cf the HERCULEAN SEAT. . 
HERCULEAN APPLIANCE CORPORATION, 12 W. 37th St., N. Y., N. ¥. e Fits All Standard Bowls e 


SAVE THIS GUARANTEE. If your HERCULEAN SEAT does not give 


the service — a a simply sign below, and send it, AVAILABLE THROUGH YOUR LOCAL WHOLESALERS 
with the seat, directly to our ta x 


- Zt a ; a | Pee “7 ae 
semen HERCULEAN APPLIANCE CORPORATION 


DISTRIBUTORS OF 


HERCULEAN PRODUCTS 


12 WEST 37th STREET, NEW YORK, NEW YORK 
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Sell Fast with Fast-Selling 
Cartco ALL-STEEL House Wares 


Carteo 


TOP-O’-STOVE OVEN 


It’s Portable! 

_ For Top-O-Stove! 
Double Burner Size! 
Twin-Vue Door! 


With Thermometer! 


HEAT-RESISTANT 
RUST-RESISTANT 
TWIN-VUE DOOR 
THERMOMETER 
ALL STEEL CONSTRUCTION 
INNER-SEAL, GANGPLANK 
REINFORCED DOOR 
SIZE — 16" x 19%" x 12%" 
ASBESTOS INSULATION 
SINGLE BURNER PORTABLE OVENS 
No. 510 Size: 11" x 11° x 10% No. 522 Size: 13% 


FLOWER BOXES & FLOWER POTS 
Pa 30>. we <7), 
Rae ae 2 fl ee 
BQPIEE ELSE VG 


* SINGLE DEFLECTOR PLATE 
* TWO REMOVABLE RACKS 
No. 1 — NON INSULATED 
No. 2 — INSULATED TWO SIDES 


ae 42° «43 








y New! 
Corke 
ALL -STPEL 


FLOWER POT 
. Rich, pastel colors, green, orange, aay 


ATTRACTIVE! 
blue and yellow 
(Also our standard green finish) 
. Hoavy duty metal construction 
Drains welded in 
Corners annealed for added 
strength 
. Enamel finish baked on at high 
temperature for long- 
‘odie beauty 9 — 
FOR BOTH INDOOR & OUTDOOR USE! .<““ 
Sizes: 15”, 18”, 24”, 30” 


IT’LL BE A SALES PICNIC WITH OUR 
PICNIC REFRIGERATORS ne, 5 — Mon ea 


e Utilizes either dry ice or regular ice 
FULLY INSULATED No. 10 — Fully 
REMOVABLE WATER- wae * 
TIGHT ICE CONTAINER 
REINFORCED HINGED 
COVER 
DURABLE EASY-GRIP 
HANDLES 
WELDED HEAVY 
GAUGE STEEL 
CONSTRUCTION 
PLATED HARDWARE 
THROUGHOUT 
STURDY & DURABLE - 
i iOmn 1b 200) Bile). | 
INTERIOR — BAKED 
WHITE ENAMEL 
FINISH 
EXTERIOR DURABLE 
GREEN WRINKLE — 
BAKED FINISH 


CARLISLE MFG. CO. 2z88 £0 


STRONG! 
REINFORCED! . . 


HANDSOME! 


and 36” 


insulated 
W's 


dvertised 
STREAM 
TS AFIELD 


Nationally 


FIELD & 
S 


porR 


| push Beacon Quik-Gloss. 





| THE BEACON COMPANY 


Beacon Bandwagon! Build 
| your repeat sales for your- 
| self. Ask about the Beacon 
| guaranteed sales plan to- 
| day. Write to... 











Mn = ae 


ARE YOU PUSHING YOUR REPEAT 
WAX SALES INTO THE GROCERY 
NEXT DOOR? 














CONSIDER THIS: A housewife visits a super-market or 
grocery store at least twenty times more often than she 
visits a hardware store. Every time you sell her a brand 
of wax also carried by grocery stores, don’t you throw 
away your repeat sales??? 


YES! And that’s why so many smart hardware dealers 
Display Beacon Quik-Gloss. 


For Beacon is the only big-selling wax that’s not sold 
. the wax that housewives buy 


through grocery stores. . 
again and again because it 
wears longer! Get on the 











97 Bickford Street 
Boston, Mass. = 
a 


Beacon Quik-Gloss is 
Fair Traded 


The Only Big selling ” 


0 
wpe ly sores! 


HARDWARE 













M 
mi 


th 
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6-76 S. PR 
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THERE’S A SUPERIOR ALUMINUM TRIM FOR 
_ EVERY ROOM IN THE HOME! 























Before” and ‘after’ views of a modernized base- 
ment. What a difference smart design and Superior 


_Trim can make! 


UPERIO aan 
200 SUPERIOR - SHAPES NOW AVAILABLE 


QUICK DELIVERY TO ANY POINT IN THE UNITED STATES 


for perfect straightness and easier installation. Check 
with Youngstown Manufacturing for all your metal 
trim requirements, and be sure of meeting every cus- 
tomer’s needs. Write today for literature and prices. 









ttt Tt 


Poort chheit> 





No one can give you better service than Youngstown 
Manufacturing, and only Youngstown can give you 
matchless SUPERIOR aluminum trim. It’s finished by 
the exclusive Schuler luster process, and True-edged 


No. 54 BUTT TYPE NOSING 


No. 121 COVE 





No. 551 CAP MOULD 


No. 550 DIVISION BAR No. 552 OUTSIDE CORNER 


. -” sf ' 
SEND FOR CATALOG AND PRICES AQAady i 


(OUNGSTOWN MANUFACTURING, INC.:: 


6-76 S. vangpuanired ST. - YOUNGSTOWN’6, OHIO: 
MAKERS OF SUPERIOR METAL TRIM SINCE 1930 ici = 


1948 
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7 ONLY DIFFUSED 
a LOW TEMPERATURE 
Le RADIATION UP 








HOT WALL OF HEATER UNIT 





OEFLECTED 








RADIATION DOWN 








































The Winkler Econo-mizer Burn- 
er gives efficient, smokeless per- 
formance over its full range of 
burning rates. 





The heavy rust-proof humidifier 
holds 2 gallons of water. Easily 
filled through opening in grille. 


The “Snap off—Snap 
on” Deflector front 
amazingly simplifies 
cleaning of burner. 


96 





Radiact-bte HEATER 


U. S. MACHINE CORP., Dept. AK-38, Lebanon, Ind. 


WARMSS THE FLOOR WITH 


ADIANT HEAT! 


You can’t beat radiant heat for real 
winter comfort. It’s just like summer 
sunshine, stimulating and health- 
protecting. That’s why the oil-burn- 
ing Winkler Radiant-Air Heater is 
sweeping the country! 


This heater offers a unique combi- 
nation of Radiant Heat and gently 
circulated warm air never before 
obtainable! It produces and distri- 
butes heat so efficiently that operating 
cost is incredibly low. Its smartly 
modern design catches every eye! 


Why Winkler “Down Glow” Heating 
means greater comfort 


Look at the diagram above. The 
greater partof radiant heat rays pour- 
ing from the front of the heating unit 
are directed foorward by the scien- 
tifically curved surfaces of the Deflec- 
tors. These heat rays are absorbed by 
the floor, which becomes a warm 
radiant surface itself. At the same 
time, warmed air rises through the 
top grille. Thus dual heating is pro- 
duced which warms both air and floor! 


And remember this — no fan is 
needed to obtain all the benefits of 
this revolutionary kind of heating! 


Send at once for descriptive 

literature. You'll find it the 

best profit news you've read 
in a long time. 


KLE R 








PRODUCTS 


Sure-Fire Repeat Sales for 
Hardware Dealers Everywhere 


Dependable Nourse Oils, Greases, Farm Lubricants 
and Household Specialties have been tested and 


QUALITY FARM ¢ ay 
“Be 


LUBRICANTS FOR FORTY YEARS 





® DEPEN 


proved for forty years. The slogan, 
Good,” and the trademark of the 


will mean real profits for you. Order from your 
Hardware Jobber. If he can’t supply you, order 
direct. Billing will be made through the jobber 


you specify. 





Every item in the Nourse 
Line is backed by the 
“Nourse Ironclad Guaran- 
tee.” Buy any size can or 
bottle of any Nourse prod- 
uct and use half of it. If not 
perfectly satisfied return 
the unused half and your 
money will be refunded. 
— @ — 
FREE 

Complete catalog of 
Nourse lubricants and 


Petroleum Specialties. 
Write for your copy. 











fSusine? 4 
is Good 


NOURSE OIL C 


K AWN S A S 











ABLE 


‘Business is 
“‘Nlourseman” 








Rainbow 

Nourse Neatslene Harness Oil coffee me 

A special formula harness oil matter h 
with guaranteed rat and mouse 

repellent qualities. coffee, th 

Neatsfoot Oil line—inc! 

Red Label D.D.T. Spray als on 


Knok ‘Em Kold Fly Killer 


A Pyrethrum base cattle and live- 


Associati« 


stock spray. Kills flies on contact. displays: 
Powdered Insecticide Contain- popular s 

ing D.D.T. ; ead six c 
Crystal Spray Window Cleaner 


Rosewood Furniture Polish 


Ruby Red Flo 
Nourse Home 
White Cream 
Windmill Oil 


Washing Machine Oil 


Stock Dip 


Medicated Hog Joy Oil 


7< MI 
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Separator Oil —— 
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Rainbow—America’s leading line of enameledware 


Harness Oil coffee makers—is now available in quantity. No 
1 harness oil 


matter how your customers like to make their 
at and mouse 


coffee, they'll find the right brewer in the Rainbow 
line—including the famous Flavor-Savor drip 














Spray coffee maker approved by the National Coffee 
| a os Association. Four flashing colors to spark your 
attle and liv 
es on contact. displays: red, blue, yellow and green. Three most 
ide Contain- popular sizes: two, six and eight cu rcolators 
I g P pe 
and six cup drip coffee maker. 
low Cleaner 
re Polish ; 
ressing : 
icant ; 
urator Oil ae ‘ - 
Oil 
FEDERAL ENAMELING & STAMPING CO. 
y Oil 


Pittsburgh, U. S. A. 


ANY Wbrlde Longest; Manufactirer of Enameled. Kitchenware 








| a a 
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NO OTHER NOZZLE | 


Offers such an out- | 
standing combination 
of selling features... 


| Two piece body construction with 

. a large thickness of graphite rub- 

berized duck packing which as- 

es perfect alignment and 
eliminates packing leakage. 


» ss No wire or metal washer to cause 
corrosion or sticking. 


Aluminum body of sturdy con- 

. struction which is lighter in 
weight and gives it the eye ap- 
peal that is so helpful in selling 
most items. 


Machined 100 % throughout with 
extreme care and accuracy. Pre- 
cision being responsible for the 
perfect spray and water control 
at all times. 


Its modern design and polished 
e finish makes it the most attrac- 
tive nozzle manufactured today. 


Brass stem with large diameter 
© that delivers up to 20% more 
water than most nozzles. 


Coupling designed to prevent 
e washer from falling out in hand- 


g- 
ch nozzle individually packed 
in separate containers for the pur- 
se of adding eye appeal, dis- 


lin 
Ea 
po 
tin 


ction and protection from dirt 
in storing or handling. 


py 
/ 


COPA-DITE « to-day fastest selling hose Nozzle 
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FOR YOU 


Self-propelled 

Pincor-built 1 H.P. 4-cycle easy-starting engine 
Fully enclosed transmission 

Positive automotive-type clutch 

Built-in blade sharpener — no extra cost 
All-steel chassis — welded steel frame 
Over-size, puncture- proof tires 

Hand adjusted cutting height — 2” to 2/2" 
Full 20” cutting width 

Welded steel reel — heavy-duty bed knife 
New Departure sealed lubricated bearings 


BUILT FOR SPEEDY CUTTING— 





NEW PINCOR ELECTRIC HEDGE TRIMMER 
is an important feature of all PINCOR national 
advertising. Watch this advertising work and 
sell for you! 
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IN 1948! 





Practically no power mower prospect can escape 
seeing that “IT’S FUN TO PILOT A PINCOR!" 
—the selling slogan that headlines PINCOR na- 
tional advertising for 1948. Never before has any 
power mower been promoted like this! Full- 
pages! In glowing four-colors! Plus a complete 
package of the most spectacular merchandising 
plans ever seen in the field! 


CASH IN WITH THE BIG 1948 NATIONAL 

ADVERTISING CAMPAIGN OF AMERICA’S 

LARGEST PRODUCERS OF COMPLETE 
POWER LAWN MOWERS 


Manufactured by Pioneer Gen-E-Motor Corporation 
5841 West Dickens Avenue, Chicago 39, Illinois 
POWER LAWN MOWERS e HAND LAWN 
MOWERS e ELECTRIC HEDGE TRIMMERS 
ELECTRIC POWER PLANTS 


Sovent Y Youw 


} e 
of Servutce 





IS7S 1948 


ng Ou 
70th R tlhday 


For Seventy Years Quality has been tradi- 
tion at the Moline Iron Works. Moline 
products are well known for durability and 
performance, and are made by men and 


women to whom the maintenance of high 
standards is a matter of great pride. Many 
of our employees have from 25 to over 50 
years of service, and second and even third 
generations of some families are MIW fam- 
ily members. We salute the past and look 
forward to the future with thanks to our 
customers and friends who have made our 
growth and success possible. 


Moline Iron Works Products 
Hay Handling Equipment — . 
Blocks — Wire Stretchers —— 
Hoists — Load ae _ 
Hardware — Foundry Notoing ©) 

ines — Wagon Hardware 
cing Malleable Castings — Clevises 


Write for Catalogues 


MOLINE wor«: 


MOLINE, ILLINOIS 











PROFITS for you 


in this _—<—2 
POPULAR 
SPRING 
SELLER 








f Easy to recognize by the 
green roller and red 
/ frame marked DUNHAM 





/ 
, 9 
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WATER WEIGHT 


LAWN ROLLER 


This spring more lawns, more greens than ever are 
going to badly need rolling...So be ready to sell 
more lawn rollers... Be stocked with the roller that 
has so long had the enthusiastic acceptance of home 
owners, golf club greenkeepers, park and cemetery 
superintendents — the Dunham Water Weight Lawn 
Roller. 





See These Selling Features 
¢ New KEYSTONE OILITE self-lubricating bearings make 
the Dunham easier to operate. 
© Can be used with either water or sand filler. 
© Drum kept clean automatically by adjustable scraper. 
© Strongest possible construction throughout. 


@ Watertight steel drums have heavy steel heads and 
rounded edges — won’t damage turf. 


© Aluminum pipe plug, easily removable for filling. 
© Complete line of popular sizes at popular prices. 


Send your order in NOW. For full information, discounts, 
literature, etc. write or wire — 


JG-156 


JOHN H.GRAHAM & CO. INC. 


GENERAL SALES AGENT 
105 DUANE ST., NEW YORK 8, N. Y. 






AGE 





HARDWARE 








Plan’ 
in ’4& 
home 
help 
break 
natio 
Velv 
your 
“kno 
to ar 
home 





Develop: 
root $s) 


om 


Sea seeeeeenes 


ea 


ae oS 


Pd 


Albany, Ga. 
Atlanta, Ga 
Augusta, Ga. 
Baltimore, Md. 
Birmingham, Al 
Carteret, N. J. 
Chicago Height 
Cincinnati, Ohi 
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: BOTH IN THE BAG 
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armour Velvetgreen and 


Greater Plant Food 
Profits for °48! 


Plant food dealers are set for greater profits 
in 48 with Velvetgreen, Armour’s great new 
home plant food. And Armour is set up to 
help with a powerful advertising campaign 
breaking soon in Sunday newspapers and 
national magazines, many ads in full color. 
Velvetgreen has what it takes to please 
your customers: It’s backed by Armour 
“know-how,” beautifully packaged, easy 
to apply —a better plant food for every 
home and garden use. 


ACT NOW 


The coupon below will bring full details 
about the great profit possibilities in 
Velvetgreen, Armour’s fine new plant 
food. Act now to get full benefits from 
Velvetgreen’s big advertising campaign. 
For greater profits in ’48, clip and mail 
the coupon today! 


FEEOS PLANTS 
of WAYS! 


» @ 


Makes finer flowers, 
fruits, vegetables 


viwatearore- 


et eed 





Armour Fertilizer Works 
P. O. Box 1685, Atlanta 1, Ga. 
Velvetgreen Dept. HA 


Builds sturdier 
stalks and leaves 


Develops better 
root systems 


leita, \ 


q 


fi it 


of 


Please send me further information about the 

profit possibilities in Velvetgreen. 

I ama distributor, retailer. 
(Check one. Absolutely no obligation.) 


a ne — % 
TET ELL 


Manufacturing Plants Located at: 


Albany, Ga. Columbia, S. C. Jeffersonville, Ind —_—_ 

Atlanta, Ga. Columbus, Ga. Montgomery, Ala Firm 

Augusta, Ga. Dallas, Tex. Nashville, Tenn sing - 

Baltimore, Md. East St. Louis, III. New Orleans, La. Address__ 

Birmingham, Ala. Greensboro, N. C. Norfolk, Va. 

Carteret, N. J. Houston, Tex. Searsport, Maine ity ees es eatin 


Sandusky, Ohio 
Wilmington, N. C. 


Chicago Heights, 111. Jacksonville, Fla. 


Cincinnati, Ohio 
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. the color 
It's NEW 
of the 


label 
is the 
color of 










low priced | 
high quality 
line 


Here’s a hot selling idea to boost your paint sales! “The color of 
the LABEL is the color of the FINISH.” Customers like the snappy 
SELF-SERVICE ... trouble-free selection without color-card confus- 
ion. Cash in on the big household paint market. Feature STALEY’S 
RE-NEW-IT FINISHES now. Complete line of quality enamels, 
varnishes, varnish stains, porch and floor enamels. 


Check these many Advantages: 
1. One coat covers... gives lasting brilliance. 
2. Flows evenly ...dries quickly. 
3. Resists heat and acid. 
4. Will not chip or crack. 
WRITE TODAY FOR COMPLETE INFORMATION 


STALEY'S RE-NEW-IT FINISHES CO.- ST. LOUIS, MO. 





















th a WARM AIR HEATER 


home Is A 
Evert PROSPECT 


MO-CO 
REGISTER 
FILTERS 


An easy-to-sell item that 
delivers a real service 
to homemakers. Stops 
90% of dirt, yet permits 
free air circulation. 





PAT. PENDING 


Cleanable, durably fire- 

@ STANDARD SIZES FOR safe metal construction. 
ALL REGISTERS Warm air furnace (coal, 

@ SELL ONE FOR EACH oil, or gas) users all 
REGISTER in the HOME need MO-CO. Unlike 


unsightly adapters, 
@ CUSTOMER INSTALLED MO-CO fits inside regis- 


@ EVERY INSTALLATION ters. Sells fast at nice 
SELLS ANOTHER ONE profit. 


Write TODAY for your proposition 


THE MODERN MANUFACTURING COMPANY 


624 WARD AVE. GIRARD, OHIO 














77 ~=CRefails 
profitably 
at only 


$39.95 


Dealer and 
Jobber 
franchises 
now being 

a ‘ awarded 


A "SAFETY DEPOSIT VAULT" for 


Home, Office, Store, Gas Station, etc. 


Easily installed in 
Partitions, closets, chimney walls, 
foundation walls, floors, etc. 
INSIDE DIMENSIONS: 7" deep 10" wide, 14” long 





a FIRE RESISTANT = Combination easily 
= BURGLAR RESISTANT reset by owner 
= Genuine YALE four- = Concealed Hinges 
tumbler comb. lock = Tamper Proof precision 
® 10,000 possible fit door 
combinations @ Special Asbestos Lining 


Write for full details and prices 


AMERICAN WALL SAFE MFG. CO. INC. 


Office: 29 Pearl St. Factory: 65A Water St. 


|AMERICAN WALL SAFE 








WORCESTER, MASS. 

















BEALL 


SPRING WASHERS 


Keep bolted assemblies 
permanently TIGHT 


BEALL helical SPRING WASHERS have “live action” and exert 
tightening pressure over a long range. 
They compensate for ALL causes of looseness 





including vibration, bolt stretch, rust and break- 
down of finish under the nut and bolt head. 

IN STOCK in all Standard Sizes; made 
of Carbon Steel, Stainless Steel, Everdur 
and Duronze. 


Available in Bulk and Packages thru 
Hardware Jobbers 


BEALL TOOL DIV. (Hubbard & Co.) 


150 Shamrock St. EAST ALTON, ILL. 


ASK YOUR JOBBER 
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In complete sympathy of design, the South- 
ern Colonial Residence deserves the tradi- 
tional splendor contributed by Corbin’s 
“Somerset” Hardware in polished brass. 


Corbin’s “Lexington” design has been 
created to complete the atmosphere of 
substantial well-being radiated by the 
Cape Cod or Colonial home. Available 
in the rugged beauty of Wrought Iron. 


—_ 


i 


serene: 


ai 


foligg Oe Ph Re 


=. 


Correct Hardware Accessories for the 
Home of Modern Design will be found 
in Corbin’s “Tempo” creations in Dull 
Chromium. These lovely examples of 
Fine Crafting in metal lend graceful em- 


phasis to that truly modern atmosphere. 


DIVISION 


CORBIN 


The American Hardware Corporation 


P. @ F. 


Just ask your Jobber for C 


New Britain, Connecticut 
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To Start the Sales 
of 


Because the general use of rot-proofing and 
mildew-proofing preservatives is compara- 
tively new, we are frequently asked “How much 
should | stock?” 





INTRODUCTORY ASSORTMENT 


Here is our recommended introductory order. 


24 1-Quart Cans assorted for the preservation of 
wood, fabrics and rope. 
6 1-Gallon Cans assorted for the preservation of 
wood and fabrics. 


LIST PRICE $37.80 DEALER PRICE $25.20 


3 cartons to shipment. Weight 108 Ibs. Freight prepaid 
on all orders over 100 Ibs. 


With this order we include 225 4-page, envelope size 
descriptive folders and 1 each counter display cards 
of Cuprinol for Wood and Cuprinol for Fabrics. 


Cuprinol is being regularly advertised in 1948 in Better 
Homes & Gardens, Florists’ Papers, Marine Papers and 
Hunting and Fishing Magazines. 

Mail the Coupon for this Introductory Assortment 


CUPRINOL Division, Darworth, Inc. 
52 Maple St. Simsbury, Conn. 


CUPRINOL Division, Darworth, Inc., 52 Maple St., Simsbury, Conn. 
Kindly ship me, under regular terms, your $25.20 introductory 
offer 


NAME 
ADDRESS 
BILL 


direct or jobber's name if desired 











OH. M. Co. 1947 == 
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SAVES 


“The greatest improvement the paint business has 
ever known.” That’s what they’re saying about the 
amazing new Hudson Lektrik Paint Gun. And Hud- 
son is giving it terrific backing in national advertis- 
ing, promotion, and display. Get on the band wagon 


LAE 
Way to 





Lehb wh et 


NOW and get YOUR share of the profit. 


Equipped with Portable Motor 


Hudson’s 110-120 Volt AC/DC motor 
develops 22 lbs. free air. Practical for 
homes and farms. A “must” for hob- 
byists. Paints smoothly with little 
effort. You always get a master- 


craftsman job. 


rectional 





Saves Time — Paint — Money! 
A lifetime investment. Sells for only 
$34.95 complete with motor, higher 
in western territories. Guaranteed. No 
extra gadgets, gimmicks or spare parts 
required. Just 8 pounds complete. 


nozzle, for 


* 





Every Kind of Painting 


Glass jar holds 24 oz. enamel, var- 
nish or paint. Paint Gun is equipped 
with adjustable sprayheads and di- 
painting up, 
down, sideways or straight ahead, 
Fingertip control. No painting mess. 
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”™ . Tt 
NATIONALLY 


ADVERTISED 


IN 


THE SATURDAY EVENING 


POST 





Lohtuih opt 


PAINT GUN 


H. D. Hudson Manufacturing Company, Chicago, Illinois, U. 5. A. 


A Hudson Sprayer For Everyone Everywhere 


ORDER FROM YOUR JOBBER TODAY— OR WIRE HUDSON TODAY! 


HARDWARE 





PAINT GUN 


+ TIME 
v PAINT 
+ MONEY 
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*The American Brass Company does not weave bronze 
insect screening, but from the earliest use of metal 
for screens, has furnished uniform high-strength bronze 
wire to the nation’s leading manufacturers. 





ANACONDA 
ee © 





BRONZE SCREEN WIRE 
THE AMERICAN BRASS COMPANY 


General Offices: Waterbury 88, Connecticut 


Subsidiary of Anaconda ¢ opper Mining Company 





In Canada: ANACONDA AMERICAN Brass LTD. 
New Toronto, Ont. 





es 
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— INSECT SCREENING is going to be more 
wiklely available in 1948. Our own produc- 
tion of bronze wire for cloth manufacturers is the 
greatest in years. 

Anaconda four-color advertising in national 
home magazines, read by millions, will remind 
your best customers that nothing else compares 
with bronze* for strong, durable, economical insect 
screens. 

This advertising keeps telling them that bronze 
will never rust, that it is tough, that it admits 
maximum light and air...and that, because of its 
long life, it actually saves money! 

For a fast-moving, moderately -priced, high- 


quality item, remember bronze screening. ‘ 
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They'll be “Going Great” 


THE PEERLESS 
JET 


THE PEERLESS 
WATER KING 


Peerless DEALERS 


Sell These Two Great Domestic Water Systems That Fill 
Every Customer's Requirements for Water. 

It's not too late in '48 to secure a good share of profits 
from the vast water-hungry, domestic pumping-systems 
market. 


You, as a Peerless Dealer will enjoy the many benefits that 
come from selling two most advanced domestic water 
systems, effectively supported by complete advertising and 
merchandising aids. Plan with Peerless and make your 
Peerless dealership a partnership for profit! 


Write today for your copies of Jet and Water King Bulletins 
and additional details of a Peerless dealership. 


PEERLESS PEERLESS ee 2 Again CIPCO leads the way in 


WATER KING JET SYSTEM } merchandising builders hard- 

For Shallow Wells For Deep or Shallow Wells ware. CIPCO Kick Plates and 

Capacities: 275 to Capacities: 120 to ' Push Plates NOW are avail- 
860 Gals. per hour. 7500 Gals. per hour. : az — 

“The Only Pump with nie eeieeieala emis. able in individual packages... 


Magic Wings to Water Lift Simplicity at its finest. exclusive with ciIPCO 


Have you seen the Peerless Plan? No confusion. No hunting for correct size 
Here you will find countless reasons why Peerless 7 i or finish. The CIPCO packa ge puts system 


hes ye making sensational strides in the billion- 
dollar domestic water system market. Write to “5 ; i i it is i indivi 

nearest district office for full details. ¥ } into selling. Every unit is in an individual 
package with finish and size clearly indi- 
cated. Complete with necessary screws. 


Makes it easier to arrange your stocks 


PEERLESS PUMP DIVISION for quicker selling . . . bigger profits. 


Food Machinery Corporation Available now—through your jobber or 
tne dealer. 


CITY PLATING & MFG. CO. 


Factories: Los Angeles 31, Calif.; Quincy, Ill.; Indianapolis, Ind. 
District Offices: Chicago 40, 4554 No. Broadway. Philadelphia 


Office: Suburban Square, Ardmore, Pa. Atlanta Office: Rutland Vato E bate! (O10) f 2 STREETS 
Building, Decatur, Georgia; Dallas 1, Texas; Fresno, Calif.; Los de a LOUIS 6, MISSOURI 


Angeles 31, California 
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WBINET LOCK DIVISION 


: A {oO HARDWARE CORPORATION 
NEW BRITAIN © CONNECTICUT 


»* AND LAST .. .«. WHEN CORBINLOCKED‘*; 
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THIN-NOSE 


VISE-GRIP 


with 


4 Point Contact 
On All Sized 
Nuts 


People are calling for this great new 
VISE-GRIP in ever-increasing numbers. 
VISE-GRIP, with its famous Ton-Grip 
and its ability to lock to the work and re- 
main locked with hands removed, now 
has these new added features: 

INVOLUTE JAW CURVE: See the illus- 
trations at left. These new jaws provide 
4-point gripping on all size nuts—small 
and large. And extra tooth-contact on 
round work, up to 17%” diameter. Far 
better than a pipe wrench. 

Besides, there’s the new Thin Nose, 
Ton-Pressure Wire-Cutter, Knurled Jaw 
Tips, and Easier Opening. Yes, it’s a 
honey of a tool! 
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KNURLEO TIPS 





And we’re telling millions of folks about 7 $2.25 GHPS Tay NOSE 

these new features. Be sure your cus- 10" 2.50 
tomers know you have the New VISE- WITHOUT 

GRIP in stock. ° Cutter 
‘ 7 $1.85 

Ss Order from your jobber. 10" 2.25 

THA 
pnw PETERSEN MFG. CO. 





Dept. H-1 DeWitt, Nebr. 


All-Purpose 
Golden FENCE TOOL 


* 









ML 
World’s FASTEST, 
EASIEST-TO-USE 


CY 
Fence Tool 


Here’s the fence tool users Really Like! 
Thousands of farmers and ranchers will 
have no other. They insist it is the greatest 
tool of its kind for stretching and splicing 
wire. It does the most difficult fence work 
so much Easier, Better, Faster. Makes 
fence repairs in half the usual time! It’s 
powerful, easy to operate. Mechanical 
“dogs” on strong hooks grip any kind of 
wire securely—never slip. Ideal for draw- 
ing both wire-ends tight for splicing. Also 
has many uses besides fence work. Built 
of finest materials. Main bar is 14” wide, 
full %” thick. Ratchet action is full 24”. 
Retails at $4.95. 
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Stretching 
Around Post 


Order through your jobber. 





Drawing . The Weekly Ransas City Star. 
DUTTON-LAINSON Company, mo. pive. wire |< eee 
Dept. H1, Hastings, Nebr. ie Wii it 
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With a Handee Kit and the Plastic- 
Craft Kit, a fellow cah really go to 
town — he can do just about every- 
~ thing. Sell the combination and you 
have an accessory customer for years 
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HANDEE PLASTIC-CRAFT KIT 


Has a growing market among hobbyists and workers in plastics. 


‘ Complete equipment to make gem-like, internally carved cos- 


tume jewelry, wall plaques, paper weights, door knobs, etc., 
which attract attention and sell at high prices. This kit contains 
plastic cutters, sanding, buffing and polishing accessories, color- 
ful dyes, enough clear plastic to make products with a retail 
value of over $50.00, with full instructions. Made for use with 
the Handee, but will fit any electric tool. Na- 


tionally advertised at only ...............-. ° $6.95 


pacd-) eo) 
1O0!1 USES 






First tool of its type and today's finest. Balanced to fit your 
hand, weighs only 12 ounces, and handles like a pencil. Grinds, 
drills, engraves, cuts, carves, sands, saws, polishes any material— 
metal, alloy, plastic, wood, leather, etc. Runs at a cool 25,000 
r.p.m. AC or DC. Handee in an eye-appealing carrying case 
with 40 most popular accessories is nationally advertised at 
$27.50. Handee (without case) and 7 accessories $20.50. 


DEALER HELPS—Available are newspaper mats, electrotypes, circulars, 
displays. 


CHICAGO WHEEL & MFC 
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E the Quality U 


... Cltay Co 


SELL 
tt the 


Py ‘Standard Equipped with 
/, WOOD’S Exclusive Patented 
STEEL I-BEAM HANDLE 
REINFORCEMENT 


Adds up to 50% more strength above 
socket where 652% of handle breaks occur 


A Suey Product made by 


Specialists in Shovels, Spades, Scoops 








HE WOOD SHOVEL AND TOOL COMPANY, PIQUA, OHIO 
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A Few of the More Popular American Chains 


DOG and KENNEL CHAINS— 
These and also the HALTER and 
TIE-OUT CHAINS are made of 
Tenso Pattern Chain, the most 
popular weldless pattern made 
of wire. Dog Chains also made 
of El wel twist link welded chain. 
SASH CHAIN— Acco No. 8 runs 
smoothly over any cord-pulley. 
TWIST LINK MACHINE CHAIN 
—A light, strong welded chain 
—one of the popular Elwel 
patterns. 

PROOF COIL CHAIN— Also 
called common coil chain. A gen- 
eral-purpose steel welded chain. 


co 


POUGUAUOU EAST EUEU ALENT 


~ AMERICAN 


—the COMPLETE Chain Line 


ELMO MMM MTT I 


HEAVY DUTY CHAIN—Also 
called Dredge or Crane Chain. 
A wrought iron chain made in 
two grades., 


LOGGING CHAIN—Proof Coil 
or BBB Grade steel chain, made 
up into assemblies of 10 to 20 
foot lengths with grab hook and 
ring or grab hook and slip hook. 


LOADING CHAIN—Electric weld- 
ed steel chain with strength, 
flexibility and light weight. 


POCKET WHEEL CHAIN—Links 
formed, welded and gauged to 
exact dimensions. 


UOT Le 


MUUNANSAAUANANNAULEN 


SAFETY CHAIN—Also called 
Plumbers’ Chain. Made of brass 
or steel stamped links. 

LOCK LINK COIL CHAIN—This 
pattern of weldless chain is par- 
ticularly good for operating 
over sprockets. 


e Look to your American 
Chain jobber for all types 
of welded and weldless 
chain, fittings, assem- 
blies, hooks, repair links, 
cotter pins. 


York, Pa., Chicago, Denver, Detroit, Los Angeles, New York, Philadelphia, Pittsburgh, Portland, San Francisco, Bridgeport, Conn. 


AMERICAN CHAIN DIVISION 
AMERICAN CHAIN & CABLE 


In Business for Your Safety 
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Should Manufacturers Charge 
For Advertising Material? 


EDITOR'S NOTE:—By special permission we are presenting what we consider an 
excellent analysis on the subject of who should pay for what in connection with manu- 
facturers' advertising helps available to their retail outlets through their respective 
wholesalers. This opinion is taken from a recent issue of "The Spokesman," published 
monthly by The Bronson & Townsend Co., New Haven, Conn., wholesale hardware 
distributors. 


ails 











lled 
alia We are much in accord with the basic premises established and feel that this is a 
message very much worth the thoughtful consideration of producers and of both 
N—This wholesale and retail distributors in the hardware field. ° 
n is par- All involved should never forget that all promotion efforts are intended to help ‘‘all 
erating involved" in completing the sale of goods to the consumers. 
While it is not included in the particular discussion presented here, we cannot retrain 
from remarking that we think both wholesalers and retailers are definitely off base 
when they put the pressure on their respective sources of supply for financial help, 
ican asking either for money or merchandise, to help promote projects designed primarily 
ypes to improve their own business—aond there has been too many of such appeals. 
less —CJH 
em- 
nks, 
ERE has been a great deal of should be charged for, but just sion of this subject would benefit 
— discussion in the trade for | where to draw the line between manufacturers, wholesalers and 
the past several months as to __ free point-of-sale advertising helps _ retailers. 
whether or not manufacturers and ones which should be charged In the first place, every manu- 
Conn. should charge for advertising ma- for on a cooperative basis, has _facturer has an advertising budget 
terials. Almost everyone agrees caused much comment in the trade and in setting up this budget, he 
that certain types of materials and we felt that an open discus- should allocate a certain percent- 
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age to the various lypes of adver- 
tising and advertising materials 
which it is going to cover. We do 
not think that there is any dis- 
agreement with reference to na- 
tional advertising. National adver- 
tising is, in all cases assumed as a 
manufacturer's responsibility. As- 
suming that we agree on this point, 
let us consider advertising costs 
other than national advertising and 
consider which should be charged 
for and which should not. 

Local point-of-sale consumer ad- 
vertising such as circulars, cata- 
logs, temporary window and coun- 
ler displays, newspaper mats, etc., 
normally should, we believe. be 
furnished by the manufacturer on 
a no-charge basis to the retail 
trade. The manufacturer, we be- 
lieve, should make provisions for 
this type of material in his own ad- 
vertising budget when figuring his 
cost of production. 

A border-line case is that of 
local newspaper advertising or 
radio advertising tying in with 
manufacturers’ national advertis- 
ing plans. In most cases. manu- 
facturers can well afford to set up 
a cooperative advertising fund. 
realizing that advertising of this 
type done by dealers, certainly 
benefits the product on an overall! 
basis just as much as it does the 
dealer, and in many cases. manu- 
facturers offer some sort of a co- 
operative advertising plan to cover 
newspaper and radio advertising 
run by dealers. There is a consid- 
erable difference of opinion on this 
subject and we think that this 
should depend quite largely on the 
scope of the manufacturer’s own 
national advertising campaign. If 
a manufacturer has an outstanding 
national consumer advertising pro- 
gram, we can understand his view- 
point that dealers. in tying in with 
this campaign. derive the advan- 
tage of it in their own local market 
and, frankly. there is much to be 
said for a manufacturer not tying 
in with dealers cooperatively if 





NOTE — All readers 
of HARDWARE AGE 
are invited to contribute 
their opinions upon this 
subject. 

Their comments will 
be welcomed. 


they do a large volume of national 
advertising. On the other hand, 
some manufacturers who do_ the 
largest sort of an advertising job 
on a national basis, regularly plan 
to have a cooperative advertising 
fund for just this purpose. We do 
not believe that there is any real 
agreement as to the course which 
should be followed in this case. 
Right at this point, we would 
like to point out one wasteful phase 
of manufacturers’ advertising 
which is honestly their own fault. 
Most manufacturers’ salesmen 
when they call on us as a distribu- 
tor. urge on us undue quantities of 
free advertising materials which 
frankly we can never use. When 
a manufacturer's salesman asks us 
how many envelope enclosures we 
want and when we honestly tell 
him that we see no use for more 
than 500 or 1000 copies for our 
advertising file. he often says, “Oh, 
vou can certainly use 2000 or 
3000, can’t you.” and sometimes 
he feels hurt when we turn him 
down. Apparently. these men at- 
tempt to push out advertising ma- 
terials in an effort to show that 
they are “on the ball” and we he- 
lieve that there is a tremendous 
waste at this point which the manu- 
facturer could well avert through 
distributing his advertising mate- 
rials on a more exact basis. 
Probably the most controversial 
point of this whole question of 
whether to charge or not to charge 
for advertising materials. comes 
down to the permanent or semi- 


permanent display. Most retailers 
grant that if a manufacturer's dis 
play is of an honest-to-goodness 
permanent “fixture” type, he 
should pay part of the cost of its 
production. This type of display 
cannot very well be budgeted at 
the beginning of the year as a part 
of general advertising expense, and 
we go along with our suppliers as 
to the soundness of charging for 
honest-to-goodness permanent fix- 
lure-type display units. However, 
on temporary or semi-permanent 
displays, we do not think that the 
dealer should be charged and we 
think that this is the point which 
has caused so much controversy 
during the past several months. 
This criticism is accentuated be- 
cause advertising materials cost so 
much today, and when a dealer 
compares the cost of advertising 
materials with pre-war displays. he 
thinks that he is getting a “raw 
deal.” We will not use any names 
but there have been several so 
called, “display deals” offered 
which have caused considerable 
reverberation in the trade. Much 
of this could have been averted. we 
believe. if manufacturers had used 
a little better judgment in getting 
real honest-to-goodness value for 
the dollars they spent on this dis- 
play material. A combination of 
high costs and poorly designed 
product displays has given many 
manufacturers who do not deserve 
a “black eye.” a bad reputation 
when it comes to selling display 
material, and we would like to see 
the situation corrected. 

To sum the whole situation up. 
we believe that most temporary 
point-of-sale consumer advertising 
materials should be furnished by 
manufacturers on a no-charge basis 
and figured as a normal advertis- 
ing cost in their advertising budg- 
et. but in the cast of permanent 
fixture-type displays. the dealer 
(and the distributor as_ well) 
should be willing to contribute to- 
ward the cost of production. 
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ANOTHER LOCKWOOD 
SERVICE HELPING 
LOCKWOOD DEALERS 







Business Booster for F inishing Hardware 


IT’S BIG - -- IT’S NEW 
To make good business BETTER, 


16 pages list: Again in 1948, LOCKWOOD steps out in front with an entirely new, 


bigger than ever, condensed file of Finishing Hardware for Builders 
@ Entrance door sets 


@ Sectional trim 
® Door knockers, bell buttons, letter- 


box plates IT’S COMPLETE 


. streamlined to short-cut selections . . . simplified to speed up 


buying decisions. 


® Interior matching hardware 

@ Cape Cod door sets Here’s a complete listing of the finest in Builders’ Hardware, clearly 

@ Bor-Loc lock and latch sets catalogued in a way that will let you order out whatever is needed 

@ Screen and storm door sets almost at a single glance. Here’s everything from gleaming entrance 

@ Ball bearing and screen door sets to utility door-stops, tabled unit by unit to get you through specifi- 
closers cations quickly and profitably. 

®@ Miscellaneous hardware 20,000 active builders (and re-modelers) will get their copy of this 


new LOCKWOOD Finishing Hardware catalogue in SWEETS 1948 
FILE FOR BUILDERS. You'll want one, too. Write for it today .. . 


it’s yours for the asking. 
L-80 


HARDWARE MANUFACTURING CO. 


Division of Independent Lock Company © FITCHBURG, MASSACHUSETTS 
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Doubles Volume in Three- 


Here is one of the two display windows. Displays are built high and lights are on nightly. 


[. less than four years 
Mike Weisberg has built his store 
from a one man establishment. 
25 by 50 ft. in size, to a larger 
one employing six men on a full 


ies! 
ai igi || 
we 

ce 


( 
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time basis. Since taking over the 
Erik Hardware & Plumbing Co., 
at 13950 Ventura Blvd., Sherman 
Oaks. Cal., in April, 1944, he has 
increased business more than 200 
per cent, i 


Mr. Weisberg’s operat- 








al 





ing success stems from the fact 
that he knows hardware and 
plumbing lines, studies his cus- 
tomers and then does his best to 
supply their needs. 


Must Please Customers 


Serving a community of more 
than 6,000 people, he says, “Our 


customers must always be pleased 


If merchandise is returned. we 


make a refund immediately and 
ask no questions. We know from 
studying human nature that what 
one person does not want. another 
will gladly buy.” 

Mike Weisberg has held a 


master plumber’s and contractor’s 


These two racks contain a large 
selection of pipe fittings in all 
standard sizes and save time and 
trouble for the staff. Sizes and 
prices are shown on each item. 
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and-One-Half Years 


license for 22 years. Although he 
no longer does plumbing, his 
knowledge of plumbing is a valu- 
able business asset. Hundreds of 
home jobs have been successfully 
performed by customers thanks to 
his freely dispensed advice. 


Plumbing Supplies 


One section of the store is de- 
voted to plumbing supplies. Mr. 
Weisberg had a pair of racks built 
to hold fittings that have proved 
most efficient. They consist of 
tiers of cubicles each of which is 
clearly labeled as to size of unions. 
tees, nipples. ete. One rack is 
ll bins high by 14 wide. the 
other has eight high by 12 wide. 
Pipe lengths and cutting-threading 
equipment are kept outside the 
rear of the store. 

The front central area of the 
store is a housewives’ paradise. 
Here. on several of the store’s five 
large island display counters. 
Frik’s keeps a large assortment of 
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The Erik Hardware & Plumbing Co. has built 
business more than 200 per cent since 1944. 
Ability to please customers pays dividends 


quality utensils and kitchen ware. 
There is a section in the store 
devoted to just about every mem- 
ber of the family. The firm is 
doing a good business in home 
workshop and small tools. Preci 
sion tools are displayed in two 
large. glass cases set upon counters. 


Electrical Accessories 


Electrical accessories are an- 
other big item with Erik’s. The 
store stocks every possible need 
for any job from complete home 
wiring to replacing the door-bell 


buzzer. A section of wall space 


displays items related to a wiring 
job while an island display con- 
tains a wealth of plugs, switches. 
fuses and what have you. Then. 


a rear corner of this store displav- 


any types of lighting fixture- 
Here again, as with plumbing, th 
straight-forward advice of the 
Erik Hardware Co. staff has 
helped many a home owner do 
his own repair or wiring jobs. 

Gardening in southern Cali 
fornia is literally a year ‘round 
job, and for this trade. the stock~ 
of tools. insecticides and plant 
foods are complete. Stress is laid 
on well advertised products. 

The company carries a complete 
stock of builders’ hardware, cater 
ing to the needs of building con 
tractors and home owners alike 
Whatever hinge. latch or bolt may 
be needed, Erik has it. Standard 
sizes of window glass are stocked 
in preparation for the next base 
ball that Junior heaves through 
the dining room window. The 





Center section of the 
store. Islands toward 
the rear have cupboard 
space underneath for 
storing surplus stock. 














Owner Mike Weisberg, at left, discusses the merits 
of a kitchen sink faucet with one of his salesmen. 


glass is kept in an upright cabinet 
with slim vertical sections for each 
size. Special sizes are cut to order. 

For the plumbing trade, the 
firm keeps a display of bowls. 
sinks and kitchen units near the 
rear of the store. To provide 
against the last minute, motor- 
driven appliance breakdowns in 
the home, the store carries a com- 
plete line of replacement belts to 
fit a wide range of washing ma- 
chine and refrigerator needs. 
These are displayed against the 
inner front of the store over the 
entrance. 

On short term sales of appli- 
ances and larger items, there is 
no credit charge for under 30 
days. “The object in our policy 
is this, to ease the financial load 
on our customers. Furthermore. 
on this type of financing, we even 
extend credit without a contract 
being required,” says Mr. Weis- 
berg. This firm has found many 
of its customers well able to com- 
plete a deal for cash in 30 days. 
With the policy of no credit 
charge. an unbelievable amount 
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of goodwill is built up, and there 
have been no losses. 

The Erik company has two 
show windows. Window displays 
are built up on steps and feature 


eye-catching items in_ utensils, 
small appliances, tools, plumbing 
and electrical items and new mer- 
chandise heavy in public demand. 
A wide section of one wall dis. 


play houses one of the most com. 


plete paint and varnish displays 
in the San Fernando Valley. What- 
ever it is, for floors, walls, marine 
finishes, Erik has it and the know. 
how in advising customers how to 
use it for best and lasting results. 

Lighting the store is accom. 
plished with eight. four-tube, 48. 
in. fluorescent fixtures for an even 
flood of interior light. The tele. 
phone plays a vital role in this 
business. It is busy most of the 
time and a long distance, cross- 
country call is regular procedure 
in the interests of keeping hard- 
to-get merchandise rolling in to 
meet the thousand-and-one wants 
of Erik customers. 

Business from outside sources 
is important with Mr. Weisberg. 
An efficient contact man who 
knows his building requirements. 
he is out with contractors and 
builders every day. He under- 
stands the business and when he 
says, “We'll have it delivered for 
you,” and names the date, he de- 
livers the goods and on time. 

The Erik Hardware & Plumbing 
Co. is a neat, orderly and well 
kept store. There are no fancy 
frills, concentration being on mer- 
chandise. 





Outside sales to builders and contractors form a big part of the 
firm's business. Here is a section devoted to builders’ hardware. 


HARDWARE AGE 








now e 
shorta 
Washi 
Joint | 
nail m 
It i 
which 
inenth 
ductio 
partic 
mand 
of 194 
a gre 
that is 
reachi 
other 
other 
sults 
and 1 
quotat 


T 
Atl 


launcl 
sult « 
The fp 
by pr 
ductic 
sizes; 
in ore 
into 2 
incree 
produ 
areas 
tions 
Cor 
ed the 
as we 
gray 
to be 


JANI 





utensils, 
plumbing 
new mer- 
ic demand. 
- wall dis. 


most com: 
h displays 
ley. What- 
lls, marine 
the know- 
ars how to 
ng results. 
is accom- 
--tube, 48. 
or an even 
The tele. 
le in this 
ost of the 
ice, CTross- 
procedure 
ing hard. 
ing in to 
ye wants 


e sources 
Weisberg. 
nan who 
lirements, 
stors and 
le under- 
when he 
vered for 
te. he de- 
time. 
Plumbing 
and well 
no fancy 
¥ on mer- 





+ of the 
rdware. 


tE AGE 








Nail Makers Cleared of 
Complicity in Feeding 
Gray Markets 


Steel Industry Cold to Larger Allocations 


Congressional committee gets producers’ promise to attempt 

nail production increase in housing sizes; closer policing of 

outlets and to step up shipments into critically short areas. 
Supplies to gray marketeers to be shut off. 


Atrio: GH a Congressional investigating committee has 
now entered the picture and pledged its aid, the job of licking the nail 
shortage is not going to be an easy one. This much was made clear in 
Washington on December 17 when the Flanders subcommittee of the 
Joint Housing Committee met with members of industry including major 


nail manufacturers. 

It is a many-sided problem in 
which two factors stand out prom- 
inently—one is that current pro- 
duction is below requirements. 
particulariy for 1948 when de- 
mand is expected to exceed that 
of 1947: the other is that there, is 
a great deal of maldistribution. 
that is, supplies in some areas are 
reaching the consumers through 
other than hardware dealers and 
other regular channels. This re- 
sults in users paying prices two 
and three times normal market 
quotations. 


Three-Pronged Attack | 


A three-pronged attack has been 
launched on the problem as a re- 
sult of the Flanders conference. 
The program involves an attempt 
by producers to increase nail pro- 
duction, particularly in housing 
sizes; closer policing by producers 
in order to prevent nails getting 
into gray marketeers’ hands: and. 
increased shipments of current 
production into the worst shortage 
areas where gray market opera- 
tions are more flourishing. 

Committee investigators report- 
ed that the severest shortage areas. 
as well as the most pronounced 
gray market operations. appeared 
to be in certain sections of the 
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West Coast. along the Gulf Coast. 
and in the regions east of the 
Alleghenies. including some areas 
in New England. 

In these shortage areas, it was 
revealed. consumers were being 
offered varying keg quantities at 
prices ranging from $7 to $15 a 


keg. Dry goods stores. poultry- 


men, delicatessens. women’s-wear 


shops and similar businesses. were 
advertising nails at drastically 
marked-up prices. it was found. 
while the nail bins of hardware 
stores and other regular suppliers 
were empty. In a number of 
cases, the nail salesmen were op- 
erating with no more office or 
store equipment than a telephone. 
Some were guaranteeing delivery 
only on a tie-in basis in order to 
move hard-to-sell or unwanted 
merchandise. 

The subcommittee cleared pro- 
ducers of suspicion of complicity 
in the irregular operations. Sen- 
ator Flanders told manufacturers 
that the committee was convinced 
that they were not profiting from 
the gray market. However. it was 
the opinion of the congressional 


Washington Bureau 
of Hardware Age 


group that nail producers could 
tighten up distribution channels by 
checking more closely on buyers. 

Assistance in tracking down 
gray market sources was pledged 
by the Flanders group which will 
turn over to industry the names 
of persons or firms which con- 
tribute to such activities, either by 
purchasing for or diverting to. 
Those so reported would be shut 
off from receiving further ship- 
ments and supplies of nails. manu- 


facturers said. 


Increase Expected 


Nail demand, unsatisfied in 
1947. will be increased by at least 
20 per cent in 1948. according to 
Department of Commerce prelimi- 
nary estimates. 

At the beginning of the housing 
program, the then existent CPA 
estimated 1946 demand to be 
about 795,000 tons; the 1947 re- 
quirements were placed at 835,000 
tons. The foreseeable supply at 
that time was estimated at being 
about 180,000 tons short of the 
requirements. The subsidy pre- 
cram of a dollar a keg, then 
placed into effect, failed to pro- 
duce the needed nails but did sub- 
stantially reduce the predicted 
shortage. 

Part of the current shortage is 
due to the fact that nail produc- 
tion did not increase materially 
during the war years. In addi- 


(Continued on page 174) 
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Here's Hilgendorf's kitchen planning staff, left to right: Chester T. Gnabsik, 
installation; Donald G. Barrus, the manager; Earl W. Wetzel, designer; Leonard O. 
Walschlaeger, installation; Donald R. Olson, office, and Edward L. Coffey, sales. 








Kitchen Planning Service | 


Chas. F. Hilgendorf, Inc., has a model kitchen department 
with a staff of six which does the complete job from 
drafting to installation, and paves way for other sales 


Mos: persons who 


buy kitchen units ask for aid in 
planning kitchen modernization 
for their homes. 

This has been the experience of 
Chas. F. Hilgendorf, Inc., 1033 N. 
Third St., Milwaukee. Wis.. which 
has set up a successful planning 
department to help cope with this 
problem. 

According to Don Barrus, man 
ager of the kitchen and appliance 
department, the firm has sold 150 


120 





large and small kitchen jobs dur- 
ing the past year, ranging in price 
from $300 to $3.000. 


Backlog of Orders 


There is a considerable backlog 
of orders on some items at the 
present time. Previously confin- 
ing their kitchen cabinet sales to 
steel lines, the company has added 
a line of wooden cabinets to its 
stocks. 

Mr. Barrus says that Hilgen- 


dorf's is the only firm in Mil- 
waukee which offers a complete 
kitchen planning service at no 
extra charge, and that this is a1 
important merchandising advan 
tage in securing interested pros 
pects. No other firm. he states. 
even has as complete a planning 
service, because Hilgendorf’s has 
worked out its plan along its own 
promotional lines. 

The keystone of this model 
kitchen department is the person 
nel. There are six employed at 
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the present time. Two are out- 
side salesmen, and four are em- 
ployed in the installation crew. 
All of the employees are enrolled 
in the GI training program and 


all have had instruction at the 


drafting board by Mr. Barrus. 


Trained at Drafting 


“When we take on men in this 
department, they are trained at 
the drafting board,” says Mr. 
Barrus, “because we want them to 
be able to draw plans which help 
to sell the kitchens and units by 
showing the customer what can be 
done with her kitchen.” 

In order to make acceptable 
sketches: the employee must visit 
the prospect’s home, look over the 
job. take measurements with an 
experienced person. then come 
back and make the drawings. 

After he has had drafting ex- 
perience, the employee goes into 
the installation crew. Here he gets 
practical experience in installing 
the kitchens for which he drew 
plans. This combination of ex- 


perience proves very valuable to 
the employee, says Mr. Barrus. 

When the employee has served 
his training period on the installa- 
tion crew, he is then ready to be- 
come an outside salesman if his 
aptitude is for that type of work. 
Because of his previous training. 
he is then able to figure, plan and 
sell properly, without, perhaps. 
making more than an occasional 
mistake. 

“All this kitchen planning work 
takes us into the home where we 
get an opportunity to discuss the 
entire problem with the house- 
wife,” says Mr. Barrus. “Sales 
work, plus practical planning sug 
gestions are important here, and 
that is why our outside salesmen 
are carefully trained. Before the 
winter is over we plan to add two 
more men to this sales staff be- 
cause business volume is increas 


” 


ing. 


Handle All Installation 


Hilgendorf’s handles the entire 
installation of the model kitchens 


Sells 150 Jobs in 


A Hilgendorf model kitchen in The Electric Co.'s space at the Milwaukee 

















which they plan and sell. Some 
work. such as plumbing, electrical 
and carpentry, is by outsiders, but 


is all under the supervision of the 
hardware firm. 


Co-operative Relations 


Because of the large amount of 
model kitchen work which this 
store does, and the prompt pay 
ment of the contractors, amiable. 
co-operative relations exist which 
assures the kitchen unit customer 
rapid and satisfactory servic: 
when materials are available. 

“We believe this is the best way 
to handle the selling of model 
kitchens and accessory units.” 
says Mr. Barrus. “We work with 
the customer to see that he gets 
a kitchen unit which is satisfactory 
and which harmonizes with the 
color scheme and facilitates 
kitchen working conditions. 

“When we make kitchen plans 
for prospects. we often make the 
one for the customer in natural 
colors. We show the colors of 
walls. curtains and floors. This 


a Year 


Home Show. 











































pleases many prospects when they 
find we have paid close attention 
to present color schemes. Such 
detail often aids us in selling small 
and large kitchen units.” 
Presentation of a plan to the 
prospect, giving her visual evi- 
dence of what can be done to 
modernize the kitchen is a telling 
sales advantage, says Mr. Barrus. 


1033 N. 3°4 ST. 






and trouble free 


Sink Tops 
Counter Tops 


Acjdproof 
Cigaretteproof 


kitchen layout. Planned units 


Order NOW for Early Completion! 





inspect our MODEL KITCHENS 
the 


On second # , 





Vbuy at Hilgendort’s 


MArquetre 0803 


Demand the FORMICA Lebel 


No Chipping 
No Cracking 
Durable 30 Attractive Colors 


See Our Model Kitchens 


Visit our store and inspect the new in kitchen conveniences. See electric 
ranges, sinks, cabinets, garbage disposgl units and snack bar in a modern 


$300 * $3,00@ 


FROM co ccrccrccccccrccersececessseeseseesesegeseeeees 














Finished drawing 
of two of the 
model kitchens in- 
stalled by Hilgen- 
dorf's in homes in 
Milwaukee and 
complete in all 














































details even to 
the inclusion of 
cabinets. 
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“They feature ELGIN CABINETS with custom 
made FORMICA counter tops. 
modern in styling. They have new conveniences 
that make your kitchen work so much more pleasant 


These cabinets are | 


One of the firm ads 
featuring kitchen 
planning service. 
In its original form 
it was two col- 
ums in width and 
5 in. in height. 









His firm has had ample experi- 
ence along this line to observe the 
reactions of prospects and cus- 
tomers to such a service. 

Thus far, Hilgendorf’s has had 
no difficulty in securing plenty 
of prospects for its kitchen units. 
Sizable display space on the build- 


ers’ supply page of the Milwaukee 


Journal (Sunday edition) brings 
in numerous prospects who want 
help in planning kitchens. 


The Program Pleases 


With such prospects the Hilgen- 
dorf organization works diligently 
to produce suggestions, plans and 
cost schedule. and this program 
pleases many customers. Mr. Bar- 
rus reports that numerous addi- 
tional prospects come to the firm 





HARDWARE AGE 











from 
proud 
The 
tiful 
that 1 
utility 
free d 
tric k 
wauke 
the H 
other 
other 
Home 


The 
depart 
sectio} 
see th 


S* 
al 
when 
affecti 
mothe 
as Swi 
womal 
silver, 
therefe 
qualit: 
be su 
crease 
Valent 

Mer 
in a: 
are co 
when | 
their 
pay, : 
sible. 
culine 
plays, 
play | 
gether 
wrap] 
ing u 
good ’ 


search 


Th 


Thi 
perial 
Cal., : 
featur 
respec 
simila 
6-ft. 
“Gifts 
in sily 
white 


plique 


JANI 


wing 
the 
is in- 
igen- 
es in 
and 
all 
to 


experi- 
rve the 
id cus- 


as had 
plenty 
1 units. 
» build- 
waukee 
brings 
0 want 


Hilgen- 
igently 
ns and 
‘ogram 
r. Bar- 

addi- 


e firm 


| AGE 











from satisfied customers who are 
proud of their kitchens. 

The firm’s reputation for beau- 
tiful kitchens is so widespread 
that The Electric Co. (the local 
utility) gives the store excellent. 
free display space on model elec- 
tric kitchens at the annual Mil- 
waukee Home Show. In addition. 
the Hilgendorf firm also has an- 
other large display space in an- 
other location at the popular 
Home Show. 


Planning Section 


The model kitchen and planning 
department, with drafting board 
section out in front where all can 
see the men at work, occupies the 


forward part of Hilgendorf’s re- 
cently remodeled second floor. 


Floor Coverings Featured 


This floor, with dimensions of 
30 by 150 ft., houses the appli- 
ance, floor covering and builders’ 
hardware departments. The firm 
does an excellent business in floor 
coverings, a line which works in 
well with the model kitchen de- 
partment. The builders’ hardware 
line also benefits from being so 
close to the heavy traffic in the 
model kitchen and appliance sec- 
tion. 

In recent months, Mr. Barrus 
says, Hilgendorf’s has begun to 
finish kitchen counters and cabinet 





tops with a hard wearing, fine ap- 
pearing material. The firm’s ser- 
vice crew has become adept in 
such work, with the result that 
numerous housewives are asking 
about the service and planning to 
have such work done in_ thei 
kitchens, where needed. Hilgen 
dorf’s charges $11 per running 
foot for such installations, includ 
ing materials and metal. 


Customer Recommendation 


Numerous orders have been 
traced to recommendations made 
by satisfied customers who have 
showed their friends how much 
beauty such fine coverings add to 
kitchens. 


Features Tableware for St. Valentine's Day Gifts 


T. VALENTINE’S DAY, Febru- 

ary 14th, has become recognized 
when people show their esteem and 
affection for loved ones, wife, 
mother, sister or daughter, as well 
as sweetheart. And dear to every 
woman’s heart is her tablewares— 
silver, china, crystal and pottery- 
therefore the dealer who features his 
quality lines of china and glass will 
be sure to note a worthwhile ° in- 
crease in sales shortly prior to St. 
Valentine’s Day. 

Men do not like to browse about 
in a store as do women. but they 
are confirmed window shoppers, and 
when they see something that strikes 
their fancy they go in. ask for it. 
pay, and get out as quick as pos- 
sible. It pays well to cater to mas- 
culine trade, and good window dis- 
plays, backed up by a similar dis- 
play in the tablewares section. to- 
gether with some of the items, 
wrapped, ready for mailing or carry- 


ing under the arm, will gain the 


good will of practically every man in 
search of a valentine gift. 


Three Window Displays 


This was the thought of the Im- 
perial Hardware Co., Long Beach. 
Cal., which arranged three windows 
featuring pottery, glass and china 
respectively. All the displays had a 
similar background—on the wall a 
6-ft. red heart, with the word 
“Gifts” (or “China,” or “Glass”) 
in silver letters. At either side were 
white fixtures, with red hearts ap- 
pliqued upon them. One window 
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featured cranberry glass in all forms 

liquor sets, silver deposit ware and 
hurricane lamps. The second called 
attention to glassware—fruit dishes, 
plates, beverage sets, and candle- 
sticks, together with the large glass 
plates. The third window showed 
art figures, mostly in pairs—bids. 
animals, peasants, colonial figurines. 
In each window were several boxes 
wrapped and tied with red ribbons. 
supposed to hold items of tablewares. 


Ruby Glass Featured 


Ruby glass was especially fea- 
tured in the glassware section and 


several glass-topped tables and cabi- 
nets with glass shelves were used in 
displaying it. One table held a num- 
ber of vases with the card, “Clear 
ruby glass to hold her Valentine 
flowers.” Several other cards, let- 
tered in red, suggested “Ruby glass 
flower holders—beautiful either sin- 
gly or in pairs”; “Ruby table acces- 
sories add color to a festive meal”; 
“To win her heart ruby glass makes 
an ideal gift for Valentine’s Day.” 

Large red hearts attached to pil 
lars at the entrance to the tableware 
section were lettered “Appreciated 
gifts for Valentine’s Day.” They aid 
in attracting customers. 








Gift-minded people were attracted by this display of glassware. 
Other window displays emphasized pottery and chinaware gifts. 





= a pressing point 


in hardware retailing —- modern 
stores that streamline selling—the 
need is undoubtedly greater now. 
The war years interrupted modern- 
ization plans almost entirely. And 
though new store fronts, new store 
interiors and new businesses have 
blossomed out across the country. 
too many hardware stores, despite 
the best plans of their owners, are 
forced to occupy unattractive 
buildings providing cramped 
quarters for their expanded busi- 
nesses. 

What those well-made modern. 
ization plans were; what would be 
done about them this year; what 
was needed most in the way of 
new store personality, and what 
would hinder such programs were 
listed for us by 241 major hard- 
ware dealers who replied to a 
letter-questionnaire. 


The Results 


These 241 dealers, or 16 per 
cent of the 1,500 questioned by 
HarpwareE AGE, said they were 
primarily interested in fixing up 
their store interiors, first with new 
display equipment, next with paint 
jobs, then lighting fixtures and so 
on down the line. 

Of 200 dealers who responded 
to the question, “Do you intend 
to modernize your store front in 
1948, 70 or 35 per cent of them 
replied affirmatively while 130, or 
65 per cent said “no.” However, 
of 114 dealers who replied to a 
question asking if they planned 
to modernize their store interiors 
in 1948, 117 or 60 per cent said 
“yes” while 78 or 40 per cent re- 
plied negatively. Forty-five of the 
hardware dealers responding to 
those two questions indicated that 
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Hardware Dealers Want 


More hardware dealers want new store interiors 
other type of modernization; store fronts come 


they planned to modernize both 


interiors and store fronts in 1948. 


[xcessive cost was given as the 
greatest barrier to carrying out a 
hardware store modernization pro- 
gram, receiving 140 mentions 
from the 166 dealers who an- 
swered the question. Unavail- 
ability of materials received 54 
mentions and unavailability of 
fixtures received 39 mentions. 


We asked what hardware deal- 
ers would do, if they were to 
modernize their stores only par- 
tially. Replies to this question 
amounted to 210 with new display 
equipment mentioned 131 times. 
Second in number of mentions 
was a new paint job, 97 mentions. 
New lighting fixtures got 89 men- 
tions; new store fronts, 71 men- 
tions and new floor covering, 4. 








Hardware Dealers 


H aroware AGE recently sent letter-questionnaires to 1,500 major 
what their store modernization needs were and whether or not they 
replies totaled 241 or 16.07 per cent. And here's what they had to say 





Question No. | — When Did you Last Modernize Your 


Store Front? 


133 dealers, or 55.23 per cent, replied to this question as follows: 


Year Year Year 

No. of No. of No. of 

Dealers Dealers Dealers 
1947 16 1930 . 5 1921 2 
1937 15 1920 ,% 1916 2 
1946 10 1942 . 4 1904 2 
1935 8 1941 2 1933 | 
1940 8 1928 4a 1931 | 
1s? . 7 1936 3 1929 | 
1922 7 1944 2 1924 | 
1945 6 1926 zZ 1923 i 
1927 6 1925 2 1912 | 
1938 5 1905 | 


Question No. 2—Do You Intend to Modernize Your Store 


Front in 1948? 


200 dealers, or 82.99 per cent, replied to this question as follows: 


Dealers who said yes—70, or 35 per cent. 
Dealers who said no—130, or 65 per cent. 


Question No. 3—Do You Intend to Modernize Your Store 


Interior in 1948? 


195 dealers, or 80.91 per cent, replied to this question as follows: 


Dealers who said yes—117, or 60 per cent. 
Dealers who said no—78, or 40 per cent. 
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with the latest type of display fixtures than any 
second, according to a Hardware Age survey 


When asked which was needed 
most, though new display equip 
ment again led the list with 75 
out of a possible 141 mentions. 
new store fronts moved up to 
second place with 54 mentions. 
[his would indicate that though 
hardware stores were greatly in 
need of new store fronts, factors 
such as high costs, which led the 


list of barriers to modernization 


Modernization Plan 


prograins, nay have it necessary lo 
postpone store front installations 

Other items on the “needed 
most” list were lighting fixtures 
which ranked third with 35 men 
tions; new paint jobs which re- 
ceived 26 mentions and new floor 
covering which received 25 men- 
tions. A total of 141 dealers re- 
plied to this question. 

Dealers’ own comments about 


hardware dealers throughout the entire country asking them to tell us 
planned to effect any store rejuvenation programs this year. Dealers’ 


about modernization: 





Note: Of the dealers who answered questions two and three, 45 said 
they planned to modernize both store front and interior in 1948. 
This is 24.01 per cent of the dealers who replied "yes" to questions 


2 and 3. 


Question No. 4—Which Would Prevent Your Carrying 
Out a Modernization Program? 
166 dealers, or 64.72 per cent, replied to this question as follows: 


Excessive cost 
Unavailability of Materials 
Unavailability of Fixtures 


—received 140 mentions 
—received 54 mentions 
—received 39 mentions 


Question No. 5—lf You Were Going to Modernize Par- 
tially, Which of the Following Would You Do? Please 


Check. 


210 dealers, or 87.14 per cent, replied to this question as follows: 


New Display Equipment 
New Paint Job 

New Lighting Fixtures 
New Store Front 

New Floor Covering 


—received 13! mentions 
—received 97 mentions ¢ 
—received 89 mentions 
‘—received 71 mentions 
—received 64 mentions 


Question No. 6—Which of the Above Do You Need Most? 
141 dealers, or 58.51 per cent, replied to this question as follows: 


New Display Equipment 
New Store Front 

New Lighting Fixtures 
New Paint Job 


New Floor Covering 


JANUARY 15, 1948 


—received 75 mentions 
—received 54 mentions 
—received 35 mentions 
—received 26 mentions 
—received 25 mentions 


Modern Store Interiors 


By R. S. WILD 


Associate Editor 


t H wawoare Age 


modernization are interesting and 
to illuminate their thinking on 
that subject, quoted remarks fol 


low: 


Dealers’ Comments 


“We are unable to do anything 
much due to a short term lease 
and the landlord will not spend 
any money at high prices.” 


* . 7 


“We need everything. We are 
in a rented building and are very 
much dissatisfied with a narrow 
store. Our store is 25 by 100 feet 
and we intend to build a new 
building, 50 by 100 feet. I have 
a good portion of the necessary 
funds set aside for this and will 
start as soon as building costs re 
cede some and also when ma 
terial is easier to procure,” 

¥ * * 


“We purchased a new location 
then the cost of remodeling the 
building as desired was so ex 
horbitant and so uncertain as to 
completion due to materials need 
ed. we sold the location when an 
other wanted it more than us.” 

- 

“The store is located in a resi 
dential district and improvements 
are not allowed. Therefore, mod 
ernization is out of the question 
at the present time.” 


* * * 


“I am planning an additional 
new appliance annex in conjunc 
tion with the rest of my store.” 

* * * 

“Tried for four vears to buy 
modern display counters. Finally 
made them up in my own shop 
and at one-tenth the cost of those 
listed by the hardware dealers’ 


(Continued on Page 160) 
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The reader is looking 
for your ad upon the 
classified pages. 


Make Your Classified Ads Pay! 


Choose the right reader, offer him the right merchandise 
in a way that will bring top results, and make the offer 
in a paper that possesses heavy classified readership 


I. there one place in 
which you can be sure that readers 
will look for your advertisements 
—a place in which all the readers 
want to read advertising? 


Classified Ads Pay Off 


There is. And hardware dealers 
who have used it report that adver- 
tising in this place pays off. The 
place in question is the classified 
advertising pages of the daily 
newspaper. 

“But,” say many dealers. “Clas- 
sified advertising is for renting 
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houses and apartments. It is foi 
selling real estate, hiring em- 
ployees. or finding jobs. It is not 
a place in which merchandise can 
be sold.” 

For am answer to that, there is 
the experience of one southern 
hardware store owner, who. open- 
ing his store on a very small capi- 
tal. determined to make every dol- 
lar spent for advertising produce 
heavy results. He consulted spe- 
cialists from his local newspaper. 
and was advised of the sales vol- 
ume that flooring firms, book- 
keeping companies. appliance deal- 
ers. other kinds of small business 


had reported. The decision to use 
classified advertising was made. 

“Now,” he reports, “I’m so sold 
on Classified space that, although 
the store has grown to a point 
where we can compete in display 
advertising space with other deal- 
ers, we still put the biggest part of 
our advertising money into the 
classified pages.” 


Four Main Points 


What is the secret for success in 
classified advertising? This mer- 
chant lists four main points: 
Choosing the right reader; offer- 
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ing him the right merchandise; of- 
fering it in the way that will bring 
top results, and making the offer 
in a paper that is capable of de- 
livering a heavy classified reader- 
ship. 

These pointers, of course, apply 
to all advertising. But there are 
special twists to the use of classi- 


fied ads. 


The Right Reader 


Take, for example, point one: 
choosing the right reader. Ordi- 
narily, in display advertising space 
on the regular pages of the news- 
paper, it is possible to slant the ad 
specially for the type of reader 
who is a ripe prospect for the mer- 
chandise being offered. 

To rule out higher-income read- 
ers who would not be interested in 
a low-priced item, a prominent 
price display might be made in the 
ad. This step, along with the 
wording of the headline, would 
tend to give the advertisement a 
special appeal to customers who 
should naturally be interested in 
the merchandise. 

It is not possible to do all of 
these things on the classified pages. 
They are read by both men and 
women. Generally, the sections of- 
fering merchandise for sale are 
not read by wealthier persons. 
Therefore. the readers are pri- 
marily lower and middle-income 
groups. The headline must carry 
the burden of selecting the reader. 

Point two of this dealer’s clas- 
sified advertising credo concerns 
offering the right merchandise. No 
intelligent merchant would open a 
shop selling high-priced goods in 
a neighborhood whose residents 
were all lower-income people. Nor 
would a smart merchant open at a 
swanky address and attempt to sell 
lower-priced merchandise. There 
is a direct connection between 
these examples and the merchan- 
dise that will enjoy the highest 
sales from classified advertising 
space. . 

Since most of the readers of the 
classified pages come from mid- 
dle and lower-income groups, high- 
cost merchandise will not enjoy a 
ready sale. (There are exceptions 
of course. Many very wealthy 
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men and women wouldn't miss the 
classified pages of their papers. 
But by and large, it is still a good 
rule of thumb.) 

Since no illustrations can be 
shown, the copy, headline and 
price must do all of the selling 
work. People will buy a low- 
priced item sight-unseen much 
more readily than they will buy 
a higher-priced one. Because of 
this. the “right” merchandise is 
the traffic line. the high-volum: 
sellers that will enjoy quick and 
ready acceptance, and will tend to 
draw into the store a good traffic 
flow that—later—may result in 
sales of other lines as well as the 
ones advertised. 

Offering the merchandise in a 
way to bring top results means 
that. in writing the copy. stress 
must be laid on what the merchan- 
dise will do for the reader. All 
superfluous words must be elimi- 
nated. The copy must bear down 
on hard, intensive selling. 

What the merchandise will do 
for the customer is the most im- 
portant part of classified (and all 
other) advertising copy. How can 
this business of reader-benefit be 
woven into good selling copy? 

The person who buys your mer- 


chandise is not interested in it as 
such. He is interested instead in 


what the merchandise will do for 
him. 

Joe Blow. the customer, may 
want, let us say. a radio. He does 
not want this because it has so 
many tubes. because it is made by 
a well-known manufacturer, be- 
cause its dial has a certain design, 
or because it will look pretty on 
his mahogany end table. 


Oniy One Reason 


He wants the radio for only one 
reason, because of the enjoyment 
it will bring him. That is what 
the radio has to offer the reader: 
enjoyment. 

The pointers about its tubes, its 
design, its good-looks. and the re- 
liability of the manufacturer are 
important—but only as they tie to 
Joe Blow’s main lookout. which is 
his own enjoyment. 

In practice, what does this 
mean? 

It means that effective copy will 
tie the sales pointers of the mer- 
chandise (which are the dealer’s- 
eye pointers) around the buying 
pointers (which are the customer’s 

(Continued on page 180) 








Steel Goods Display Catches the Eye 





A neat, 25-ft.-long display of steel goods on the wall area directly 
behind the main wrapping counter, makes many sales for the Schanck 
Hardware Co., Libertyville, Ill. Farmers, gardeners, landscapers, etc., who 
come to the store spot this wall display of steel goods much quicker than 
they would if it were displayed at floor level. Furthermore, the customers 
standing at the wrapping counter invariably see the display and find 
one, two or more items that they need during various seasons of the year. 
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The new exterior is attractive and modern in every respect. 


Planned Modernization 


iti they 


were faced with far different—and 
grimmer — percentage figures at 


OE ETO, crests, 2 


the time, the war-conceived mod- 
ernization program planned while 
in the armed services by Jack and 
Ralph Chambers, co-owners of 
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Magnolia Hardware, 3216 W. 
McGraw St., Seattle, Wash., has 
paid off in yearly gross volume 
of sales by better than a 200 per 
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View of the women's side looking toward rear appliance section. 
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cent increase over their latest pre- 
modernization year. 

The program, planned by cor- 
respondence between the two 
brothers, while Jack was serving 
in the Army in the combat area 
of the European theater and Ralph 
was fighting in the Pacific theater 
of operations, took post-war form 
and shape with the opening in 
July, 1946, of the firm’s new hard- 
ware store next door to its pre- 
vious 20-year-old location. 


Approved Changes 


Throughout their terms in the 
services, Roy F. Chambers. their 
father and founder of the firm in 
1927, operated the business for 
the “duration,” despite his pre- 
vious retirement in 1940. An in- 


terested spectator of his sons’ new 
operation, he has watched with 
approval while their new program 
has achieved the following con- 
crete results: 

1. Floor display area, now 
almost 3000 sq. ft., was approxi- 
mately doubled. This has per- 
mitted greater variety of merchan- 


dise and departmentalization for 


convenience of self-service cus- 
tomers, and better stock control. 

2. Display area increased at 
least four times by use of modern 
wall and island fixtures. Open 
display units with prices clearly 
marked permit customers to serve 
themselves. Twenty-four ceiling 
fluorescent lighting fixtures leave 
no dark corners and give good 
over-all visibility from any part 
of the store. Low sill windows 


make the interior of the store 
easily visible from street. 

3. Increase in sales volume fo: 
1947 more than 200 per cent over 
sales for 1945. Sales per customer 
immediately following moderniza- 
tion jumped approximately 50 per 
cent. 


Appeals to Women 


One reason for the firm’s highly 
satisfactory increase, both brothers 
feel, has been the expansion of 
merchandise lines and the plan- 
ning which went into the layout 
of the store to meet the needs of 
their women customers. 

The store was planned so that 
women’s merchandise would be 
displayed on one side, and items 
appealing primarily to the male 


While at War—Sales Up 
200 Per Cent Since 1945 


The Chambers brothers, co-owners of Magnolia 


Hardware, planned new store by correspondence 
while abroad. New store has double floor area 
and display space four times greater than old 
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Floor plan of the modernized store showing arrangement of men's and women's sides. 
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Jack Chambers, at right, waits on a 


shopper on the other. As shown 
in the accompanying floor plan. 
gift wares are located in the wall 
section at the front of the store, 
primarily for its attention-getting 
properties, with housewares im- 
mediately behind them. Fireplace 
accessories, bathroom accessories. 
cleaning supplies, and garden tools 
are also located on this side of 
the store. Island displays follow 
a similar arrangement. 








u 
‘ a ae 
nt { . pay 
customer in the appliance section. 


For their men customers, sport- 
ing goods were given the favored 
spot at the front of the store on 
the opposite side, with tools. hard- 
ware, wallpaper. and paints ap- 
proximately in the order named. 
While there is necessarily some 
overlapping, this arrangement not 
only makes it more convenient for 
both men and women shoppers. 
but places the merchandise in 
which each will be most interested. 


a 









where it is most likely to be seen 
by them. Consequently, display 
space is used to best advantage 
and sales per individual customer 
increases. Space is left behind 
both windows for displays of spe- 
cials, though all displays are kept 
low enough so they do not inter- 
fere with the view from the side. 
walk, of the store’s interior. 


Women Wait on Women 


Another point which both 
brothers stress, is the employment 
of women sales clerks to wait on 
their woman customers. Since the 
women have used this type of mer- 
chandise, they are better equipped 
to sell these goods than the kitchen- 
shy males. Moreover, they tend 
to be better housekeepers in keep- 
ing this part of the store neat and 
presentable—a_ point of consider- 
able importance to women shop- 
pers. The staff of seven employees 
includes two saleswomen. 

Though the appliance section 
was originally scheduled for loca- 
tion at the front of the store, it 
was later decided to move it to 
the relatively secluded 16 by 16- 
ft. section at the rear. Since this 


(Continued on Page 160) 


The giftwares section is at the front, directly behind a window. The 
use of saleswomen to wait on women has been a very successful move. 
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No Recession Likely This Year, 
Economist States 





SUMNER H. SLICHTER 


41 

DON’T THINK that 
any let-down likely to come within 
the next 12 months will amount 
to much, and I think it is very 
doubtful whether there will be 
iny,” Sumner H. Slichter. Lamont 
University Professor at Harvard 
University and chairman. CED 
Research Advisory Board. told 
CED trustees recently in his dis- 
ussion of the economic outlook. 


Action Necessary 


It is more important, Dr. 
Slichter said, for us to consider 
whether the country will be able 
to make the transition to more 
normal conditions without going 
through more or less of a severe 
recession. Certain-action is neces- 
sary now if smoothness is to be 
achieved in that transition, he be- 
lieves. 

“The problem has several as- 
pects,” he said. “Aspect number 
me is the price structure. The 
present price structure is fairly 
well adapted to present conditions 
of supply and demand. But, ob- 
viously, it is not well adapted to 


*Reprinted with special permission 
trom the CED Digest. Nov. 1947. 
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The transition to normalcy can be made with- 
out serious disruption to our economy if cer- 
tain action is taken right now, says Prof. 
Sumner H. Slichter, Chairman of Research 
Advisory Board of the Committee for Eco- 
nomic Development. He believes the price 
structure, foreign investments and another 
round of wage increases are matters of major 
concern at the present time. 


conditions of supply and demand 
when agricultural production will 
have been restored to more normal 
levels over a considerable portion 
of the world. 

“Second, the net foreign invest 
ment of the country is abnormally 
large. As represented in the first 
half of this year. almost five per 
cent of the gross national product 
was so invested. That may not 
seem very large. But these sales 
to foreign buyers create income 
here. and the goods go out of the 
country. You might dramatize the 
effect. which is a double one. in 
this way: suppose we entered into 
an agreement to dump almost five 
per cent of our gross national 
product into the ocean, and sup- 
pose it were part of the agreement 
that the goods dumped would also 
be a source of income to the 
country. You will agree. I think. 
that such an arrangement would 
have a pronounced inflationary 
effect. 

“An adjustment of the price 
structure can be made smoothly 
without inducing postponement of 
commitments, provided it doesn’t 
come too rapidly, and that it oc- 
curs under favorable rather than 
unfavorable circumstances. Like- 
wise, an adjustment to a smaller 


net foreign investment can be 
made smoothly without inducing 
postponement of commitments. 
without making people apprehen- 
sive and causing them to hold 
back, waiting for an adjustment 
to occur and, thereby. making it 
worse and more dangerous, pro- 
vided it occurs slowly and under 


favorable circumstances. 


Wage Increases 


“We are going to make our 
problem somewhat more difficult,” 
Dr. Slichter continued, “by a third 
round of wage increases. The 
people who will profit most are 
those who profited from the first 
two rounds, namely, the farmers. 
One reason why people are willing 
to pay such surprising prices for 
meat is that we have three million 
more people working than anyone 
expected would be the case at this 
stage of the postwar era. But they 
are not producing meat. They are 
not working in that part of the 
economy. 

“The consumer goods industries 
will profit from a third round of 
wage increases temporarily. Their 
payrolls will go up. Sales go up 
by the amount of the payroll in- 


(Continued on page 164) 































The exterior of the 
store is inviting in 
every detail and at- 
tracts the eyes of 
passers-by. One win- 
dow is reserved for 
displaying the mer- 
chandise which is 
featured in the 
store's basement. 


Travis-Yowell Expanded 


Downstairs gift and housewares section accounts 
tor 60 per cent of store's business and shows a 
200 per cent increase in dollar volume of sales 





A bride-to-be registers at the "bride's register" by the wrapping counter. 
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=™ years ago, 
Messrs. Travis and Yowell, owners 
of the Travis-Yowell “Hardwar 
Department Store” of Bremerton. 
Wash., decided to expand their 
highly profitable gift and hous 
wares department. Prevented 
from expanding horizontally. a- 
they would have preferred, they 
expanded vertically—to the bas« 
ment. Since its inception the d: 
partment has: 


Four Points to Progress 


1. Increased its dollar volume 
of sales by more than 200 per 


cent. 
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Vertically—to the 


2. Shown a consistent year-by- 


year increase over each preceding 
years business. The 1946 in- 
crease, though smaller than usual. 
was maintained in the face of a 
decline in the population of 
Bremerton from 45,000 to 30,000. 

3. Brought additional business 
to their other ground floor hard- 
ware departments. 

4. Built housewares and gifts 
up to the point where they now 
account for 60 per cent of the 
firm’s total sales volume. 

The matter of educating Brem- 
erton residents to do their gift and 
housewares shopping at Travis- 
Yowell’s, involved more than just 
the installation of a stairway to 
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the basement and a change in the 


firm’s letterhead to “Hardware 


Department Store.” It involved 
the inauguration and aggressive 
follow-through on the following 
three-point merchandising pro- 
gram: 


The Program 


Attractive, well lighted open 
displays, with merchandise where 
the customer can see and handle it. 

Extensive newspaper and radio 
publicity, combined with special 
promotional campaigns well pub 
licized in those media. 

Maintenance of a wide variety 
of ervstal. gift and china ware. 


Seventy-five feet of 
display space — an 
entire wall—is de- 
voted to chinaware. 
This is a section that 
is sure to get the 
attention of feminine 
customers. 


asement 


VEDNESDAY 
Spotlight Special 


* 





a 


TRANS AND yowsu 


Ci 
9 | FRANCISCAN POTTERY | 





\s Advertised in 


[he Bremerton Sun 





Copy of tie-in placard used in the 
store, including a sample of ad used 
in the local newspaper. 
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As a result. Travis-Yowell has be- 
come known to residents as a gift 
shopping center in Bremerton. 
Virtually all merchandise in the 
basement department is displayed 
on either open wall fixtures or 
display which can be 
shifted to form new arrangements. 
The latter are low enough so that 
virtually all merchandise can be 
easily seen from any part of the 


islands 





Looking from the 
at the end of the department. The silverware case is at the stair's base. 


floor. Silverware alone is dis- 
played in an enclosed glass case 
located at the bottom of the stair- 
way. The top of this case is re- 
served for displaying specials from 
the china, glass, or novelty ware 
departments. 

Also confronting the shopper 
descending the staircase, is the 
sparkling display of crystal ware 
against the back wall—a display 
which usually draws the ladies 
past the island displays in between. 
for closer inspection. Most effec- 
tive of all, Mr. Travis believes, is 
the display of chinaware which 
runs the entire length of the wall 
corresponding to the top of the 
“T” (as shown in the floor plan). 


which forms the outline of the 
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basement department. Utility 
items such as pots and pans, and 
larger galvanized iron ware. are 
displayed less conspicuously at the 
other ends of the “T” where they 
will, nevertheless, draw traffic past 


Gift 


housewares occupy 5.000 sq. ft. of 


the gift merchandise. and 
floor space; the main floor hard- 
ware section occupies 4.000 sq. ft. 

Despite the fact that the stair- 


right side of the stairway toward 


way to the basement is conspic- 
uously located directly opposite 
to and not more than five paces 
from the front door, Mr. Travis 
discovered long ago that many 
shoppers had a curious “blind 
spot” which prompted them to 
walk around the stairway and ask 
where the stairs were located! 
Consequently, he decided that the 
best way to tell them about it was 
through liberal use of advertising 
and special promotions. 


“Weekly Specials" 


As part of this campaign, the 
firm has for years publicized a 
“weekly special” of a particularly 
vood value which is advertised by 








newspaper and by display in the 
front window which is reserved 
solely for basement merchandise. 
In the basement, the special is 
placed to draw the maximum of 
floor traffic past other merchan- 
dise. 

Special promotional stunts have 
also served to draw attention of 
new customers to the store. With 
the recent establishment of Brem- 
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the crystal display 
erton’s first radio station, Mr. 
Travis decided to test the adver- 
tising value of that medium with 
a single spot announcement that 
a dozen clothespins would be — 
given to every one who visited at 
his basement store that day. Fifty It's 
people responded to the single, 60- por 
second broadcast, with the result ing 
that Travis-Yowell is now a con- i. 


firmed user of both radio and 
newspaper advertising. 

Another promotion which Mr. 
Travis has found particularly suit- 
able for gift merchandise, is the 
sponsorship of special lay-away 
sales, with customers required to 
make a small down payment and 
regular weekly payments in ad 
vance of the season, until the ar- 
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Showing a portion of the well-stocked section devoted to housewares. 


ticle is paid for. Such sales are 
introduced with a full page news- 
paper ad about two months in ad- 
vance of gift holiday seasons such 
as Christmas and Easter. Though 
credit is not extended, since the 
article is not delivered until it is 
paid for, the service is appreciated 
by customers who could not. con- 
veniently handle a single payment 
for the more expensive items. 
Most successful of all promo- 


tions, Mr. Travis states, is his 
“bride’s register.” The sales stim- 
ulating abilities of this innovation. 
introduced tentatively a number 
of years ago, has earned it a per- 
manent place on the firm’s promo- 
tional program. Registration con- 
sists of entering the name of the 
bride or bride-to-be on a card 
which is filed alphabetically in the 
register, a file which is kept at 
the check stand. Each gift pur- 


chased for the bride is then en- 
tered on the card. with the result 
that donors do not duplicate gifts 
already purchased—-at least from 
Travis- Yowell. This furnishes just 
one more inducement for wedding 
guests to select all their presents 
from the firm’s wide assortment. 

Though maintenance of that as- 
sortment has been none too easy 
in recent vears, the firm makes a 


(Continued on page 203) 





Floor plan of the 
basement department 
at Travis-Yowell's. 
It's a section that 
very few customers 























miss and, once hav- 

ing visited it, few 

leave without mak- 
ing a purchase. 
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A 


Warn the late W. C. 


Winks started his hardware store 
at 1338 S.W. Washington St., 
Portland. Ore.. on a shoestring, 
about 35 years ago, he sought to 
build a stock of quality lines and 
in wide variety. His idea was to 
have as complete a line of the best 
hardware obtainable as possible. 
The Winks policy proved an ex- 
pensive one upon occasion because 
it involved carrying many lines 
and sizes for which there was not 
rapid turnover. However, in the 
long run, the idea paid well by 
building up a fast growing list of 
customers. 

“You can get it at Winks,” was 
the word passed along frequently 
enough to make the store a busy 

| one. Customers who knew what 
they wanted and salespeople who 
| could put their hands on lines 
| 
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Here George S. Brown, with his display of screw-drivers, demonstrates 
the fact that Winks’ has sizes and types for a great many purposes. 


without fumbling and time-wast- 
ing, were a combination that built 
success. 

In 1944, the’founder died. For 
a time, his daughter, now Mrs. 
Jane Kilkenny, carried on the 
business. She sold it to Vern L. 
Peer. who took over uot only the 
stock and name of the store. but 
the founder’s motto as well. 

\ glance here and there at tools 
and fixtures is sufficient to assure 
the prospective buyer that this is 
dependable stock. 


Unique Displays 


Display here is striking and 
unique. Just as the founder’s and 
his successor’s integrity set the 
keynote of quality, so the display 
artist has put his mark on the 
store. His light touch conjures 
prosaic nuts, bolts, files and other 


tools into designs that catch the 
eye. 

George S. Brown has been with 
Winks Hardware for 20 years. He 
previously owned his own store. 
specializing in domestic hardware. 
so that the field was a familiar 
one to him. In his own store he 
had arranged the displays and it 
had been work that delighted him. 
He had no training for it, and 
evolved his own arrangements. 
For these, he followed no diagram. 
and did not know how his finished 
display would look. he improvised 
as he worked with the selected 
hardware. Nor has he, to his re 
gret. pictures of any of his dis 
plays. 

After he had been with Winks 
for a year. he was given charg: 
of the window displays. There are 
five windows. and he sets up a 
fresh one each week. so that the 
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"You can get it at Winks’ " 


is a slogan the firm 


has backed up for 35 years by carrying the most 
complete stock they have been able to obtain 


front of the store never looks stale. 

His work was not limited to the 
windows, for there are many small 
cases of tools. And many of his 
sets are along the walls and aisles 
at easy eye level. One pleasing as- 
sortment of tools is housed in a 
shallow shell of an old showcase. 
attached to the wall at a low level, 
and serving as a frame for the 
display. 

Hardware can sometimes fall 
into a hodge-podge of articles that 
bewilder customer and salesmen 
alike. It is in avoiding such 
cluttered accumulations that Mr. 
Brown’s displays show utility as 


well as eye appeal. An amazing 
amount of stock goes to form each 
of Mr. Brown’s displays. Choice 
in each array is decided by the 
type and use of tool; those goods 
which are naturally associated are 
found together in his groupings. 
He likes to set up all lines. Pr 
cision tools, he says, are particu- 
larly nice to work with in the 
display field. 


One Line to a Window 


He usually concentrates on one 
line in each window except during 
the Christmas season, when he 


Watch Winks Windows 





Vern L. Peer, who bought the store 
after its founder died in 1944. 


goes in for a more varied choice. 
Customers, he finds, like a bit of 
humor, so he evolves a puckish 
sign now and then. A recent one 
read: “Wether strip: the spelling 
is poor, but the quality is rich.” 
For the Easter season. he used this 


(Continued on page 170) 





Mr. Brown views a window featuring his own invention—"the mole."' Small 
display at right shows how he handles a display of coiled springs. 
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$1.2 Billion in Concessions 






Won on Mgjor U. S. Exports 


Trade concessions broaden world markets for hardware 
exports. Lowered duty rates indicate strong demand for 
U.S. machine and hand tools. Canada makes perhaps the 
widest concessions in respect to number of general 


I. CREASED world 
trade and broadened markets for 
American-made hardware and 
other goods are seen by the State 
Department in the trade agree- 
ments effected at the World Trade 
Conference (ITO) which began 
last spring and ended in October. 
In addition to the United States. 
22 nations participated in the 
meeting which had for its purpose 
the bartering of trade concessions 
with one another. 

As a result of the conference, 
the State Department declares. 
this country won reduced tariffs 
or bindings on the present rates 
on nearly all the major American 
exports. The total value of these 
concessions with respect to prod- 
ucts in which the United States is 
a principal supplier is estimated 
at around $1.2 billion. In addi- 
tion. concessions were made on 
products of which this nation is 
a secondary supplier; these were 
estimated at another quarter-bil- 
lion. 


U. S. Concessions 


On the other side of the ledger, 
the United States made conces- 
sions on about 78 per cent of 
dutiable goods imported into this 
country. In 1939, the total duti- 
able and duty free import trade 
of the United States amounted to 
more than $2.2 billion; conces- 
sions were made at Geneva on 
products accounting for nearly 
$1.8 billion of this total. 

Concessions were made on $636 
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hardware items. 


By KARL RANNELLS 


Associate Washington 
Representative 
of Hardware Age 


million worth of the dutiable im- 
ports while the existing rates were 
bound against increase on $128 
million. Rates were reduced less 
than 25 per cent on $60 million 
worth, between 25 per cent and 
35 per cent on another $175 mil- 
lion worth, and from 35 per cent 
to 50 per cent on $273 million. 
An approximate $1.4 billion worth 
was bound duty free. 


A Major Purpose 


One of the major purposes of 
the conference was to obtain a re- 
duction in the scope of preferen- 
tial treatment which some coun- 
tries extend tb other nations. This 
was partially successful in that the 
United States was able to get some 
substantial reductions in some 
cases and a complete elimination 
of preferential treatment in a few. 

Under the general agreement, 
no new preferentials may be 
granted nor the present prefer- 
ences increased. Likewise, it is 
to be noted, it has been agreed 
that the concessions granted at 
Geneva must apply to all countries 
alike, regardless of whether they 
took part in the conference. 

A strong demand for American- 
made tools. both machine and 
hand, is indicated in the fact that 
a number of nations lowered the 
import duty rates on a wide range 
of such items while others bound 


the present rates against any in- 
crease. Major concessions in this 
respect were made by Britain, 
France, Newfoundland. Ceylon, 


New Zealand and China. 


The Chief Change 


In this classification, the chief 
change made by the United States 
was reduction of the import rate 
on alloy cutting tools from the 
former 50 per cent to 60 per cent 
ad valorem to 30 per cent ad 
valorem. No change was made 
in the existing 45 per cent ad 
valorem rate on cutting and other 
tools under Paragraph 396. 

The United Kingdom reduced 
to or bound existing duties at 15 
per cent ad valorem. The previous 
rates had ranged up to 20 per 
cent. France reduced such duties 
from 20 per cent to 25 per cent 
plus quota to rates ranging from 
15 per cent to 20 per cent. Aus- 
tralia lowered the rates from the 
former 65 per cent to 40 per cent. 

The United States reduced rates 
slightly on enamel paints, consist- 
ing of pigments or colors ground 
in or mixed with varnishes; Amer- 
ican paints, varnishes and related 
items had duties lowered or bound 
in a number of varying instances 
by foreign nations. India and 
Pakistan, recently made independ- 
ent, made reductions on varied 
paints and resin ranging from a 
36 per cent to a 24 per cent drop 
in import duties; a general lower- 
ing of rates on turpentine was put 
in effect by Cuba, Norway and 
(Belgium. Netherlands 
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THROUGH 
THIS 
DOOR 


Every merchant who sells sport- 
ing goods likes to think that. 
And if his customers are made 
to think it, too—they’ll be loyal 
customers. 

You can’t ask for anything 
more! 

It takes a lot of things to make 
a customer loyal. It takes friend- 
liness, prompt and courteous 
service. It takes a knowledge of 
merchandise. And it takes prod- 
ucts that are known for top qual- 
ity, perfect performance, backed 
by a good solid, substantial 
name. 

“Remington” is a name like 
that. ‘‘Du Pont” is another name 
known for thoroughness of re- 
search, quality of production. 








pims Ane joe TH 


Pass the World’s Greatest Sportsmen 


And these names not oniy stand 
back of their products—they are 
in the products themselves. They 
stand for reliability, service, hon- 
esty, tradition. Words that, when 
translated into products, often 
mean the difference between a 


sale and a side-to-side shake of 


the head. 

A store door, then— your store 
door—is a wonderful place to 
put names like these to work, 
attracting attention as well as 
reminding customers that you 
sell Remington guns and am- 
munition. Your door will be an 
aid to profit-building—to you... 
and the beginning of hunting 
and shooting pleasure to your 
sportsmen customers. 








NEW REMINGTON DECALS PROVE 
ATTENTION-GETTERS, SALES-BUILDERS 


Bright red, edged in green, with striking 
white printing—these new Remington 
decals are real eye-catchers. They also 
remind customers and potential cus- 
tomers that you stock and sell Reming- 
ton firearms. Sportsmen demand highly 
accurate, powerful guns and ammuni- 
tion. And Remington fills the bill per- 
fectly, 


These decals measure 1734 by 634 
inches and are ideal in or near a fire 
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Reming ton 


RIFLES ««o SHOTGUNS 





GUPOND 


arms display, showcase, or your front 
door or window. Send for price tickets 
and decals. They’re free! Write directly 


to Dept. HA Remington Arms 
Inc., Bridgeport 2, Conn. 











INFORMATION-PACKED 
PRICE TICKETS ANSWER 
BUYERS’ QUESTIONS 


A clean, attractive shelf of ammunition 
is an invitation for customers to buy. And 
if the price channels have good-looking 
price tickets that not only give price of 
ammunition, but caliber, bullet weight 
or shot size where appropriate, and stock 
number — what customer wouldn’t be 
appreciative— more in the mood to select 
and buy right then and there! 


Remington price tickets save you time, 
telling customers basic information about 
They do it at- 


Remington ammunition. 












LONG J ne 


pouct © — 
jock 


tractively, quickly—and they immedi- 
ately tell customers the important point 

—price! There’s plenty of room for you 
to mark it in. They are 7,"’ wide and fit 
standard shelving. Time savers, question 
savers . they are being welcomed by 
merc hantse very where as extremely valu 
able aids to smart merchandising. 


“Quiet down, old chap; this is 
big game country.” 
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and Luxembourg). China bound 
existing rates. 

Likewise, reduced rates were 
extended to American-manufac- 
tured sporting goods, including 
guns, rifles and ammunition. 
Brazil bound the existing rates on 
cartridges, gun caps and fuses. 
Guns and rifles which do not com- 
pete with domestic production 
were given reduced rates of one- 
third in Canada; guns which are 
in direct competition with Cana- 
dian manufactures 
lesser reduction and there was a 
corresponding lowering in the 
British preference rates. 

Canada made perhaps the widest 
concessions of any country in re- 
spect to the number of general 
hardware items. Duties were re- 
duced on cutlery, stamped prod- 
ucts, lawnmowers, skis, fishing. 
fencing and other sporting equip- 
ment, glass and glassware. and 
many other items. 

While, in dollar value. the value 
of concessions made to Canada 
exceed those granted by Canada 
to this country, those made by 
the United States largely con- 
cerned foods, lumber, pulp and 
paper. Wood pulp and newsprint 
paper, in fact, accounted for more 
than half the dollar value of im. 
ports bound on the free list. 

The already moderate rates im- 
posed on imports of hand tools 
by Newfoundland were further 
lowered: rates were cut by two 
thirds on sole leather, leather work 
gloves. Reductions on hand tools 
were also made by Ceylon and 
New Zealand. The latter also low- 
ered the rates on general hard- 
ware, at the same time reducing 
the British preferential rate. 

China bound the rates on nu- 
merous iron and steel semi-manu- 
factures as well as varied finished 
items, including ironware and fil- 
ing cabinets. Rates on shop and 
hand tools were bound at 714 per 
cent and varied paints and dyes 
were bound at the existing 35 per 
cent. Rates were also bound on 
varied rubber products. leather 
belting and electrical supplies 
such as sockets, switches, plugs. 
and like items. 

A reduction in several metal 
categories was made by Brazil, in- 
cluding a substantial lowering of 
rates on solder. Chile reduced 


received a 
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rates on radiation equipment by 
40 per cent and bound relatively 
low rates on nuts, bolts, screws. 
bearings, faucets, valves, etc. 
Barbed wire was placed on the 
free list by the Union of South 
Africa. Varied reductions on hard- 
ware items were made by Benelux. 
Czechoslovakia, and other signa- 
tories. 

The agreements completed at 
Geneva will be put into effect pro- 


_ visionally on January 1. 1948, by 


Oo 
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Australia, Canada, France, United 
Kingdom. Benelux and the United 
States. Other countries will in- 
stitute the new rates as soon as 
possible but in no event later than 
June 30, 1948. 

The United States has reserved 
the right to withdraw its conces- 
sions or suspend them should it 
appear that such action is neces. 
sary to protect domestic manufac- 


Import Concessions Granted 
By the U. S. 


METAL, METAL PRODUCTS, ETC. 


Tariff 
Act of 
1930, 
poragraph Product 
312 Sashes and frames of iron or 
steel 
315 Wire rods: Rivet, screw, fence, 


and other iron or steel wire 
rods, nail rods and flat rods up 
to six inches in width, valued at 
not over 2!/¢ per Ib. 
Round iron or steel wire, valued 
at not above 6¢ per |b: 
Not smaller than .095 of one 
inch in diameter 
Smaller than .095 and not 
smaller than .065 of one inch 
in diameter 
Smaller than .065 of one inch 
in diameter 
Any of the foregoing coated 
by dipping, galvanizing, 
sheradizing, electrolytic, or 
any other process with zinc, 
tin, or other metal 
316{c) All wire composed of iron, 
steel, or other metal, not spe- 
cially provided for (except 
gold, silver, platinum, tungsten, 
or molybdenum) 


316(a) 


316(c) Wire rope 
316(c) Wire strand 
317 All galvanized wire not spe- 


cially provided for, not larger 
than 20-1/100 and not smaller 
than 8-1/100 of one inch in 
diameter, of the kind commonly 
used for fencing purposes, gal- 
vanized wire fencing composed 
of wires not larger than 20- 
1/100 and not smaller than 
8-1/100 of one inch in diam- 
eter; and all wire commonly 
used for baling hay or other 
commodities 
318 Woven-wire cloth: 
With meshes not finer than 
30 wires to the lineal inch in 
warp or filling 


With meshes finer than 30 
and not finer than 90 wires 
to the lineal inch in warp or 


filling 


2/10¢ per Ib. 
additional 


25%, ad valorem and 
4¢ per lb. on cop- 


2'/2¢ per Ib., but not 
less than 17!/2 nor 
more than 35% ad 
valorem 


tures of certain items. such as 
rubber. for instance. 
a 

Old Rate New Rate 


i5%, od valorem 15%, ad valorem 


Vag per Ib. Vee per Ib. 
%¢ per Ib. Y¢ per lb. 
Wee per lb. See per Ib. 
Woe per lb. %¢ per Ib. 


1/10¢ per Ib. in ed- 
dition to the rate 
imposed on the wire 
of which it is made 


15% ad valorem and 
2¢ per Ib. on copper 
ou bet 
re per es 

"7 less than 10% 
nor more than 20%, 
ad valorem 

172%, ad valorem 


per content 


35% ad valorem 


Yo¢ per Ib. YVa¢ per |b. 


l¢ per sq. #., 122% 
minimum, 25% max- 
imum, ad valorem 


%4¢ per sq. ft., but 
not less than 10% 
nor more than 20% 
ad valorem er 
3¢ per sq. ft., bu 
not less than 12% 
nor more than 24%, 
ad valorem 


5¢ per sq. ft., 20%, 
minimum, 40% max- 
imum, ad valorem 


(Continued on page 150) 
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Cash registers don’t ring themselves! 


Business will be good in 1948 and afterward—if we 


can sell enough. 


Both of the essential elements of industrial prosperity 


are abundantly present in America today. 


1, There is a huge, unsatisfied demand. Employment 
is at a record 60-million-worker peak. Wages are higher 


than ever before. 
2. Production is shattering all records. 
Obviously, our only problem in '48 is to make these two 


elements—demand and production—work together smoothly 


and properly. 
This can be accomplished only by SALESMANSHIP. 


Once current pent-up needs are satisfied, it will take 
real selling to create demand for new products and 


new ideas. 
Since 1869 
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American industry, on the basis of the sales force 
required to market its products prior to the war and 
in view of the 1948 estimated national income of 200 
billion dollars, needs one million new salesmen immediately. 
The employment and training of this group should be 


our principal concern today. 


Yes, the one and only way to ring the cash register 
is to SELL. . P&P — 6030 


Vice Pres., Charge of Sales 





AZALI INLD piles 
The Cleveland Chain & Mfe Co. 


Cleveland 5, Ohio 


Associate Companies: David Round & Son, Cleve- 
land $, Ohio * The Bridgeport Chain & Mig. Co., 
Bridgeport 1, Conn.* Seattle Chain & Mtg. Co., 
Seattle 8, Wash. + Round California Chain Co., 
So. San Francisco and Los Angeles 54, California 
Woodhouse Chain Works, Trenton 7, N. as 
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Having Trouble Convincing Customers? 


Here Are 


10 Ways to Close More Sales 


Turning objections into clinchers; 
bringing in an ''exclusive'’; offering 
an "extra’'; featuring customer use; 
being specific; offering new uses; 
studying the merchandise; letting 
the customer suggest ideas; making 
him do something and ''typing” him 
are all tried and proven methods to 
use in building sales 


"y 
KS. it's very nice 


looking,” said the customer. She 
glanced around the store aimlessly. 
put down what she had in her 
hand, and turned again to the 
salesman. “Yes. it looks good. 
but I don’t like that sharp corner 
there. Our baby plays with every- 
thing he can get his hands on. 
He might cut himself.” 

The salesman turned hopelessly 
back to his customer. “What you 
say is true.” he told her, “but 
there are a lot of other advan- 
tages. Let me tell vou about 
them...” 

Five minutes later. the woman 
walked out of that hardware store 
with her hands empty. She went 
across the street to another hard- 
ware store, where almost the iden- 
tical merchandise was on sale. 
But this time, she walked out with 
a package in her hands, because 
an alert hardware salesman had 
sold her on the fact that the sharp 
edge to which she at first objected 
was in reality an advantage. some- 
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thing that would give her a little 
extra value for her money. 

The customer bought from him 
because he used creative salesman- 
ship. He created an advantage, a 
selling point, from the poor raw 
materials of a customer objection. 


Creative Selling 


Many a hardware store loses 
scores, perhaps hundreds, of sales 
monthly because the salesmen do 
not know how to sell creatively. 
Just what is creative selling? It 
is what the word implies—creat- 
ing a sale. Creating it out of cus- 
tomer objections, customer quirks, 
ideas and merchandise angles. 

Does this sound hard? Yet. 
there’s nothing either complicated 
or difficult about creative selling. 
Here is a quick run-over of things 





to do, things to watch-for, and 


thing not to do. Try these pointers. 
You'll find them 10 new ways to 
close the sales that used to walk 
out of your store. Train you 
salespeople in them, and you'll see 
the volume begin to climb. 

Under the heading of creative 
selling built around merchandise 
know-how, there are seven things 
you can do to help make two sales 
grow where only one grew before. 
These are: 1—turning objections 
into sales clinchers; 2—bringing 
in an “exclusive”; 3—offering an 
“extra”; 4—putting things in 
terms of customer-use; 5—being 
specific; 6—offering new uses 
and 7—studying the merchandise 
itself in and out, forward and 
backward. 

There are two things you can 
do to make the customer himself 
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STRENGTH CHART 





KNOTS AND SPLICES 





e : 
." HISTORY ; MANUFACTURING . 


ae. ROPE BOOKLET 


Here’s a sparkling new booklet with 36 pages just crammed full of interesting facts 
about the history and manufacture of rope. It contains a lot of useful ev eryday information, 
too... for farmers, ship operators, fishermen and industrial users. It shows how to splice and 
tie knots . . . the really practical kind that are used in many occupations. There's a 

detailed description about how to rig a block and tackle, with 
a weight and strength char. to aid in selecting proper rope sizes. 
Inside pages are attractively = in two colors ... with a 
heavy four color cover... a fine sales aid and reference booklet 
in handy pocket size. Write for a copy. 


Cr ee ee ee ee ee ee eee 


SAVE TIME ...USE THIS COUPON 


, 


Please send me the new American Brand Cordage 


' 
' 
' 
' 
' 
' 
! 
1 booklet. 
1 
' 
| NAME 
AMERICAN MANUFACTURING COMPANY, BROOKLYN 22, N.Y. ' 
' 4 
ROPE * TWINE * OAKUM + PACKING ; een 
' 
BRANCH FACTORY: ST. LOUIS CORDAGE MILLS, ST. LOUIS 4, MO. ¢ =AbonESS 
SALES OFFICES: BOSTON * CHICAGO * HOUSTON « NEW ORLEANS © PHILADELPHIA : CITY ZONE STATE 
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help you to sell him. These are: 
1—letting him suggest the ideas. 
and 2—making him do something. 

You yourself can study your 
customer, and fit him into a 
“type.” 


The Break-Down 


Let’s break these 10 rules down 
into the simple, everyday things 
they are. 

One hardware store owner got 
good results by an intelligent crea- 
tive selling program built around 
rule one: turning objections into 
sales clinchers. Here is how he 
did it. 

Each of the three salespeople 
in his store was ordered to write 
down the reasons why he lost a 
sale whenever the customer walked 
out empty-handed. Before letting 
him go, the salesman asked the 
customer, “Just for the record, sir. 
would you mind telling me why 
you don’t like this item? It will 
help us to stock the items you do 
like next time.” 

At the end of the week, each 
salesman turned in a written re- 
port to his employer. It listed the 
merchandise, the types of custom- 
ers who had looked at each line 
and—item by item—the objections 
that had cropped up in the course 
of talking to the week’s customers. 
These were turned in at store 
closing time every Saturday. The 
owner took them home for study 
over the week-end. Then early 
Monday morning, just before the 
store opened, a brief sales meeting 
was held. One by one, the head 
of the firm listed the objections 
that had been encountered during 
the week, and followed with a 
question: “Has anybody an idea 
for answering this?” 

Out of the informal discussion. 
and helped along by the notes the 
dealer himself had made during 
his week-end study of his cus- 
tomers’ objections, a selling line 
was developed for each item of 
merchandise. If the customer 
didn’t like a sharp edge, she was 
shown how the sharp edge could 
be an advantage to her. Whatever 
the kick, a way was evolved to 
turn it into an advantage—a sell- 
ing point. 

There is an interesting sidelight 
to this case. The system worked 
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so spectacularly that it attracted 
the notice of a manufacturer. The 
dealer whose creative selling idea 
worked on the retail level sold his 
store and now is sales promotion 
manager—at a fat salary——for a 
large manufacturer. His store, in- 
cidentally, is now in the hands of 
an ex-employee who has continued 
the former owner’s creative selling 
methods and is now enjoying the 
highest sales volume in his com- 
munity. 

Rule two is finding an “exclu- 
sive.” An exclusive is something 
that only your merchandise has. 


It is something you can offer the 
customer that your competitors 
cannot. 


Easy to Find 


If that sounds impossible, it 
isn’t. Finding an _ exclusive is 
easy. Every product has some- 
thing that makes it different from 
competing lines. Find out what 
this is. Then play upon it, and 
upon the fact that other lines do 
not have it, and you’ve found an 
“exclusive” that will help to boost 

(Continued on page 147) 
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Released, by permission of Robert Ripley, for reprinting for educational purposes. 


This great Ripley cartoon shows the pitiful plight of the common man, as divested 
of all rights and property, under that vicious form of organized larceny which is Com- 
munism. Therein a cruelly disciplined minute minority is forced to enslave the energies 
of the greater mass of productive people. There government, so-called, owns every- 
thing. But government cannot invent—cannot create. It can only consume. To in- 
vent is solely the function of the individual. With the people's incentives suppressed— 
and with ruling gangsters satiated with loot—there can be no mounting surge of 
invention, as has made and kept America great and her people free. "Working 
from behind her iron curtain," says American Fair Trade Council. "Russia strives to 
reduce to her level the unshackled peoples of the world, first by destroying their 
national obstructions to commercial piracies. Through misguided Americans, she 
labors now to break down our Fair Trade Laws, our Trade-Mark Laws, our Patent 
Laws—and all our great network of protective laws which provide, for our people, 
compelling incentive to create and produce—to make and keep our Nation strong. 
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HAMMER CORPORATION 


FORGED STEEL VISE 












t¢ 


Unbelievably rugged all steel swivel base vise. Width of 
jaw 3Y%2”—opens to 3”. Weight of vise 15 Ibs. Drop 
forgings make vise practically indestructible and allow 
extra wide and deep throat, 2%” x 2%”, for large 

, capacity. Hammering anvil at back of body. Powerful 
SANFORD BROTHERS 6 pitch thread screw with long lever for greater lever- 
bein age, protected by high tensile steel sliding bars. De- 
tachable steel jaw faces, drop forged and rough cuf. 
Swivel base locks tightly at any angle through 180 
degrees. Jaws, screw and lever, side nut and lever, 
highly polished. Front jaw and body painted attractive 
maroon. 


Sales Representatives 


JOHN H. GRAHAM & COMPANY, INC 


5 Duane Street, New York 8, N. Y 


Ask your hardware jobber. 










CHENEY 
NAILER 


Since 1836 
HENRY C 
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IN YOUR HOME TOWN HARDWARE STORE 
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Ten Ways to Close More Sales 


(Continued from page 144) 


sales. Do this with every item in 
the store, and watch all the sales 
figures jump. 

Offering the customer an “extra 
is often the difference between 
closing a sale and wasting 10 
minutes’ time attempting without 
success to do so. Every item in 
your store has some small use 
over and above that for which it 
was made. This use may only be 
in opening bottles. But it is there. 
Finding it, and pointing out to 
the customer how the merchandise 
will do something extra for him, 
can give you a powerful sales 
clincher. 

Studying the merchandise on 
your shelves and counters to learn 
the ins and outs that give you a 
thorough knowledge of the “extra” 
possibilities takes time. It takes 
time, trouble and some sweat. But 
so does nearly everything else that 
produces results. The time spent 
in acquiring such a thorough mer- 
chandise knowledge can pay big 
dividends. 


” 


Stress Usefulness 


In giving the sales talk, speak 
in terms of usefulness to the cus- 
tomer rather than in terms of so 
many nuts and bolts. The cus- 
tomer is interested only in what 
the merchandise will do for him. 
Your spade work in learning your 
stock will pay off here in devising 
creative salesmanship built around 
the uses to which the hardware 
will be put by the customer. 

In addition to the uses stock re- 
search will uncover, this merchan- 
dise knowledge will help you to 
think up new ways in which the 
merchandise can serve. Remember 
that with each new use which you 
and your salesmen can suggest to 
the customer, a new market has 
been opened. New sales can be 
made. New suggestion selling pos- 
sibilities are uncovered. 

How do you discover these new 
uses when the manufacturer him- 
self has exhaustively unearthed 
everything he can find? Some- 
times, manufacturers do not find 
all the angles. In fact, more often 
than not, the alert hardware dealer 
can dig up more new ways in 
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which the customer can apply his 


stock than the manufacturer | 


dreamed of. 
As an example of the fact that 


the manufacturer has not neces- | 


sarily found everything his prod- 
uct will do, take a recent national 
advertising campaign run by a 
cleansing tissue manufacturer. The 
ads in this campaign were all built 
around new, previously unknown 
ways to use the product. The pay- 
off was this: All of the angles ad- 
vertised came from customers— 
not from the company files. 

Finding new uses this way can 
be expensive. Moreover, it would 
be impractical for the average 
hardware dealer. But one south- 
ern dealer did the next best thing. 
He made a game of it, played by 
himself and his salesmen. The 
store’s employees were invited to 
think up merchandise uses that 
could be suggested to customers, 
and an award was given for 
every good idea turned in. By this 
means, scores of new creative sell- 
ing angles were found. 


Standard uses, and a wealth of | 
product knowledge can be gleaned | 
by complete study of all the litera- | 
ture put out by the manufacturers. | 
A study of the advertising angles | 
found effective by the manufac- | 


turer is a quick way in which to 
learn about your stock—and what 
makes it sell. 


Always Be Specific 


In suggesting uses, and in quot- 


ing results the customer may ex- | 


pect from his purchase, be specific. 
Don’t say that the item will do 
“about” so much. Say that it will 
do exactly so much. If it repre- 
sents an improvement over a pre- 
vious model—or over a model 
sold by competitors—say that it 
does 1114 per cent better by actual 
test. This is many times more con- 
vincing than a broad statement 
claiming “between 10 and 15 per 
cent improvement.” Being specific 
helps to create sales. 

There are two things you can 
do to create sales, using as a lever 
the customer himself. One of these 
is to let him think the ideas are 











We HAMMERS: 
Dynamic Nail and Rip- 
per Exclusive patented 
design 


& HATCHETS: 
Patented Dynamic De- 
sign. Power centered 
balance. Years ahead in 
value and utility. 


f) © axes: 
The Perfect and Flint 


Edge. Balance and utility 
wins universal user 
preference. 





... both forged in one 
piece from a bar of steel. 


Wk STEEL Goops: 
Value leaders for more 
than100years.Fire-Hard- 
ened handles add extra 
utility. 





*® SHOVELS: 
The Solid Shank and the 
Dynamic forged socket 









© RODS AND BAITS: 
The Rod of Champions 
... The Lure of Experts. 


PRUNING SHEARS: 
Complete new line, fine- 
ly designed for top effi- 
ciency. 


we GRASS 
CUTTING 
TOOLS: Complete line of quality 
tools produced by modern methods on 
modern equipment. 


! 
| 7 * WEDGE AND 
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Fine Tools + Fishing Roda 
Golf; Shufila 
TRUE TEMPER 
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his own. That is a method as old 
as selling itself. 

The psychology behind this is 
simple. Each of us, underneath, 
is pretty proud of himself. Each 
of us believes that his ideas are 
the soundest, his ways the best. 
and his plans the surest. So if 
you can convince the prospect that 
the selling ideas you’re putting 
forward are his own—by planting 
the germ of an idea in his mind. 
and gently pushing it into a full- 
blossomed idea—you have a surer 
sale than if the suggestions are 
patently those of the salesmen. 
Subconsciously, the customer 
comes to believe that the idea is 
his. His idea must, therefore, be 
sound and good—where the sales. 
man’s suggestions have an obvious 
ulterior motive behind them. 
Hence, desire comes right behind 
the blossoming of the idea. And 
behind desire comes an open 


pocketbook, and a sale. 


Have Him Do Something 


Another way in which to make 
the customer aid the salesman in 
closing a sale is to have him do 
something. It can be as simple 
as feeling the merchandise, hefting 
it in his hands, ux holding it up to 
the light. Inducing the customer 
to do this is easy. Once he has 
handled or examined the merchan. 
dise, he has taken an important 
step toward desiring it. He has 
taken it into his possession. Tem- 
porarily, yes, but still the item has 
passed into his hands. It is, to 
some extent, now his. And he will 
be far more willing to pay in order 
to keep something he has tempo- 
rarily owned, than to pay for 
something on a table, counter or 
floor. He’s taken one step toward 
ownership, and in the process has 
aided the salesmen to sell him. 

A good idea is to type the 
various kinds of customers who 
come into the hardware store. 
People do fall into groups. Each 
group takes a slightly different 
sales treatment than other groups. 
Knowing what sort of preferences. 
habits, desires and dislikes your 
customer has helps you to create 
in his mind a desire for your mer- 
chandise. 

If this sounds like a deep dip 
into psychology, it is not. Here 
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is the way one hardware deales 
typed his customers: 


Six Customer Groups 


Arbitrarily, he chose six general 
groups—talkative, quiet, hard to 
convince, open-mouthed, spender, 
and conservative. 

The talkative customers were 
those who liked to hear their own 
mouths flap. These could be sold 
easily, he discovered, by making 
a few pointed remarks, then allow- 
ing them to talk themselves into 
a sale. 

The quiet customer, on the other 
hand, took a more down-to-earth 
sales effort before he could be sold. 

The hard-to-convince customer 
needed the best selling efforts of 
the owner himself or his star sales- 
nan. 

But the open-mouth customer 
could be sold by anyone, includ- 
ing the porter. He was the type 
ready to believe what was told him 


and, within his means, could be 
sold any merchandise in the store. 

The spender, too, took very 
little selling work. Sometimes he 
needed convincing as to product 
merit, but price was no considera- 
tion. This type of customer would 
be up-traded and often second-sold 
other items besides those for which 
he came into the store. 

The conservative customer, o1 
the other hand, was _price-con- 
scious. More selling work was 
needed to pry open the pocket- 
book than to sell the merchandise. 
Second-selling efforts were usually 
wasted on this customer. 


Tailored Sales Talks 


The store’s sales force was 
taught how to spot these six cus- 
tomer groups, and soon each sales- 
man was able to recognize his 
customer by type after exchanging 
a few words, and was able to 
tailor his selling talk accordingly. 


24 Million U.S. Farms 
Still Lack Electricity 


ORE than 214 million Ameri- 

can farms did not have elec- 
tric service on June 30, 1947, ac- 
cording to the annual Rural Electri- 
fication Administration estimate an- 
nounced recently by the Department 
of Agriculture. The estimates show 
that about 400.000 farms obtained 
central station service during the 
year, prior to June 30. 


Largest on Record 


The connections made during the 
year are the largest on record and 
bring the electrified farms up to 
3,574,641 or 61 per cent as com- 
pared with 3,182,133 or 54.3 per 
cent estimated June 30, 1946. 

An estimate of unelectrified farms 
is required each year under the 
Rural Electrification Act of 1936, 
as a basis for state allotments of 
half of the loan funds newly made 
available by Congress. Of the $225.,- 
000.000 in loan funds authorized for 
1948, $112,500.000 is thus being al- 
lotted. In addition, the administra- 
tor may approve loans from the un- 
allotted half of the loan fund up to 
10 per cent in any one state. 

Farms without electric service, 
the 1947 estimates show, are located 


throughout the nation with nine 
states each having more than 100, 
000 farms unserved and 19 states 
more than 50,000 unelectrified farms 
each. 

Although rural electrification has 
progressed rapidly in many of the 
northeastern and mid-western farm 
states, large numbers of farms in 
these areas still await service. Penn 
sylvania, for example, has more un 
electrified farms than the combined 
number unserved in seven of the 
western states and IIlinois has 
nearly twice as many. 


The Largest Gains 


While the estimate for 1947 is not 
strictly comparable with those of 
earlier years—largely because the 
1945 farm census figures have been 
revised in the interval—an examina- 
tion of the 1947 and 1946 estimates 
indicate that the largest gains in 
the number of farms connected were 
made generally in areas where the 
number of unserved farms was 
greatest. Texas, Alabama, Okla- 
homa, North Carolina, Kentucky, 
Georgia, Tennessee, Arkansas, Mis- 
souri and Mississippi all registered 
large increase in the number of 
farms receiving service. 
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New blade customers come your 
way when it’s known you're handling the 
Star line—the line that’s really complete. 
You also give better saw service to your 
old customers. Handling the Star line 
means every customer gets what he wants 
—no matter what he wants—because there’s 
a Star blade for every job a hack saw or 
band saw can do... PLUS the REPEAT 

Spin g from Star’s finer per- 

‘ des; band saws and 

é more and 
dd it up: 
y for you! 








‘CLEMSON | 


CLEMSCN BROS, inc, Middletown, WT. 


| Masters af hand and powe: hack saw blades 





| 4 , tol ¢ saw blades and 








328 Flexible metal tubing or hose, 


$1.2 Billions in Concessions Won 


| On Major U.S. Exports 


Import Concessions By the U. S. 
(Continued from page 140) 





Tariff 
Act of 
1930, 
paragraph Old Rate 


Product New Rate 





With meshes finer than 90 
wires to the lineal inch in 


| 
| warp or filling 50% ad valorem 


30% ad valorem 
321 Antifriction balls and rollers, 
finished or unfinished, for what- 
ever use intended 
327 Cast-iron andirons, plates, stove 
plates, sadirons, tailors’ irons, 
hatters: irons, but not including 
electric irons, and castings and 
vessels wholly of cast iron, in- 
cluding all castings of iron or 
cast-iron plates which have 
been chiseled, drilled, ma- 
chined, or otherwise advanced 
in condition by processes or 
operations subsequent to the 
casting process but not made 
up into articles, or parts there- 
of, or finished machine parts. 
327 Castings of malleable iron not 
specially provided for: 
Heel and other plates for 
boots and shoes 10% ad valorem 
Other 20% ad valorem 
328 Lap-welded, butt-welded, seam- 
ed, or jointed iron or steel 
tubes, pipes, flues, and stays, 
not thinner than .065 of one 
inch: 
If not less than 3% of one 
inch in diameter 
If less than 3% and not less 
than '/, of one inch in diam- 
eter 1'4¢ per Ib. 
If less than '/2 of one inch 
in diameter 134¢ per Ib. 
Provided, That no tubes, 
pipes, flues, or stays made 
of charcoal iron shall be sub- 
ject to a less rate of duty 
than \'44¢ per lb. 


8¢ per Ib. and 25% 


4¢ per Ib. and 25% 
ad valorem 


ad valorem 


10% ad valorem 10% ad valorem 


5% ad valorem 
10% ad valorem 


Ye per |b. %e per Ib. 


e¢ per lb. 


Wg¢ per |b. 


Ye¢ per Ib. 


whether covered with wire or 
other material, including any 
appliances or attachments af- 
fixed thereto, not specially pro- 
vided for 
329 Chain and chains of all kinds, 
made of iron or steel: 
Not less than 3 of one inch 


30% ad valorem 20% ad valorem 


in diameter y ~_ 
Less than 3% and not less at or 4h per /a¢ per Ib. 
than 5/16 of one inch in 
diameter 1! er Ib. 
Less than 5/16 of one inch in At P l¢ per Ib. 
diameter 4¢ per Ib. 
329 Anchor or stud link chain: ad 2¢ per Ib. 
Two inches or more in diam- 
eter 1/2¢ per Ib. Ib. 
Less than two inches in diam- ”e Ye per 
eter 2¢ per Ib. ! Ib. 
330 Nuts, nut blanks, and washers, eased 
of wrought iron or steel 6/10¢ per lb. 3/10 lb. 
| 330 Bolts, with or without threads V006 pee 
or nuts, and bolt blanks, of iron 
or steel. I¢ per Ib. Yo¢ per lb. 


| 330 Spiral nut locks, and lock wash- 


ers, of iron or steel 20% ad valorem 


35% ad valorem 


| 331 Cut nails and cut spikes, of iron 

or steel, exceeding two inches 

in length 4/10¢ per [b. 3/10¢ per |b. 
331 Hobnails and cut nails, of iron 

or steel, not exceeding two 


inches in length 15% ad valorem 10% ad valorem 
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* Economy Lo 
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YOU furnish 


the steel 





If you or your customers can supply us with 12 to 24 
gauge sheet steel, we will supply you pound for pound 
with any selection of Lyon standard products now in 
production. 


Or, we will manufacture to your customer’s specifica- 
tions, in Lyon production run quantities, assemblies, 
sub-assemblies, or parts in gauges No. 8 and lighter up 
to No 30. 


LYON will make 


the product 


—AND YOU GET PROMPT DELIVERY 


LYON METAL PRODUCTS, INCORPORATED 


General Offices: 123 Monroe Avenue, Aurora, Iilinois 





Branches and Dealers in All Principal Cities 














A PARTIAL LIST OF LYON PRODUCTS 
*Shelving ¢ Kitchen Cabinets eFiling Cabinets Storage Cabinets e Conveyors Tool Stands ¢Flat Drawer Files 
*lockers © Display Equipment *Cabinet Benches ¢Bench Drawers eShop Boxes Service Carts Tool Trays ¢ Tool Boxes 
* Wood Working Benches e Hanging Cabinets «Folding Chairs © Work Benches *Bor Racks *Hopper Bins © Desks * Sorting Files 
*Economy Locker Racks Welding Benches ©Drawing Tables © Drawer Units ¢ Bin Units e Parts Cases @ Stools elroning Tables 
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7) 
RANGE 


ae: CONNECTORS 


ref 


THE ONLY gas range con- 
nector using malleable iron 
fittings, the standard gas fitting 
material and best for the pur- 
pose ... a heavy flared tube | 
fitting combined with special J 
alloy aluminum tubing with ce 
.049” wall thickness. A connec- | 
tor built to ‘‘take it’’! UNDER- 
WRITERS APPROVED for 
all gases. 








i 
EASY DOES IT. The long 
10° tapered cone of a Superseal 
fitting assures permanently | 





a 





|| gas-tight seal. There’s no need 
to be ‘‘brutal’’ when tightening 
the nut, but you need not fear 
shearing the tubing or damag- 
ing the fitting. Tubing can be 
bent sharply close to the fitting 

ideal for flush-to-wall instal- 
lations. 





| 

(f COMPETITIVELY PRICED 
even though “‘the best”. Avail- 

i] able in any combination of 
elbows and straight fittings as 

pe required. Write for complete 

= description. Over 400 U. S. 
Distributors . . . one near you. 


epee, 


DIVISION 


COLUMBIA MALLEABLE 


| CASTINGS CORPORATION 


COLUMBIA, PA. 
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Tariff 
Act of 
1930, 


paragraph 


Product 


Old Rate 


New Rate 





331 


33! 


331 


332 


355 


Nails, spikes,, tacks, brads, and 
staples, made of iron or steel 
wire: 

Not less than one inch in 

length nor smaller than .065 

of one inch in diameter 

Less than one inch in length 

and smaller than .065 of one 

inch in diameter 
Staples, in strip form, for use 
in paper fasteners or stapling 
machines 
Spikes, tacks (not including 
thumb tacks), brads, and sta- 
ples, not specially provided for 
Rivets, studs, and steel points, 
lathed, machined or brightened, 
and rivets or studs for non-skid- 
ding automobile tires 
Rivets of iron or steel, 
specially provided for 
Screws, commonly called wood 
screws, of iron or steel 
Saddlery and harness hardware; 
all articles of iron, steel, brass, 
composition, or other metal, 
commonly or commercially 
known as saddlery or riding 
bridle hardware: 

If not plated with gold or 

silver 

If plated with gold or silver 
Cutting tools of any kind con- 
taining more than 1/10 of | 
% of vanadium, or more than 
2/10 of 1% of tungsten, mo- 
lybdenum, or chromium 


not 


Table, butchers’, carving, cooks’, 
hunting, kitchen, bread, cake, 
pie, slicing, cigar, butter, vege- 
table, fruit, cheese, canning, 
fish, carpenters’ bench, cur- 
riers’, drawing, furriers', flesh- 
ing, hay, sugar-beet, beet-top- 
ping, tanners’, plumbers’, paint- 
ers’, palette, artists’, shoe, and 
similar knives, forks, and steels, 
and cleavers, all the foregoing, 
finished or unfinished, not spe- 
cially provided for: 
With handles of mother-of- 
pearl, shell, ivory, deer, or 
other animal horn 
With handles plated with and 
in chief value of silver 
With handles of silver (other 
than plated with silver), or 
other metal than aluminum, 
nickel, silver, iron or steel 
With handles of hard rubber, 
solid bone, celluloid, or any 


pyroxylin, casein, or similar 
material: 
Table, carving, cake, pie, 


butter, fruit, cheese, and 
fish 
Other 

With handles of wood or 


wood and steel if specially 
designed for other than 
household, kitchen, or but- 
chers' use, or with handles 
of nickel, silver, or steel other 
than austenitic: 
If less than four inches in 
length, exclusive of handle 
lf four inches in length or 
over, exclusive of handle 
(except hay forks and 4- 
tined manure forks) 


4/10¢ per lb. 


%y¢ per |b. 


2¢ per lb. 


6/10¢ per |b. 


30% ad valorem 


I¢ per |b. 


25% ad valorem 


20 or 25% ad 


valorem 


30%, ad valorem 


60% ad valorem 


8¢ each and 
ad valorem 


10¢ each and 


ad valorem 


16¢ each and 


ad valorem 


4¢ each and 
ad valorem 
8¢ each and 
ad valorem 


2¢ each and 


ad valorem 


4¢ each and 
ad valorem 


25% 


25% 


35% 


25% 


35% 


25% 


25% 


2/10¢ per Ib. 
Vo¢ per Ib. 


2¢ per Ib. 


Yo¢ per lb. 


15% ad valorem 


V/¢ per |b. 


15% ad valorem 


12'/2°% ad valorem 
15% ad valorem 


30% ad valorem 


4¢ each and 12!/2% 
ad valorem 
5¢ each and 12!/2%, 
ad valorem 


16¢ each and 35% 
ad valorem 


i) 
° 


2¢ each and !2' 
ad valorem 

8¢ each and 35% 
ad valorem 


2¢ each and 25 


ad valorem 


4¢ each and 257% 
ad valorem 
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STANLEY 


& PRM Mia RL PE PEPE TORE EBs, « £7 SR 


Rolling or Sliding 


DOOR 
HARDWARE 


* Garage, barn and industrial plant 
doors roll with “streamliner smooth- 
ness” on Stanley Hangers and Stanley 
Track. The frictionless hangers — 
with ball bearing swivels and roller 
bearing wheels — coast quietly and 
easily under fingertip operation. 


Rae 





Stanley Door Hardware assures 
permanently carefree doors 















the sections tightly into a single length 
of track, as required. Every possible 
combination of track brackets for dou- 
ble and triple door sets can be fur- 
nished. 


Complete hardware sets are avail- 
able for folding or sliding garage or 
barn doors in openings from 9’ to 16’ 
width. Three sizes ‘of track 





because of the weather- 
protected, dirt-shielded 
track feature. The track sec- 
tions are uniformly straight 
as a die and Stanley “Hold- 
Fast” Track Clamps bind 





> IS 


iy r 


and hangers fill require- 
‘| ments of any sliding door 
| up to 1000 pounds, and 
two-way adjusting nuts 
assure exact fit. The Stanley 
Works, New Britain, Conn. 


Send for descriptive folder 


HARDWARE 


STANLEY 


CAREFREE DOORS 





Reg. U.S. Pat. Off, 


HARDWARE-HAND TOOLS-ELECTRIC TOOLS 
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Air Equipment Co. 
announces it’s line 
of heavy duty 


rl gi0-AIR ANS 


Fifty-four years of experience and 
progressive engineering go into the 
manufacture of the new heavy duty 
industrial and household FRIGID- 
AIR-FANS. 


These large, carefully engineered 

units are built for long, hard serv- 

ice, with a minimum of operating 
, and maintenance cost. 





Belt Driven FRIGID - AIR - FANS 
range in size from 30” to 48” and 
are equipped with heavy duty 110 
or 220 Volt 60 cycle single phase 
AC motors. FRIGID - AIR - FANS 
frames are sturdily constructed with 
12 gauge hot rolled steel panels— 
complete electrical welding assures 
greater strength and less vibration. 
Reports from customers and deal- 
ers everywhere are uniformly free 
of trouble. 

Direct Connected Industrial 
FRIGID-AIR-FANS range in size 
from 12” to 30” and are equipped 
with heavy duty 110 or 220 Vole 
60 cycle AC motors. These units 
also boast the FRIGID-AIR-FAN 
completely welded frame. 

Air Equipment Co. now offers new 
and protected franchises — attrac- 
tive discounts and immediate de- 
livery to Manufacturers’ Agents 
and Distributors interested in han- 
dling this complete line of ven- 
tilating fans. 


Mailed the attached 
coupon today 
May 





i T 
AIR EQUIPMENT CO. Oday 
1713 W. Carroll Ave., Chicago, Ill. 


Please send me, without obligation, com- 
pleteinformationonthe FRIGID-AIR-FANS. 


Name_ 
Address 








City State 


AIR EQUIPMENT CO. 





1713 W. Carroll Ave., Chicago, Ill. 
Worehouse—630 S. Miller St. 
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Tariff 
Act of 
1930, 


paragraph 


Product 


Old Rate 


New Rate 
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357 


With handles of any other 
material, including those with 
handles of wood or wood and 
steel not specially designed 
for other than household, 
kitchen, or butchers’ use: 
lf less than four inches in 
length, exclusive of handle 
If four inches in length or 
over, exclusive of handle 
(except hay forks and 4- 
tined manure forks) 
Any of the foregoing without 
handles: 
With blades less than six 
inches in length 
With blades six inches or 
more in length (except hay 
forks and 4-tined manure 
forks) 
Hay forks and 4-tined manure 
forks, finished or unfinished, 
not specially provided for, 
with handles of any material 
other than those specifically 
mentioned in paragraph 355, 
Tariff Act of 1930, if four 
inches in length or over, ex- 
clusive of handle, or without 
handles, with blades six inches 
or more in length 


Planing- machine knives, tan- 
nery and leather knives, tobacco 
knives, paper and pulp mill 
knives, shear blades, circular 
cloth cutters, circular cork cut- 
ters, circular cigarette cutters, 
and all other cutting knives and 
blades used in power or hand 
machines (except knives and 
blades for meat-cutting, meat- 
slicing, or meat-chopping ma- 
chines, and except roll bars, 
bed plates, and other stock- 
treating parts for pulp and 
paper machinery) 


Pruning and sheep shears, and 
blades for the same, finished 
or unfinished: 
Valued at not more than 50¢ 
per dozen 
Valued at more than 50¢ and 
not more than $1.75 per 
dozen 


Bicycles with or without tires, 

having wheels in diameter 

(measured to the ogper circum- 

ference of the tire): 

Over 25 inches: 

If weighing less than 36 
Ibs. complete without ac- 
cessories and not designed 
for use with tires having a 
cross-sectional diameter 
exceeding 156 inches 
Other 


Over 19 but not over 25 


inches 


Not over 19 inches 


2¢ each and 35% 
ad valorem 


8¢ each and 35% 


ad valorem 


2¢ each and 25% 
ad valorem 


4¢ each and 25% 


ad valorem 


2¢ each and 
ad valorem 


12%, 


20% ad valorem 


3'/2¢ each and 45%, 
ad valorem 


15¢ each and 45%, 


ad valorem 


$2.50 each, but not 
less than 15%, nor 
more than 30% ad 
valorem 

$2.50 each, but not 
less than 15% nor 
more than 30% ad 
valorem 

$2 each, but not 
less than 15% nor 
more than 30% ad 
valorem 

$1.25 each, but not 
less than 15% nor 
more than 30% ad 
valorem 


(Continued on page 284) 


2¢ each and 17'/% 


ad valorem 


8¢ each and 35%, 


ad valorem 


I¢ each and 12'|2% 


ad valorem 


2¢ each and 12!/,% 


ad valorem 


2¢ each and 12% 


ad valorem 


20% ad valorem 


134¢ each and 


22'/,2% ad valorem 


7'/2¢ each and 


22'/2% ad valorem 


$1.25 each, but 
less than 7!2% 
more than 15% 
valorem 

$2.50 each, but 
less than 15% 
more than 30% 
valorem 

$2 each, but 
less than 15% 
more than 30% 
valorem 

$1.25 each, but 
less than 15% 
more than 30% 
valorem 


nor 


not 
nor 


ad 
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LAKESIDE ALUMINUM COMPANY 


MENOMONIE, WISCONSIN 
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brightly lighted at night after is is closed for business. 


Passers-by on the street have a complete view of the entire establishment. 


Gave Themselves a Christmas 


Present—a New Store 


Owners of M. & S. Hardware open new, thoroughly 


modern establishment which 


is air-conditioned 


and has ample parking space for its customers 


icaasin “RED” 


SIMPSON and Hoyt Meyer gave 
themselves—and their community 
of less than 9,000 population—a 
Christmas present in the form of 
a brand new store. Located in 
Edinburg, Tex., the new quarters 
of M. & S. Hardware were designed 
to help merchandising—and do. 

Of steel and cement construc- 
tion the store boasts a 50 ft. front 
and runs 80 ft. deep. It is all 
display space, with warehousing 
taken care of in a separate ware- 
house building. Windows are full- 
view with the exception of a lim- 
ited space to the left of the off-set 
door, and there are no pillars to 
obstruct vision. 

Previously M. & S. Hardware 


occupied rented quarters half a 


156 


block from the present location. 
Says Mr. Simpson, “The old build- 
ing was long and narrow. It was 
like working in a long tunnel and 
was uninviting to feminine cus- 
tomers. We were handicapped be- 
cause we could not effectively dis- 
play our merchandise. Our most 
attractive merchandise we could 
put in the front of the old store. 
but could not draw people into 
the rear to shop around. Cus- 
tomers would come in, ask for a 
specific item, buy it and invariably 
head for the door, We could hold 
a few by suggestions. But we 
could not run our inventory to 
them. And to pick out a few items 
from the thousands in stock was 
a poor stab in the dark. We lost 
sales, and we knew it. But not to 
the extent that actually occurred. 





“On Dec. 13th—and | am not 
superstitous—we opened our new 
store. People with no other in- 
tention than to walk in and wish 
us well walked out after making 
purchases they never had intended 
to make. The reason for this is 
simple. They saw what we had. 
The store is well lighted with 
natural light pouring in from 50 
ft. of window space and from rows 
of fluorescent lighting. The cus- 
tomers examining merchandise at 
one counter can see the merchan- 
dise on the next counter, or all 
over the store, for that matter. 
If only curiosity moves them to 
look closer they move on. People 
circulate around the new store in 
stead of popping in and popping 
out. 


(Continued on page 159) 
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HUSK 


REDESIGNED to give feature upon feature exclu- 
sive with Husky! Super-precise, rust-proof die 
cast zinc gears that will mesh with ease and 
quiet never before attained in a hand-operated 
ice cream freezer! Gear “teeth” that will always 
remain clean and never chatter and grind like 
old-fashioned ice cream freezer gears. Husky 
is engineered. 


CONSIDERATION at last—for the arm that turns 
the crank! The ice cream freezer industry has 
never troubled its 200-year-old head about the 
arm that puts out all the power for making ice 


Fow Quer 


cream! But the 1948 Husky does care—and by 
careful regard for proper and accurate mechan- 
ical alignment gives super-smooth action! 
Husky is engineered for performance. 
IRRESISTIBLE smartness in styling and color for 
instant Husky sales appeal! When shoppers see 
the glistening, gay 1948 Husky they'll say at 
once, “That's for me!” And they'll know they've 
made the right choice when they move in for 
a close-up inspection of the trim, smoothly- 
finished, well-made working parts. Yes, Husky 
is engineered to sell! 


Manufacturers of the Famous “Dolly Madison” Electric Ice Cream Freezer 


YEARS OLD 


Manufacturers of America's Favorite Ice Cream Freezers... 
HOME OFFICE: OTTAWA, ILL. — EXPORT OFFICE: 201 N. WELLS ST... CHICAGO 
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the ASH AWAY 
LIP-CAST REEL 








Eliminates 


back lash 


* Easily adiusted * Permits use 
of extremely 


light tackle 





PRICED TO ’ 
RETAIL AT P2220 


ederal T 


ee ; 
ax included 






*® Reels with 
right hand 









* Mounted 
* Trigger control on top of 
assures accurate rod 
. casting 


Developed after years of experiment—incorporating all the advantages of 
the slip-cast technique with important new features never before available 
—brought to you by ASHAWAY, INC., associate company of Ashaway Line 
& Twine Manufacturing Co.—built by the Ohio Tool Company of 


Cleveland to ASHAWAY specifications under ASHAWAY supervision. 


FIRST OF AN IMPORTANT NEW LINE 
OF FINE FISHING EQUIPMENT ..- 


In 1946, Ashaway Line & Twine Manufacturing 
Co. established a new firm—ASHAWAY, INC.— 
with the purpose of developing related items 
of fishing equipments worthy of ASHAWAY 
endorsement. We take pleasure in presenting 
the ASHAWAY SLIP-CAST REBL as first of our new 
line of superior products. 


ASH AWAY, INC, Westerly, Rhode Island 
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Gave Themselves 
A Christmas Present— 
A New Store 


(Continued from page 156) 


“From the front to the rear, 
every inch of space is given to 
displaying our merchandise. The 
tops of our counters serve as table 
tops. The bottoms, or sides, are 
for displaying merchandise and 
not for storing unopened cartons. 
Our displays are spaced far apart 
to avoid any possibility of giving 
the effect of crowding. People 
seem to feel free to move around 
in wide aisles. 

“And, to further customer con- 
venience, we keep all our lines 
segregated by departmentization. 
But the store still maintains the 
appearance of a unit. One thing 
that we have received many com- 
ments on was the fact we only 
display merchandise on the floor 
that would naturally be used on 
the floor or the ground. We even 
have our children’s bicycles dis- 
played on top of a counter. This 
was done to draw immediate at- 
tention to them. 


Sporting Goods to Grow 


M. & S. Hardware has a sport- 
ing goods department, to be en- 
larged as fast as possible. With 
their new building they are adding 
new lines. “Within six months,” 
explained Mr. Simpson, “we will 
increase our inventory 50 to 80 
per cent. We figure we did a fine 
job getting what merchandise we 
have together for our opening. It 
is our intention, or ambition, to 
have a stock so complete in the 
hardware line that we can take 
care of our customers’ wants. This 
is important. The average person 
feels that when we don’t have what 
he wants, we deliberately slighted 


him in our calculations. Unfair 
attitude, but true nevertheless. 
People have told us that. Unin- 


tentionally we disappointed them. 
And always we suffer the conse- 


quences. 


An Air-Conditioned Store 


“We air-conditioned our store, 
an added expense. We had a 15- 
ton unit installed. Because our 
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than any other ROLLER SKATES in the world 


TO INCREASE YOUR ROLLER SKATE SALES, 
SELL UNION’S NO. 5 BECAUSE .. . 


1, Better Made -— Double ball race bearings. Each bearing contains 18 
balls. Flexible (cushion) sole plate. Highest quality for speed and wear. 


2. Better Looking — Beautifully finished and plated. Saddle-leather straps. 
Colorful, sales building package, clearly marked for quick identification. 









3. Lower Priced- The economies of Union's immense productton are 
passed on to the dealer and the consumer. Quality for Quality, UNION 
SKATES are the best buy on the market. 


When ordering from your Jobber specify 





ROLLER AND ICE SKATES, 
FISHING RODS, HAND TOOLS 


Torrington, Conn. 
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Charles Simpson, at the left, shows two of his salesmen a new clock and 
explains it so that they will be able to describe its features to the 
customers. "If owners show no interest, their salesmen won't", he says. 


store is completely insulated, this 
size unit will do the job, so the 


engineers assured us. We could 
have suffered it out during the hot 


Planned Modernization While at War 


(Continued from page 130) 


type of merchandise requires more 
selling effort than less expensive 
items, this location offers the very 
real advantage of avoiding inter- 
ruptions from friends and other 
customers in closing a sale. The 
section is easily visible from the 
front of the store. An appliance 
or two is usually spotted in a 
prominent location in the window 
display area to remind less ob- 
servant customers that the firm 
carries this type of merchandise. 
Further expansion is planned to 
enlarge this department to double 
its present depth. 

\ further advantage of the 
modernization and expansion pro- 
gram has been greater facility in 
stock control which the new plant 
makes possible. Departmentaliza- 
tion of merchandise permits break- 
ing down responsibility for main- 
tenance of stock so that the sales- 
man in charge of each department 
is solely responsible for entering 
items as they become depleted, in 
the “want” book. He also is re- 


160 


sponsible for arranging displays 
and for the neatness and cleanli- 
ness of his department. 
Responsibility is also delegated 
to one man—Bill Watson, the 
firm’s oldest employee —for the 
critical job of receiving and pric- 


months, but figured the customers 
wouldn’t. They have been taught 
to expect to be able to shop in 
comfort by others. Also instilled 
in their minds is the thought that 
the merchant who will not give 
them air conditioning does not 
appreciate their business. Who is 
going to swelter in my store when 
competitors offer them comfort 
and consideration? 


The Parking Problem 


“Parking is another problem. 
We have a 3,000 sq. ft. parking 
lot in the rear that is reached via 
an alley. We sacrificed this space 
by having a, warehouse elsewhere 
in order to accommodate our cus- 
tomers. In planning our new 
store, we did not forget to figure 
that customers alone would make 
our venture profitable . . . or the 
reverse. And, I am glad to say. 
that we have the assurance of cus- 
tomer patronage in the short time 
we have been open in our new 
location.” 


ing all incoming merchandise. 
Ralph Chambers takes sole respon- 
sibility for the buying, while Jack 
handles the office end of the busi- 
ness. Both brothers, of course, 
work together in shaping the 
firm’s merchandising and promo- 
tional policies, and both fill in as 
clerks on the selling floor as 


needed. 


Hardware Dealers Want Modern Store Interiors 


(Continued from page 125) 


association. They are very satis- 
factory in every respect.” 
* * * 

“We are awaiting more favor- 
able building costs and intend to 
enlarge our entire building. Labor 
has to learn that it must produce 
quality and reasonable quantity 
to justify the high wage scale. All 
general contractors are not in-* 
terested in new work.” 

* 7. * 

“We have just completed our 
interior modernization. The build- 
ing is leased and the lease does 
not run long enough to change the 
front.” 


“Not interested for at least one 
to two years due mostly to present 
economic conditions in our area.” 


* * * 


“Just purchased the building 
we occupy but will do nothing but 
the most necessary maintenance 
until prices are in line with our 
earnings of the business.” 


* * * 


“After our experience in 1946 
with the remodeling of our store 
interior, we are afraid to start 
on the outside. Material and labor 
are quite high and very scarce and 
both very, very poor.” 
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YOU’RE RIGHT AS RAIN WITH 


You SEL, QUA 
with CONE 


wHEN 


Since 1904 Ross Sprinklers and Spray Equipment 
have built an ever-increasing customer demand. The 
confidence established by reason of Ross quality 
assures dealers of dependable sales that promote 
lasting friendship. It pays to tie in with the Ross line. 
“You're right as rain with Ross.” The popular selling 
lines shown here are but suggestive of the quality 
in all of the 140 or more Ross products. Each offers 
sure-fire sales winning features. Write for catalog 
of complete line. 


THE ROSS NO. 10 
Body of sprinkler drawn from 
flat sheet of solid brass. Has 
no seams, The perforated 
face will not loosen and is 
soldered from inside, mak- 
ing the sprinkler leak-proof 
and nicely finished. Patent 
baffle plate insures even 
distribution of water across 
the entire face. Dispersion is 
in a soft, fan-like spray. 


44 YEARS OF BUILDING 
SPRINKLER SATISFACTION 


THE ROSS SPRINKLER CO. 


34 ROBERTS ST. «© PASADENA 3, CALIF. 





We sell exclusively through 
jobbers. New territories now 
being opened. Inquiries invited 
from reliable jobbers. 


JANUARY 15, 1948 
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THE ROSS NO. 24 
REVOLVING SPRINKLER 


1. Uniform coverage to 40’ 
diameter. 

2. Saturates ground without 
flooding. 

3. Stainless steel bearings, 
longer life. 

4. Heavy brass tubing with- 
stands high pressure. 


5. Base guaranteed not to 
break. 


. THE ROSS “SQUARE 
SPRAY” HEADS 
Body of cast brass in one 
piece. Interior parts made 
of sheet brass are acces- 
sible from top without re- 
moving head. This is a 
popular and efficient head, 

though inexpen- 
sive. Throws a 
SQUARE spray. 

“ Best operation at 
12’ spacing. 





THE ROSS SPRINKLER CO. 
34 ROBERTS ST., PASADENA 3, CALIF. 


We are interested in the dependable line of Ross 
Sprinklers and Spray Equipment. Please send us your 


latest catalog ond descriptive literature. 


NAME 


ADDRESS 
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The Ad-Viser 


The Direct Mail Campaign 


In this instalment, the author discusses the direct mail 
campaign and the three paths which may be followed—the 
varied item plan, varied list plan and build-up plan 


W.,.. a dealer de- 


cides to promote merchandise by 
means of direct mail, there are 
certain factors which must be 
given first consideration. Prima- 
rily, he determines how much 
money he can afford to spend. 
The appropriation affects both the 
quantity and size of the mailing 
pieces. Then he decides how long 
his message should be within the 
limitations of his costs. His rough 
layout will include the approxi- 
mate amount of words and illus- 
trations which will be used. Then 
‘follows the production of the di- 
rect mail piece as discussed pre- 
viously in this column. However, 
one of the most important post- 
production factors to consider is 
the campaign. What plan will be 
used in sending the mailer? How 
will the lists be exploited to the 
fullest extent? What should be the 
organization of mailing to result 
in maximum sales? In line with 
this, there are three possible paths 
to follow: 


The Varied Item Plan 


This type of campaign entails 
the sending of different mailings 


containing varied items to the 
same list. This plan is especially 
adaptable for the hardware mer- 
chant since he can offer his items 
at various intervals to his regular 


customer list. It is excellent to 
stimulate business with off season 
specials. Sales and merchandising 
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Part 12 


By IRVING SETTEL 


Advertising Manager, 
Concord's, Inc. 
Instructor of Advertising, 
Pace Institute, New York City 


oS 


events can be publicized in co- 
ordination with newspaper and 
radio advertising. This would 
make the campaign thorough and 
complete. 


The Varied List Plan 


This plan is effective when the 
hardware dealer possesses items 
which he is anxious to unload. It 
is good too when he has acquired 
a series of lists from non-competi- 
tive merchants: In this case, the 
advertiser will subject the list to 
a test mailing offering one item 
at a time. In this way, he can 
determine the value of the list plus 
the desirability of the merchan- 
dise. After making the rounds 
with a single item, the hardware 


oe 2 


EDITOR'S NOTE: The author 
solicits readers' advertising 
problems which will be 
treated in an "Ad-Clinic” 
running concurrently with this 
series. 

Send your problems and your 
ads to the author in care of 
Hardware Age. Good ex- 
amples of hardware store 
advertising will be welcomed. 


dealer may try a new item and go 
through the various lists again. 





The Build-Up Plan 

In selling high priced items, it 
often becomes necessary to sell 
your merchandise with a series of 
direct mail pieces rather than a 
single piece. Here, it is wise to 
use the build-up plan. First, the 
advertiser plans a series of mailers 
to be sent the identical list or lists. 
Each piece will contain a story 
about the merchandise being of- 
fered, and will serve two purposes. 

1. It will attempt to make a 
quick sale and end the campaign. 

2. It will lead up to the next 
mailing piece, serving as a wedge 
to arouse interest in the coming 
advertisement. The entire unit is 
planned as a complete campaign 
rather than individual units. The 
build-up plan is also used effec- 
tively to prepare a list of custom- 
ers for a prospective catalog. By 
sending a series of direct mailers 
first, great interest is stimulated 
and when the catalog finally ar- 
rives, it is looked upon with great 
respect. The effects of this, show 
up in orders. 

The build-up plan has been used 
successfully in “dun” collections, 
accounts in arrears, etc. Usually, 
a series of letters is planned, each 
mailing increasing in strength. 
The culminating letter suggests 
legal action, court unpleasantries, 
etc. Thousands of hardware 
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© ll Ii) OR METAL SHAVINGS 
CAN’T DROP IN FOOD! 


aring lid from can directly under rim gives GENIE more sales-making advantages than 
can opener on the market today: positively prevents lid or metal shavings from drop- 
yin food; opens any size or shape can, leaves straight, clean edge; permits easy 
Seger wal of solid foods; no blades, no levers, no adjustments—no cleaning or sharpening. 
1Z ol- 

spones. de of finest grade steel, heavily chromium plated, GENIE’s streamlined beauty is 
ln ss table in two models. Model 400 may be fastened inside cupboard, on wall or shelf, 
paign. away when not in use; sells for $3.50. GENIE 410 Built-In Model fits flush with the 


ee land may be easily installed in any wall finishing in new or old homes. Sells for $7.50. 





wedge © GENIE BUILT-IN MODEL may be per. 
oming manently installed in wall or in cupboard. 


unit is 
ipaign 
The 
effec- 


ustom- 


® FOLD-AWAY. Genie 400 Model ® CLEAN, SANITARY. Genie ®@ FEATHER TOUCH. Genie’s au- 
folds away in cupboard out of shears lid from any shape can, tomatic shearing action removes 
sight, but always ready for use. holds lid until can is removed. lid and rim from body of can. 


Get This ‘Sree 3-Color Sales Display 
with Special Introductory Deal! 


GENIE is beautifully packaged. Nationally advertised in Saturday Evening Post 
Life, Parents, Sunset and other leading publications—backed by full dealer helps. 


’ 


Robert 1. Clark 


9330 Santa Monica Boulevard e Beverly Hills, California 









STRIP-SEAL 
SELLS! 


This little Strip...Seals out cold ! 


just PRESS <i / 
INTO PLACE = / 
woooRs AND out 
to stop 9OP* 
or cracks 
Keeps ovt 
drotts, cold 
ond dirt. In- 
sures o wormer 
healthier home 
















Mastic weather- 
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THE SATURDAY 
EVENING 


The Strip-Seal ad- 
vertisement above is 


POST 


now appearing in.. 





Sells in cellophane packets. . $.29 


Sells in cartons 
(pkg. of 5 packets)... . $1.35 


(For West slightly higher 








2/% 
i tig little strip seals those CRACKS! 
( Ba, Smee 
Q. "A 









Here’s a real stopper! Die-cut 
hole accurately shows customers 
how much heat is lost when 
windows are not tightly fitted 
or sealed with Strip-Seal! One dis- 
play is packed in every shipping 
case you buy (13 cartons). 


Improve customer service — 
glaze with Mastic-Glaze 


TREMmCcO 


MANUFACTURING CO 
CLEVELAND 4, OHIO 











} 
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dealers can vouch for the plan’s 
effectiveness. 

It is well to remember that 
while any one of these plans can 
be used exclusively, most adver- 
tisers will use a combination of 
all three stressing any one accord- 
ing to individual needs. 


Following Up Inquiries 

In order to build a list, some 
hardware dealers advertise in 
newspapers or other periodicals 
offering free catalogs, literature, 
even inexpensive merchandise. 
While this has proved effective. 
caution must be displayed. Most 
of the returns will be good poten- 
tial customers. However, many 
letters will be from “coupon send- 
ers,” persons who write for any- 
thing and everything which is 
offered free of charge. These must 
be carefully weeded out. 

In building a list with publica- 
tion advertising, it is necessary to 
be prepared to send the literature 
requested and follow-up material 
which will lead to a substantial 
sale. Here are some rules which 
can be followed: 

1. Answer the inquiry promptly 
and thoroughly. 

2. The inquirer 
thanked for writing. 

3. If an order does not result 
from the first follow-up, subse- 
quent letters should be mailed at 
regular intervals. Each letter 
should contain some new informa- 
tion of “value” to the recipient. 

4. Each succeeding letter must 
make a stronger bid for the order. 

5. Additional incentives can be 
offered in the final letter of the 
series. 


Checking the Lists 


Very often, a direct mail ad- 
vertiser uses two or three lists at 
the same time. If he is building a 
list, he may advertise in more than 
one publication simultaneously. In 
any case, upon receipt of orders 


should be 


No Recession 


(Continued 


creases in the consumer goods in- 
dustries, plus the amount of pay- 
roll increases in the capital goods 
industries, minus the amount 
saved or taken in taxes. Not a 





or answers, he’d like to know the 
exact source of the successful cam- 
paign. If this knowledge is avail- 
able, the same list or publication 
can be used again with less margin 
for failure. The information re. 
quered is obtained by using a 
key number or code number, 
which is contained on his reply 
card or coupon. 

There are many ways to “key” 
your ads. The number may be 
contained in the address number, 
or in requests such as “Write to 
Dept 28” or “Send for Catalog 
GG.” Small identification marks 
can be used in the corner of cou- 
pons. These, of course, vary in 
each publication or list and one 
can easily discover which is doing 
the biggest “pulling” job. 

But keying is only half the job. 
Keeping an accurate record of the 
returns is equally important. All 
replies should be checked _thor- 
oughly and classified according to 
the source. At all times, you will 
be testing publications, lists, and 
different types of mailing pieces. 
In this way, you can develop an 
invaluable plan for “fool-proof” 
advertising and virtually all waste 
advertising can be eliminated. 
However, be sure that the follow- 
ing rules are carefully observed: 

1. If you choose a portion of a 
list to use as a sample, a fair 
specimen in quantity and com- 
parative equal conditions must be 
employed. 

2. If you desire to compare one 
mailing to another, conditions 
must be almost identical. 

3. Accurate records must be 
kept of all mailings and replies. 

4. From your tests, determine 
the most effective methods to use 
and exploit these thoroughly. 
Change only after additional tests. 

Next time, we'll discuss radio 
as an advertising media and how 
a hardware dealer can use it ef- 
fectively. 


Likely This Year 


from Page 131) 


very large part seems likely to go 
into savings. Consequently, the 
consumer goods industries will 
profit, to an extent, by a third 
round of wage increases. Capital 
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An L&H Electric Range is more than a thing of iron and steel . . . it is the 
heart of the home. To build and sell it in this spirit has been the guiding 
principle in the manufacture of L&H cooking and heating appliances . 
the policy of progress that year after year for nearly three-quarters of a 
century has brought ever greater profit and prestige to L&H dealers. 

A. J. LINDEMANN & HOVERSON CO., Milwaukee 7, Wisconsin 


Manufacturers of L&H Electric Ranges ® L&H Electric Water Heaters @ L& H Kerogas Oj! Ranges 
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LUFKIN “LEADER” 
CHROME CLAD 
STEEL TAPE... 


today’s best value! 


A leader in value, a leader in satisfaction! 


The perfect steel tape for that hard-to-please 

customer. Strong steel line is covered with 
satin smooth, rust-resistant chrome that 
EASY-T0-READ « 


MARKINGS 
THAT ARE 


will not crack, chip, or peel. Jet black 


markings are easy to read, and 


Avail- 


DURABLE 


they won't wear out. 
able with hook-ring for one-man measuring. 


sell Lufkin. 


For best profits, sell the best steel tapes.. 





THE LUFKIN RULE COMPANY, SAGINAW, MICHIGAN, New York City 















COMPARE 


DURATITE WITH ANY OTHER 
WOOD BASE PLASTIC FILLER 


See why it’s better! 








—_—— 





















ONLY DURATITE When you see how much fasttr and easier 
has all thes Duratite is to work — fills holes in wood, metal 


ADVANTAGES! 


ight — Only 
inkage S® slight 
? saempicaton needed! 
@ tasy to Apply 

it Stays In 
: Saws, cuts, sands 
eo Fine Texture 

kes high finish 

> pea and Weatherproot 
@ Seven Wood Colors 


or plastic in just one application, dries with only 
1% shrinkage, stays in, can be cut, sawed or 
sanded to a smooth surface — you'll stock and 
recommend it. Complete line of sizes. Try it 
at our expense. Nationally Advertised! 
WEBB PRODUCTS COMPANY 


238 South G Street * San Bernardino, California 
Dept. H, Norcross, Georgia 
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WOOD DOUGH AND SURFACING PUTTY 
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goods industries probably will 
about break even. The workers 
will come out a little behind as 
they did after the first two rounds, 
Stockholders probably will come 
out behind because there will be 
new demands to be met and cor. 
porations are not likely to dis. 
burse all profit gains in the form 
of higher dividends. 


May Remian Strong 


“Fortunately, we are in a strong 
position in several respects and 
may remain strong. Inventories 
are low. I believe they will con. 
tinue to remain low. Keeping 
them that way is one of the most 
important contributions that busi. 
nessmen can make toward achiev. 
ing a smooth transition from the 
present state of affairs to a more 
normal one. 


“Short-term indebtedness is still 
low. There, I am afraid, we may 
get more of an increase than is 
desirable. I doubt whether the 
Treasury will be able to sell 
enough Government bonds to keep 
the banks uncomfortable. I fear 
it will be unable to do so. 


Consumers’ Needs Large 


“The needs of consumers and 
of business are very large. I think 
they will remain so even when the 
difficult adjustments in agricul- 
tural prices and in the export sur- 
plus take place. The question is 
whether those two adjustments 
will occur early enough. The 
earlier they come the better. 

“I don’t think we are going to 
get very far,” Dr. Slichter said, 
| “either toward making friends or 
| toward helping the world situa- 
tion, simply by giving money 
away. I believe we should help 
the people of Europe to trade with 
us. We should give the British a 
chance to sell us bicycles, worsteds, 
cutlery and crockery; we should 
buy wines and gloves from the 
French; lemons, olives and cheese 
from the Italians, and so forth. 
If we don’t do this, the money 
we send abroad will not do what 
we expect it to do. It will be an 
humanitarian gesture, and may 








help people get through the diffi- 
cult winter ahead, but it is not 
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likely to accomplish any lasting 
effect. 

“The final thing to which | 
should like to direct your atten- 
tion is the need of more industrial 
capital in this country. We have 
an industrial plant designed 
roughly for a work force of about 
48 million, and we have a work 
force at present of between 63 and 
64 million. We have not increased 
the industrial plant of the country 
materially since 1929. For the 
most part, we merely have made 
replacements. 

“One of the most extraordinary 
things to me is that after 17 years 
of consuming capital about as fast 
as we have replaced it, we have 
been able to find machines and 
equipment for the present number 
of people to operate. This is one 
reason why output per manhour 
is not what we should like it to be. 

“The capital per worker in pri- 
vate industry in 1938 was just 
short of $5000 in terms of July. 
1947, prices. Today, capital per 
worker is about $1000 less than 
it was in 1938. At present prices. 
to bring capital per worker up to 
the level of 1938 would require 
about $53 billion of capital. It is 
doubtful whether that would be 
adequate, because capital per 
worker had shown a tendency to 
rise about two per cent a year. 

“American industry, in many 
instances, is grievously short of 
capital. It will take several years 
to make up the deficiency. This 
should be an important contribu- 
tory factor in helping us to achieve 
a fairly smooth transition from 
present abnormal conditions to 
more normal ones.” 


Soil Conservation 


The agricultural committee of 
the Sioux City, lowa, Chamber of 
Commerce recently set up a per- 
manent program for soil conserva- 
tion. Interest in the project has 
been received from Nebraska. 
South Dakota, Minnesota and 
Iowa. The program is to arouse 
farmers to the need of soil con- 
servation. The committee travels 
the area in pairs to talk with con- 
servationists and farmers and to 
enlist them in the project. The 
committee has received many com- 
pliments for its efforts. 
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THEY’RE READY! 
Complete NEW Line of 
MASTER STEEL BOXES 








No. T-3019 
Length 19"; Width 614"; Depth 61/4” 





NEW STYLES .. NEW DESIGNS 
NEW PROFIT POSSIBILITIES 


This is the first time all these expensive features 
have been offered at such low retail prices: 


v ADVANCED STREAMLINED STYLE 
¥v SMOOTHLY ROUNDED CORNERS 
v RECESSED HARDWARE 

v¥ PADLOCK HASP 

v REMOVABLE TRAY 

¥ CONTINUOUS PIANO HINGE 

/ HEAVIER GAUGE STEEL 


These new Master Boxes mark an all-time high in 
quality features, new styling, popular price range and 
profit possibilities for you. 

Sold only through the Independent Trade. 
Never sold through chains or mail order houses 


MASTER METAL PRODUCTS, Inc. 
273-291 Chicago Street Buffalo 4, N. Y. 
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Air view of the Wilcox, Crittenden plant in Middletown, Conn., in 1947. 


Wilcox, Crittenden’s 100 Years 


How a challenge to invent a sail eyelet grommet be- 
came the beginning of a century-old manufacturer of 
marine, industrial and heavy hardware. 


NE HUNDRED years ago in 

1847 young Eldridge Penfield, 
of Middletown, Conn., accepted a 
challenge, a challenge which led to 
the founding of Wilcox, Crittenden 
& Co., Inc., manufacturer of marine, 
industrial and heavy hardware. 

Foreman Collins was thawing out 
a frozen sail in Ben Butler’s sail 
loft, and passed the remark that if 
some of the idlers huddled about 
the stove would only employ some 
of their spare time and invent a 
metal grommet, the sailmaker’s life 
would be pleasant, indeed. 

Eldridge Penfield couldn’t erase 
the thought from his mind. Soon 
afterwards, with typical Yankee in: 
genuity, he had developed a metallic 
washer grommet, the sail eyelet 
grommet as it is known today. He 
began the manufacture of this revo- 
lutionary item and_ was_ shortly 
joined in his venture by William W. 
Wilcox, 19 years of age. and the real 
founder of Wilcox, Crittenden & 
Company, Inc., of Middletown, 
Conn. 

Foot and hand presses were used 
to turn out grommets, a slow, tedi- 
ous process. Mr. Wilcox was the 
businessman of the team—and it 
wasn’t long before he was on his 
way to introduce the grommets to 
sailmakers all up and down the 
Atlantic Coast. By that time, he 


168 


had developed a line of setting 
tools, and slowly but surely he was 
able to induce sail lofts to change 
over from the age-old custom of the 
use of the waxed thread. 

Penfield eventually withdrew from 
the picture, and Mr. Wilcox took 
on a new partner by the name of 
Hall. Their first catalog offered full 
evidence of the progress that was 
being made by the enterprising New 
Englanders, for other sailing vessel 


equipment items such as wrought 
iron clews, carlocks and blocks were 
listed in addition to the grommets 
that had started the business. 

In 1869, Mr. Wilcox purchased 
Mr. Hall’s interest and formed a 
new partnership with E. Bound 
Chaffee, Albert R. Crittenden and 
Homer Churchill, comprising the 
present firm of Wilcox, Crittenden. 
The plant continued to expand and 
was soon composed of “a large 
blacksmith shop, an iron and brass 
foundry, galvanizing and tinning de- 
partments, and an excellent ma- 
chine shop of several large rooms 
for finishing goods.” 

During a period when most ma- 
rine equipment was sold plain or 
rusty, Wilcox-Crittenden was offer- 





Today's president of Wilcox, 
Crittenden, Phelps Ingersoll. 





But in 1886 the Wilcox, Crittenden plant looked like this- 
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your buying list. 


complete information. 


Vv Check These Mowers 


For The BIG Season Ahead 


S$ 50 V SATISFIED CUSTOMERS 
VELVA-CUT gas and electric power lawn mowers have all 
e 


F.0.B. Kansas City, Me. 


VELVA-CUT Mowers are low priced extra profit 
items that you will want to handle to get your 
share. Liberal discounts, plus immediate delivery 


and sales appeal, makes VELVA-CUT a "Must" on 
Write any of the offices listed below today, for 


Remember More SALES — More SATISFIED 
CUSTOMERS — EXTRA PROFITS 


more 
V SALES 
_ V PROFITS 


of the features you and your customers have wanted. 


@ MAYTAG MULTI-MOTOR—Twin cylinder gasolene en- 


gine, Precision cone friction clutch. 


@ ELECTRIC MODEL—Powered by oa special precision 
built motor, 1/3 HP—single phase—I10V 60 cycle AC. 
No oiling, sealed for life. 


WIDE CUT—Cuts 16" swath on all terrain. 


CUTS ANYWHERE—On sharp terraces and sloping 
ground—in tall or short grass or weeds—will not scalp. 


TRIMS CLOSE—Cuts within '/%" of shrubs, plants, walls, 


etc. 

ADJUSTABLE CUTTING HEIGHT 

FLOATING HANDLE—For operators short or tall. 
SEMI PNEUMATIC TIRES—No pumping—easy rolling. 


ALUMINUM BASE —Rigid and light weight, plenty of 
strength to withstand hard usage plus easy handling. 









LIST 


$89.50 


F.0.B. Kansas City, Mo. 





ATTEN T 





O N 
MANUFACTURERS’ AGENTS: 


Some choice VELVA-CUT territories are still open. 











Manufactured by TURPINORR MANUFACTURING CO. Kansas City, Mo. 





Eastern Representative 


ATLAS DISTRIBUTORS, INC. 


207 Atlantic St., Stamford, Conn. 





Western Representative Gulf States Representative 
CARLISLE MFG. & SALES CO. THE HAUGHTON COMPANY 
5419 St John, Kansas City, Mo. 5139 3rd Ave. N., St. Petersburg, Fia. 
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ing its iron and steel goods with a 
protective coating of zinc, applied 
by the now famous hot-dip galvaniz- 
ing process! 

The development of the Middle- 
town concern is typical of New 
England, itself. From the one style 
of grommet, the W-C line has grown 
to include thousands of fittings for 
marine and industrial use. In addi- 
tion to its standard lines, Wilcox- 
Crittenden regularly serves count- 
less Connecticut firms, specializing 
in quality parts and articles made 
to specifications. Into the company’s 
galvanizing plant passes a steady 





flow of material to be immersed in 
molten zinc for protection against 
rust, 


450 Employees 


According to its president, Phelps 
Ingersoll, the 100-year-old firm now 
employs on the average of 450 per- 
sons, and in addition to the thou- 
sands of marine and industrial hard- 
ware items, an extensive line of ma- 
rine lights and marine plumbing 
fixtures is also produced at its plant 
for distribution throughout the en- 
tire world. The firm is justly proud 
of its war record, for during the 





Civil War, the Spanish-American 
War, World War I and World War 
II, practically all of its facilities 
were devoted to Navy requirements. 
Always abreast of the times, Wil- 
cox-Crittenden is constantly adding 
new items to its line—concentrating 
on quality and dependability—ad- 
hering to the policies that have been 
so carefully established throughout 
its first hundred years. It faces its 
second century of service with all 
the enthusiasm of a youthful or. 
ganization! Actually, Wilcox, Crit- 
tenden & Company, Inc., of Middle- 
town, Conn., is 100 years young. 





Portland, Ore., People 


Watch Winks’ Windows 


one to point a hatchet display: 
“Have you got your Easter 
hatchet?” And again, accom- 
panying an arrangement of a 
short length of stove pipe with 
damper: “Weather might be 
damp, but this is a little damper.” 
He does not claim much origi- 
nality for these signs, but knows 
that they coax a chuckle from the 
beholder and help to put him into 
a good buying mood. 


An Interesting Display 


One recent window display is 
of more than usual interest to Mr. 
Brown, showing his own inven- 
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(Continued from page 137) 


tion, the “mole,” a planter and 
transplanter. He chose the name 
because the tool, like the animal. 
works in the ground. Manufac- 
tured in Portland, it is a sturdy, 
trim, and workmanlike tool, com- 
fortable to the hand, its long. 
sharp blade made of stainless 
steel, and its handle constructed of 
hardwood. 


All Try Their Skill 


Mr. Brown’s time is by no 
means given over chiefly to dis- 
play work, for Winks’ is a busy 
establishment, keeping the owner 
and his staff employed practically 








full-time with their trade. And, 
with Mr. Brown’s work as an ex- 
ample, some of the other sales 
people try their hand successfully 
with an occasional display. 


Ready Appreciation 


As may be expected, Mr. 
Brown’s exhibits find ready ap- 
*preciation. Customers’ compli- 
ments egg him on to try for even 
more novel displays. A woman 
shut-in, whose apartment is across 
the street from Winks, has told 
him that one of her interests in 
life is to watch his windows. to 
see what he will do next. 


oO O 


“Good tools make good 
gifts" is the theme of 
the central display in 
this window. At the 
left is shown a sym- 
metrical arrangement 
against an attractive 
background of green. 
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FOR MORE PROFITABLE 
_ MERCHANDISING 














EAGLE Presents the Meu Gynamic 


Pa PADLOCK BOARD 


To attract customers and keep 

padlock sales constantly coming your 

way, Eagle offers you a distinctive new type of 

Padlock Board. Created of metal for strength and 
durability and brilliantly colored in rich red, green and 
yellow baked enamel type finish, this sales builder combines 
beauty with practical utility in one of the most effective 


displays in Eagle history. 
SIMPLE, FLEXIBLE MOUNTING 


Two supporting brackets on 
each side of the Padlock 
Board provide for any 
desired mounting. Use of 


the brackets on either side 





serves as a hinge so that 


the Board will swing freely. 


UNIQUE LOCK AND KEY HOLDER 


By using only the top bracket on each side 


Each lock displayed is securely the Board will be held in fixed position. 





locked to the Board and 


protected by an ingenious metal 


POPULAR LOCK ASSORTMENT 


- Eight standard locks ranging in size 
from 1 to 2 inches are included on 

this compact display piece. A 
gummed sheet with specifications on 
each lock is included for mounting on 
the back of the Padlock Board for 
handy reference. These popular sellers 
together with the colorful new Padlock Board 
make an outstanding merchandising combination 
to keep sales coming your way. 


holder. One end of the holder 





carries the lock while the other 
end provides a hanger for the 


keys. A slot on the front of 





the holder carries the 


identification tab including 





lock number and space for the retail price. 


EAGLE INDUSTRIES, INC. Subsidiary of Bowser, Inc 


America’s First Lockmakers — Since 1833 National Sales Representative of The Eagle Lock Company 
110 North Franklin Street, Chicago 6, Ill. 
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POWER TOOLS 


FOR THE HOME WORKSHOP 
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HOME 
WORKSHOP 
WINDOW 

MERCHANDISE: 
Power tools such as 
table saws, drum 
sanders, drill press, 
band saws, jig saws, 
electric drills, circle 
saw blades, lathe, 
shaping tools, tool 
boxes, sets of drills, 
jointers, grinding 
heads. 

BACKGROUND: 
Center panel of 
bright red corrugat- 
ed board or painted 
waliboard. Side pan- 
els of bright yellow 
material. Cut- out 
letters on the center 
panel of bright yel- 
low. 


Show Home Workshops, Sanders, 
Poultry Goods Next Month 


POULTRY 
SUPPLIES 
WINDOW 


MERCHANDISE: 
Electric brooder, 
chick waterers in 
various sizes and 
types, chick feeders 
in various sizes and 
types, chick feed, 
brooder thermome- 
ters, brooder waf- 
ers, leg bands, etc. 

MERCHANDISE: 
Floor sander, floor 
edger, varnish, shel- 
lac, sandpaper, floor 
wax, putty knives, 
floor scrapers, paint 
brushes, etc. 


FLOOR 
SANDER 
WINDOW 


BACKGROUND: 
Center panels of red 
corrugated board or 
painted wallboard. 
Side strips of bright 
yellow. Cut-out let- 
ters of bright yellow 
material. 
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FLOOR 
SANDERS 


FOR RENT.. 
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WITH 
SUPER-DELUXE THREE HIGH PRICE 
FEATURES: 
ELECTRIC 
SOLDERING. e METAL-CLAD HEATING ELEMENT 
IRON e FIN-TYPE HEAT DISSIPATORS 
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AGE 












THE 





"POPULAR PRICE 
SOLDERING IRON 




















e HEAVY DUTY RUBBER COVERED 
CORD 















Another LENK product reaches a new high in QUALITY... 
VALUE... WORKMANSHIP. The specjal metal-clad heating 
element gives greater protection, assures uniform heat, adds to life 





of iron. Fin-type heat dissipators keep handle cool. Rugged rubber 








covered heavy duty service cord means long and trouble-free wear. 
Push the LENK SUPER-DELUXE iron and you push added profits into 
your cash register! 


IT WILL PUSH YOUR PROFITS 
TO NEW HIGHS 


e POPULARLY PRICED e SWAGED TUBE 
e UL & CSA APPROVED CHROME PLATED 





















WRITE FOR PRICES AND COMPLETE INFORMATION —TODAY! 


nk MANUFACTURING CO. 


30-38 CUMMINGTON ST., BOSTON 15, MASS. 
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A PROFIT PICTURE 
you SHOULD BE IN! 


Because your stock investment, 
inventory and storage costs with 
NONE-BETTER Socket and 

Wrench Sets are at a minimum, 
your profits per sale hit a new 
peak! What’s more, sales come 
thick and fast on this triple 
plated, handsome Chrome fin- 
ished Line! Slim, tough sockets 
and slender drive parts make 
NONE-BETTER Tools today’s 
standard for close-quarter jobs in 
shop, farm and home. 


Attractive display boards boost 
your sales. Iron-clad guarantee 
and well-known brand name in- 
spire customer confidence. AND 
the line is exclusive . . . only hard- 
ware stores sell NONE-BETTER! 
Order TODAY! 






The new Catalog of 
the improved, NONE- 
BETTER Line is 
yours for the asking. 







sold only in theffbetter hardware stores 
THE NEW BRITAIN MACHINE CO. 
NEW BRITAIN, CONN. 











Nail Makers Cleared of Complicity 
In Feeding Gray Markets 


(Continued from page 119) 


tion, during the immediate post- 
war period when building require- 
ments were expanding rapidly, nail 
production stood still. 

Under the Wyatt subsidy incen- 
tive, monthly production hit a new 
peak of 81,000 tons in January of 
last year, hitting a low of 58,000 
tons in July following earlier ter- 
mination of the nail premium pay- 
ments. However, in view of the 
difficulties met in getting steel 
rods, producers express doubt that 
continuation of subsidy payments 
would have increased 1947 month- 
ly production. 

On the basis of Commerce De- 
partment estimates, an increase in 
construction activity from $12.5 
billion in 1947 to more than $15 
billion in 1948, may be expected. 
The Department estimates that a 
supply of not less than 772.000 
tons of nails will be needed this 
year for building alone. At the 
current annual production rate of 
about 815.000 tons. this would 
leave approximately 50,000 tons 
available for all other purposes. 
However. Commerce estimates that 
200,000 tons for all “other” pur- 
poses is a conservative figure. 
those affiliated 
with the steel companies 
rently producing as a whole at 
about two-thirds capacity. Most 
non-integrated or independent 


Integrated mills 
are cur- 


mills say that they are not doing 
as well. 

According to the best available 
figures, the 12 major integrated 
steel producers and seven major 
independent nail producers con- 
trol 3600 nail-making machines 
having a monthly rated capacity 
of 98,000 tons as against the 1947 
output of 67.000. 


The Question 


Thus, with the government fore- 
casting a million-ton requirement 
for 1948, the question facing in- 
dustry is not more capacity but 
how may the production rate be 
stepped up to meet expected de- 
mand. All producers, integrated 
and non-integrated, say they would 
like to run closer to capacity pro- 
duction, although they claim their 


profit margin has been greatly re- 
duced by higher operating costs. 
They cite as their greatest obstacle 
the difficulty in getting steel. 

This does not mean that the nail 
producers are getting less than a 
fair share of steel now being pro- 
duced; caught in the same squeeze 
resulting from more demand than 
supply, the steel companies allot 
shipments of steel to the various 
industries on a historical basis- 
that is, on the percentages pur- 
chased by each industry in the 
prewar period. 


Added Complication 


Further complicating the situa- 
tion is the fact that although oper- 
ating below capacity, nail pro- 
ducers are still turning out their 
product at rates ranging from 17 
per cent to 47 per cent above 1940 
production when the total reached 
641,000 tons. The peak year was 
1943 when the mills reached a 
rate of 849,000 tons. 

It has been proposed that the 
housing needs might be relieved 
by concentrating production for 
any 90-day period upon 60 stand- 
ardized types and sizes most com 
monly used in home construction. 
At present, nail mills are turning 
out 125 or more different kind 
of nails, some of which were said 
to be in long supply in most areas. 
This was given the cold shoulder 
by nail producers who say that 
because of technical difficulties 
this would not be feasible. 

However, nail manufacturers 
voluntarily agreed to take all pos- 
sible steps to bring building type 
nail machines into fuller produc- 
tion. If more steel rods could be 
obtained, they said, perhaps such 
equipment could be put on a three- 
shift, five-day week basis. 

Senator Flanders contends that 
this is possible if steel-makers 
would make a slight switch in 
allocation of steel in favor of the 
nail producers. He holds that the 
quantity involved in raising pro- 
duction from the current 67.000 
tons monthly to nearer the rated 
98,000 ton capacity is so small as 
to cause only a “negligible” im 
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pact on the other steel consumers. 

The steel industry has been cold 
to this proposal. It looks askance 
at any proposition which tends to 
disturb the present voluntary | 
quota system. Any attempt, no 
matter how slight, to change the | 
pattern would be felt throughout 
the whole metalworking industry. 
they say. 

In view of the varied considera 
tions, it would appear to be a 
foregone conclusion that little will 
be done toward increasing pro- 
duction until after Congress has 
acted upon the President’s request 
for mandatory allocation powers. 
Should these be given him, th: 
outlook for increased steel sup- 
plies for nail-making would be 
much brighter, since he or the 
agency designated would have the 
power to channel steel to nail pro 
ducers under the “critical” item 
category. 


What It Takes to Be a 
Retailer 
Ml HAT opportunities are there 


for me in the retailing 
field?” 

Because of a demand for an an- 
swer to this question, the National | 
Chamber’s Domestic Distribution 
Department has prepared a booklet 
entitled What It Takes to Be a Re- 
tailer. 

Originally written during the war 
in answer to many inquiries from in- 
dividuals in the armed forces, the 
document has been revised to serve 
as a source of information and coun- 
sel to all individuals contemplating 
establishment of their own retail 
businesses. 





Reprinted By Army 

Approximately 50,000 copies of 
the original booklet were distributed 
to local chambers, trade associa- 
tions, retail merchants groups, li- 
braries, universities, and business- 
men, as well as the army, which re- 
produced it for servicemen. 

The publication takes the prospec- | 
tive retailer through successive proc- | 
esses of starting up in business, dis- | 
cussing briefly such subjects as apti- 





tudes, capital, knowledge, location. 
the store building, stock and _ fix- 
tures, store records, management. 
and business ethics. 

The booklet is of business enve- 
lope size and is available in quanti 
ties at 10 cents each from the Dis- 
tribution Department. 

—Business Action. 
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Pricing Merchandise Properly 


How to figure selling prices — the difference 
between mark-up and margin—figuring margin. 


sie the right 
merchandise at the right prices 
brings customers into the store and 
makes the retailer a profit. If 
prices are too high, people will 
not buy. If prices are too low, 
they will buy, but the merchant 
will lose his profit. When mer- 
chandise does not sell, prices must 
be marked down. Mark-downs 
usually result in losses; at least 
they always result in less profit. 
To understand the importance 
of proper pricing, it is necessary 
to know the exact meaning of cer- 
tain words and phrases. 


Things You Must Know 


Net profit is the amount of 
money the business earns, the 
amount that is left, over and above 
all costs and expenses (including 
owner’s salary). It is not what the 
owner gets out of the business but 
what the business earns. 

Selling price is the price which 
should pay the cost of merchandise 
and all operating expenses and 
yield the desired net profit. 

Operating expenses are the 
amounts paid out for any and all 
expenses incurred in operating a 
business. These do not include 
the cost of merchandise. 

Margin, or gross profit, is the 
sum of operating expenses and net 
profit (or loss). It is the “spread” 
between the cost of merchandising 
and selling price. 

Mark-up is the percentage by 
which the cost of an article is 
multiplied to get the amount 
which, when added to the cost of 
merchandise, gives the selling 
price. 

Sales, not cost of merchandise, 
is the proper basis for figuring 
selling prices. A merchant who 


(Condensed from “Pricing Merchan- 
dise Properly” one of 17 booklets mak- 
ing up the handbook Better Retailing, 
published by the National Cash Regis- 
ter Co., Dayton, Ohio.) 
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has been in business a year or 
longer uses his past sales experi- 
ence as a basis for estimating 
future business. If he is starting 
in business, he estimates his sales 
for the first year as carefully as 
he can. In either case, when he 
knows his expected sales, he 
figures operating expenses re- 
quired for that volume of business 
and adds the net profit he wishes 
the business to earn. 

For example, if sales are $50,- 
000; operating expenses $7,500: 
desired net profit, 5 per cent of 
sales, or $2,500, how much must 
be added to the cost of goods? 

First, add the operating ex- 
penses to the desired net profit to 
get the margin (or gross profit) : 

To......$7,500 Operating expenses 

Add .... 2,500 Net profit 


$10,000 Margin 

Next, it is necessary to find out 
what percentage margin is of 
sales. Dividing margin, which is 
$10,000, by sales, which are $50,- 
000, gives 20 per cent margin. 
This shows that in order to cover 
operating expenses and earn a 
net profit of 5 per cent, this busi- 
ness must operate on a 20 per cent 
margin. This means that the cost 
of merchandise can be no more 
than 80 per cent,of the selling 
price. 

Next, it is necessary to know 
what mark-up will give 20 per cent 
margin. Right here is where many 
merchants go wrong. They assume 
that the percentage of margin 
and mark-up are the same. This 
confusion is not strange because 
margin and mark-up are identical 
in dollars. But in percentages they 
are different. Both represent the 
difference between cost of mer- 
chandise and selling price. How- 
ever, margin is a percentage of 
sales, while mark-up is a percent- 
age of cost of merchandise. 

Many a business fails to make a 
profit because its owner figures 
his percentage of margin on the 
cost of his goods and adds this 


amount to the cost price. This re- 
sults in his selling his goods at 
a loss. 

Here’s an example that shows 
what happens when margin and 
mark-up are confused. Suppose 
an article costs the store $1.20 and 
you want to make a gross profit 
of 20 per cent. 

Multiply. .$1.20 Cost 


_. Sea .20 Per cent representing 
—— + margin 
.2400 
To....$1.20 Cost 
Add.. .24 


—_———-_ 


$1.44 Selling price 
This may seem right, but work 
it backward, remembering that 
what you are after is a 20 per cent 
margin on sales: 
Multiply. .$1.44 Selling price 
_. See .20 Per cent s 


.2880 (or $.29) Margin 
i $1.44 Selling price 
Subtract.. .29 Margin 


$1.15 (which is 5 cents less 
than the $1.20 cost) 


Something Wrong 


Obviously something is wrong. 
Notice that 20 per cent of the sell- 
ing price gives 29 cents as the 
difference between cost and selling 
price and that 20 per cent of the 
cost price gives only 24 cents. 
This difference of 5 cents on every 
$1.50 (approximately) worth of 
merchandise sold would mean a 
loss of about $1,700 on a yearly 
business of $50,000. It would al- 
most wipe out the desired net 
profit of $2,500. Many merchants 
fail to make a profit because they 
figure their selling prices this 
wrong way. 

The simplest way to figure mark- 


up is by means of a mark-up table, 


such as is shown on page 178. 
Suppose that an article costs 
$1.20. Margin required is 20 per 
cent. Refer to the Mark-up Table. 
Find 20 per cent in the margin 
column. The percentage in the 
corresponding mark-up column is 
25 per cent. To get the right sell- 
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COLORFUL DECAL SPOT WINDOW SIGNS 
SPUR SALES AT POINT-OF-PURCHASE 


Meyercord Decal signs do a color- 
ful selling job on dealer store win- 
dows, back-bars, mirrors, counters 
| and doors. They’re durable, wash- 
' able and can be produced in any 
colors or size. Write for brochure 
illustrating use of Decal Signs. 
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TRUCK DECALS CONVERT “COST-FREE” PANEL 
SPACE OVERNIGHT INTO MOBILE BILLBOARDS 


Economical for a dozen trucks or a 
thousand! Overnight application 
Saves out-of-service loss. Investi- 
gate the advertising value of Meyer- 
cord’s weather-tested, durable 
Truck Decals. Write for brochure. 





ADVERTISERS! 
FLEET OWNERS! 


A limited supply of these Meyercord Decal Window Sign and 5323 
Truck Decal full-color brochures are available free to executives 
‘oncerned with advertising and fleet operation. They show how 
and where to use Decals. Mention brochure desired when writ- 
™g. Company letterheads, please. Address Department 11-1. 
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DECALS OFFER DURABLE 
LOW-COST IDENTIFICATION 


Decal trademarks, operating instruc- 
tions, patent data, etc., are easily and 
quickly applied on any commercial sur- 
face—in ‘any colors or size desired. Sim- 
ple Meyercord adhesive methods are 
adaptable to high speed production 
lines. Free technical service on request. 













COLORFUL DECAL DECORATIONS 
STEP-UP PRODUCT EYE APPEAL 


Hundreds of stock designs are 
available. Exclusive designs on 
request. Easily applied at a frac- 
tion of hand-painting time and 
cost on wood, metal, plastic or 
glass. Washable. Durable. Write 
for free decorating information. 


Skee MEYERCORDZ 


World's Largest Decal Manufacturer 
LAKE St: geese es +++ +s CHICAGO 44, ILL. 
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Margin 








MARK-UP TABLE 





(Percent Mark-up 

of selling Percent 

price) on cost) 
4.8 5.0 
5.0 5.3 
6.0 6.4 
7.0 7.5 
8.0 8.7 
9.0 10.0 
10.0 1. 
10.7 12.0 
11.0 12.4 
1.1 12.5 
12.0 13.6 
12.5 14.3 
13.0 15.0 
14.0 16.3 
15.0 17.7 
16.0 19.1 
16.7 20.0 
17.0 20.5 
17.5 21.2 
18.0 22.0 
18.5 22.7 
19.0 23.5 
20.0 25.0 
21.0 26.6 
22.0 28.2 
22.5 29.0 
23.0 29.9 
23.1 30.0 
24.0 31.6 


Margin 

(Percent Mark-up 

of selling (Percent 
price) on cost) 
25.0 33.3 
26.0 35.0 
27.0 37.0 
27.3 37.5 
28.0 39.0 
28.5 40.0 
29.0 40.9 
30.0 42.9 
31.0 45.0 
32.0 47.1 
33.3 50.0 
34.0 51.5 
35.0 53.9 
35.5 55.0 
36.0 56.3 
37.0 58.8 
37.5 60.0 
38.0 61.3 
39.0 64.0 
39.5 65.5 
40.0 66.7 
41.0 70.0 
42.0 72.4 
42.8 75.0 
444 80.0 
46.1 85.0 
47.5 90.0 
48.7 95.0 
50.0 100.0 








ing price, multiply the cost. $1.20, 

by 25 per cent mark-up: 

Multiply. .$1.20 Cost 

_, Se 25 Per cent of mark-up 
(not margin) 


$ .3000 Margin 
To....$1.20 Cost 
Add... .30 Margin 


$1.50 Selling price 

Remember these rules: Margin 
is figured on the selling price: 
mark-up is figured on the cost. 

Care must be taken to see tha: 
all operating expenses are in- 
cluded, as well as net profit. when 
figuring margin. When all ex- 
penses are not included. the mer- 
chant loses money. It should also 
be remembered that net profit is 
over and above the salary the mer- 
chant is entitled to receive as man- 
ager and salesperson. His salary 
should be the same as he would 
receive for managing a store for 
a stranger. Profit is earned bv 
the business as a reward for the 
risk that is incurred. 

1. Rent (or if the property is 
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owned by the merchant, the 
amount of rent he could obtain 
for the store from someone else). 

2. Interest on the investment at 
6 per cent. Capital invested in 
merchandise, cash used in operat- 
ing the business, accounts receiv- 
able, furniture and fixtures, and 
delivery equipment minus amounts 
owed on accounts and contracts 
payable. } 

3. Salaries including the mer- 
chant’s. (He should pay himself 
at least as much as he could get 
if he managed a similar store be- 
longing to someone else.) 

4. Depreciation on furniture. 
fixtures. delivery equipment. ete. 

5. Taxes. 

6. Bad accounts and collection 
expenses. 

7. An allowance for shrinkage 
due to theft. spoilage, breakage. 
etc. 

8. An allowance for mark-downs 
due to style changes. multiple- 
item sales, etc. 


9. Stationery. bags. paper. 


twine, and other wrapping ma- 
terials. 

10. Advertising. 

11. Delivery costs. 

12. Heat, light, water, power, 
and ice. 

13. Donations. 

14. Insurance. 

15. Repairs and painting (except 
on building). 

16. Interest paid on money bor- 
rowed. 

17. Telephone and telegraph. 

18. Miscellaneous and unclassi 
fied expenses. 

19. Net Profit 
sales). 

By mark-down is meant “any 
reduction from the original selling 
price.” Some mark-downs cannot 
be anticipated, because of sudden 
changes in style or bad weather. 
But most are due to errors of 
judgment and unwise buying re- 
sulting from lack of knowledge 
of consumer demand and failure 
to keep accurate records of sales 
from season to season. Competi- 
tion often makes mark-downs 
necessary to bring prices into line. 
but poor merchandising rather 
than competition is responsible 
for many mark-downs. 

Mark-downs are not usually 
thought of as expenses; yet they 
actually are and should be so 
regarded. Mark-downs are ac- 
counted for by: 

1. Unwise buying due to: (a) 
Buying too much, (b) too many 
brands. (c) too many of a certain 
size or type. (d too many varieties 
of the same kind of merchandise. 

2. Swift style changes, unsea 
sonable weather, and trends that 
no one can foretell. 

3. Soiled. shopworn, and faded 
goods used for displays. 

4. Broken lots, odds and ends. 
odd sizes that are always left at 
the end of each season. 

Of these reasons, the first, over- 
stocking. accounts for approxi- 
mately 50 per cent of all mark- 


(figured on 


downs. 

Merchandise is of value only 
when it moves: it is of little or 
no value when it stays on the 
shelves. When goods do not move 
a mark-down must be taken. If 
the mark-down price does not 
move the items, they must be re- 
marked until they are moved from 
the shelves. whatever the price. 
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CUTTING POWER 


you can feel 
—instantly! 


Wc my / 























Try a few strokes with a Heller NUCUT 
“Wavy-Teeth” File. At once you detect a 
marked difference in its “feel.” You find, 
too, you're removing more metal faster, 
with less effort. That’s NUCUT cutting 
power—at work! : 


Two sets of teeth act together in a Heller 
NUCUT. The coarse teeth cut deep . . . the 
fine teeth level smooth . . . without clog- 
ging, skidding, scraping. Result: one stroke 
does the work of two. 


Heller NUCUTS—identified by the White 
Tang—are made for practically every filing 
job. Your jobber will gladly suggest the 
shapes, cuts and sizes that will serve your 
customers’ needs best. 


HELLER BROTHERS 
COMPANY 
Newark, New Jersey 


Newcomerstown, Ohio 


America’s Oldest File Manufacturers 
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Pian to display Trump Garden Tools 
on your counter. They sell themselves. 
Gardening enthusiasts like their cheery, 
bright green enamel finish ... the feel of 
their smooth hardwood handles. Trump 
Garden Tools are uniform in quality— 
made of new, mill-run steel exclusively. 
* No scrap. Packed three tools in a neat, 
attractive box. Trowel, fork, cultivator 
and transplanter may be purchased sepa- 
rately. Ask your jobber for Trump. 


ANIMAL TRAP COMPANY OF AMERICA 
LITITZ, PA. 


T 
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Make Your Classified Ads Pay! 


(Continued from page 127) 


eye advantages). The fame of the 
radio’s manufacturer will be cited 
as a reason why the radio will give 
maximum enjoyment and _ long- 
term service. That is what in- 
terests the customer. 

The number of tubes will be 
cited as a reason why programs 
will come in clear and true. The 
customer wants clarity and fidelity 
of tone so that he will enjoy the 
radio more, rather than merely a 
certain number of a particular 
kind of tube. 

The design of the radio will be 
used as a reason why he gets an 
extra advantage—good looks—as 
well as top enjoyment. An extra 
advantage for him will help to sell 
more radios. Mere design will 
not. 


Watch the Paper 


Every sales pointer of the mer- 
chandise should be turned into a 
buy pointer. The fourth thing-to- 
watch is the paper which carries 
your advertising. Many hardware 
dealers mistakenly choose the 
newspaper that has the least 
amount of advertising as the one 
in which to run their advertise- 
ments. They do this with both 
classified and regular display ad- 
vertising, on the theory that other 
ads compete for attention with 
theirs, thus reducing the reader- 
ship and lowering results. 

As a theory, that may sound 
logical. But it does not work out 
in practice. Here is what one suc- 
cessful user of classified advertis- 
ing points out: 

“When we first began advertis- 
ing, I had such an idea myself— 
that the fewer the competing ad- 
vertisements, the more my own ads 
would pull. I held the idea for a 
long time. I gave it up when I 
discovered that our volume did not 
compare favorably with other deal- 
ers, and that the increase we were 
enjoying due to wartime prosperity 
was considerably lower than that 
of our competitors’. 

“At first, I wondered whether 
advertising itself paid — because 
my own did not. Then I realized 
it was a mistake to condemn a 


proven selling tool of such massive 
proportions as advertising merely 
because my store’s advertising was 
not producing results. 

“Finally, a friend who is an ad- 
vertising man tipped me off. ‘Do 
you know what a professional ad 
man would do if he were just ar- 
riving in a strange city and wanted 
to determine the best newspaper 
for producing results?’, he asked 
me. ‘This is what he would do: 
He would look at the classified 
pages. The paper which carries 
the greatest volume of classified 
ads is almost always the best for 
both classified and display results. 
You can’t count on it every time, 
but it’s a good rule in nine cases 
out of 10.’ 

“From him, I learned several 
other things about advertising. One 
is that the medium with the most 
advertising carries a heavy vol- 
ume because it delivers heavy re- 
sults, and the advertisers whose 
many insertions compete with one 
another for the readers’ attention 
would not be spending money if 
they did not see sales in return— 
sales that come in regardless of 
the competition. 

“Another thing I learned about 
how to use classified advertising 
for results is that if your advertise- 
ment is well worded, if you’re sell- 
ing something the customer wants 
at a price which compares well 
with that of other stores, and if 
you slant your appeals skillfully, 
your advertisement will be read 
even if a thousand others surround 
it.” 


Read at Leisure 


Since classified advertising is 
set apart from the rest of the pa- 
per, it is usually read during spare 
time. Housewives read it between 
their household chores. Business 
men read it on the way to work 
or at lunch. Classified advertis- 
ing is leisure-time reading matter. 

For this reason, your classified 
advertisements will pull strongest 
if you insert them at a time when 
the newspaper readers have the 
greatest leisure time for reading. 
Sunday newspaper insertions will 
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‘A New Vernontown First 
in Stainless Steel Trowels 


@ ALL SIZES—ALL PATTERNS 

@ AS LIGHT AS 10 OZ. 

@ GENUINE ALLEGHENY LUDLUM STEEL 
@ NO RIVETS—NO CASTINGS 

@ RUSTPROOF—SELF-CLEANING 

@ GREATER STRENGTH - LONGER WEAR 























THE ONLY SOURCE 
FOR A COMPLETE LINE OF 
MASONS TOOLS IN HIGH 
TENSILE STAINLESS TOOL STEEL 
FOR THE MASTER CRAFTSMAN. 


a Superior tools priced 
to compete with 
ordinary tools. 


UNCONDITIONALLY GUARANTEED 


Sold solely through recognized wholesalers 





IMETEX CORP., 338 West Lincoln Ave. | 


Mount Vernon, N. Y. 











BRICK-POINTING 


FINISHING - CEMENT - MARGIN - DARBIES - HAWKS - FLOATS 
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v6 “America’s Finest Line’ 
of Lawn Sprinklers” 


RETAILERS: Make more money from 
yout lawn sprinkler sales this year. Sell 
the New HUBBARD SPRINKLERS! 


HUBBARD SPRINKLERS ARE EASIER TO SELL 


it easier to sell HUBBARD Sprinklers. These features plus 
dealer sales and display helps assure a fast turn-over. 
Just a spin of the rotating arm, and your customer knows 
that the operation will be smooth and quiet. 

With stainless steel water lubricated ball bearing mount- 





Model B . $3.25 ing, the HUBBARD Sprinkler spins merrily along, even 
Non-rotating when water pressures are low and other sprinklers stop. 
Boulevard Sprinkler The HUBBARD Sprinkler will operate on only 2 Ibs. of 
water pressure. This is important during heavy watering 


periods. 
Scientifically designed nozzles sprinkle water evenly 
and gently like the rain. No puddies_ _—___ no wasted water. 


Saturates the lawn properly. Pays for itself by cutting wa- 
ter bills. Does what a lawn sprinkler should do! 
Waters from 2’ to 80’ without moving, depending upon 





Mode] Cc $3.65 model, by a simple adjustment of the water faucet. 
“Saat aee EACH SALE BUILDS A SALE 


Rugged long life construction assures genuine customer 
satisfaction. Each sale will build sales when your cus- 
tomer tells his friends about his new HUBBARD Sprinkler! 


eS LARGE PROFITS FROM EACH SALE 
HUBBARD Sprinklers sell for $3.25 to $9.95. Each sale 
nets you a big profit. Customer satisfaction and dealer 





Model D $4.98 helps increase your sales and your profits. Plan now to 
"Ball Bearing” Lawn sell HUBBARD Sprinklers this year and cash in on "'Amer- 
Sprinkler—Our Most ica’s Finest Line of Lawn Sprinklers” ya 
Popular Seller _=-=_ x 
a ~*~ : 
) 
0 PLACE YOUR ORDER NOW! 


Place your order for HUBBARD 
Sprinklers now and have your | 
sprinklers ready for display when 
the watering seqson arrives. 








Model F $7.85 
“Ball Bearing” Sprinkler Model G $9.95 
for Larger Lawns “Boll Bearing”, for Golf 
Course Greens, Estates, etc. 


HUBBARD MANUFACTURING CO. 


1014 MARQUETTE AVENUE + MINNEAPOLIS 2, MINNESOTA 





" HUBBARD Ball Bearing S SPRINKLER Pay 


More fast selling design and performance features make | 





outpull insertions on other days, 
often by so much that the added 
cost of Sunday wordage is offset 
two and three times by increased 
sales. Saturday is also a “leisure” 
day, although not to so great a 
degree as Sunday, but Saturday 
ads are not recommended. The 
time lag of Saturday-to-Monday 
which elapses between reading the 
advertisement and acting upon it 
is too great. 


These Ideas Get Results 


Here are some miscellaneous 
ideas found effective by successful 
hardware dealers for pepping up 
the sellability of classified advertis- 
ing: 

1. Write the copy long, then cut 
it to the bone. In the first draft, 
include every point that comes to 
your mind. Then the copy can be 
cut and re-cut until no word re- 
mains that does not contribute 
| heavily to producing sales. In the 





| process, whole arguments that look 
weak when compared with the ma- 
jor “buy pointers” can be 
eliminated. 


2. Always give your store ad- 
dress and name. Advertisers report 
that the blind ad can never ap- 
proach the address ad in results. A 
blind ad is one that gives only a 
box number or a telephone. The 
store name and address should 
‘always be given and, if telephone 
orders are desired, the telephone 
number as well. 

3. Put the selling punch into the 
first line of the ad. This line is the 
classified advertisements’ headline. 
It must also stop the reader, a job 
done in display ads by the heading 
and illustration combined. In go- 
ing over the first draft of the sell- 
ing copy in order to boil it down, 
pick out the strongest selling 
argument and feature this in the 
first line. Be sure it is one that 
ties in with the reader’s-eye view 
of things—the advantages he will 
reap by purchasing your merchan- 


dise. 

4. Be brief, but tell the whole 
| story. It is better to write 50 
words, if 50 words are needed to 
| tell the entire message, than to cut 
| the copy to 25 words — and tell 
only half of your sales story. 
| 5. Low - priced merchandise, 





HARDWARE AGE 





traffic 
make 
offers. 
custom 
they o 
merch: 
6. R 
lookin; 
it on 
is no 1 
arouse 
ceedins 
sage § 


of 
Kitch 


SE 
A: 
distribu 
and pl 
develop 
kitchen 
sponsor 
cago. 
to ampl 
a year | 
limited 
could b 
attentio 

The 
tended 
own kit 
accordir 
presider 
jectives 
and g 
teaching 
niques « 
in the ] 
installat 
of each 
shown tl 
from wl 
velop a 
dents to 
and the 
installat 
of movir 
dummy 
accordin 

Hotpo 
courses 
issued h 
partment 
gest forr 
to attenc 
on the k 
in the s 
manager 
tor of th 
designed 
forget th 
color, th 
arrangen 
design is 
personali 


JANUA 








ther days, 
the added 
e is offset 
increased 
| “leisure” 
O great a 
Saturday 
ded. The 
0-Monday 
eading the 
g upon it 


tesults 


cellaneous 
successful 
-pping up 
1 advertis- 


, then cut 
irst draft, 
comes to 
oy can be 
word re- 
-ontribute 
es. In the 
, that look 
h the ma- 
can be 


store ad- 
ers report 
never ap- 
results. A 
es only a 
one. The 
s should 
telephone 
telephone 


h into the 
ine is the 
headline. 
ler, a job 
> heading 
d. In go- 
the sell- 
it down, 
| selling 
is in the 
one that 
eye view 
s he will 
merchan- 


he whole 
write 50 
eeded to 
an to cut 
and tell 
ry. 
chandise, 


RE AGE 





trafic items, and repair services 
make ideal classified advertising 
offers. These bring a number of 
customers into your store. Once in, 
they often see, like, and buy other 
merchandise. 

6. Remember that the reader is 
looking for your ad when you run 
it on the classified pages. There 
is no need to be coy, no need to 
arouse his curiosity before pro- 
ceeding to sell him; the ad’s mes- 
sage should be straight selling. 


Hotpoint Sponsors 
Kitchen Planning Schools 


SERIES of kitchen planning 
A schools, at which dealers and 
distributors work with drawing kits 
and plastic appliance models to 
develop ‘‘Personalized”’ electric 
kitchen installations, was recently 
sponsored by Hotpoint, Inc., Chi- 
cago. These schools were designed 
to amplify the course which was held 
a year ago. Each school session was 
limited to 25 students so that each 
could be given maximum individual 
attention. 

The majority of those who at- 
tended previously have set up their 
own kitchen planning departments, 
according to L. C. Truesdell, vice- 
president of marketing. The ob- 
jectives of the school are measuring 
and gathering information and 
teaching basic and advanced tech- 
niques of planning and instruction 
in the practical aspects of kitchen 
installations. At the final meeting 
of each school those attending are 
shown three walls of a dummy room 
from which they are asked to de- 
velop a complete kitchen. The stu- 
dents took their own measurements 
and then designed an appropriate 
installation. The final step consists 
of moving actual appliances into the 
dummy room and arranging them 
according to a plan. 

Hotpoint will follow up the school 
courses with a monthly bulletin 
issued by the kitchen planning de- 
partment containing courses in di- 
gest form for those who were unable 
to attend the sessions. Commenting 
on the kind of instruction included 
in the school courses H. C. Doss. 
manager of kitchen sales and direc- 
tor of the courses. stated that it was 
designed to overcome a tendency to 
forget the personal touches such as 
color, that are necessary in kitchen 
arrangements. He added that each 
design is made to suit the taste and 
personality of the homemaker. 
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—— Best way £6b supplies » fast 


| JONES 


| AN 
IL AND COMPANY 








Ai: Express is the fastest possible way to get the supplies and 
equipment you need. That’s because your shipments go on every 
flight of all the Scheduled Airlines. No waiting around. And Air 
Express packages are picked up and delivered right to your door 
at no extra cost. 

This speedy service helps your business keep moving — lets 
you serve your customers better. Coast-to-coast delivery overnight 
is now routine. And with low rates, there’s profit for you in Air 
Express. Use it regularly! 


Specify Air Express-Worlds fastest Shipping Method 


@ Low rates — special pick-up and delivery in principal U.S. towns and 
cities at no extra cost. @ Moves on all flights of all Scheduled Airlines, 

e Air-Rail between 22,000 off-airline offices. 

e Direct air service to and from scores of foreign countries. 

True case history: Electric switches located in Tulsa, Okla., were wanted in 

Newark, N. J., to complete equipment and fulfill contract date. 21% Ib. 

package picked up the 17th at 5:05 P.M., delivered 3:35 A.M., just 10 

hours later. 1239 miles, Air Express charge only $8.10. Other weights, 

any distance, similarly inexpensive and fast. Just ‘phone your local Air 

Express Division, Railway Express Agency for fast shipping action. 
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GETS THERE FIRST 









a 5 
OF RAILWAY EXPRESS *, Se 


AIR EXPRESS, A SERVICE 
AGENCY AND - 








Rates include pick-up and delivery 
to door in all principal towns and c 


Joor 
ties. 


THE scHepucep AIRLINES orf tne united STATES 
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These Ideas Brought Customers 


To Towns 


And Stores — 


“ 


\ 
IN 






Any event that brings people to a town also brings 


potential customers to the stores of that town. Here 


are some promotions that produced the desired result 


Ay type of promo- 


tion that succeeds in bringing peo- 
ple into a town invariably succeeds 
in bringing customers to its 
stores. Every promotion is a po- 
tential builder of store traffic and 
sales and, as such, is a valuable 
asset to the merchants of that 
community. Here are a number 
of promotions that got results and 
helped put added profits into lo- 
cal stores. 


Pre-School Theater Party 


The retail division of the Wau- 
kesha, Wis., Chamber of Com- 
merce sponsors an annual theater 
party on the Saturday preceding 
the opening of schools. Tickets are 
given out to all shoppers in the 
Waukesha retail area. These tick- 
ets entitle the children to admis- 
sion to either of the three thea- 
ters in the city for either the 9 
a.m. or the 1] a.m. show. Free 
balloons are given out. 


While the children are at the 
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show the parents from more than 
a dozen surrounding towns do ad- 
ditional shopping. The retail area 
extends for more than 15 miles 
from each direction from Wauke- 
sha and the two showings are 
shown to more than _ 14,000 
youngsters. ' 
* * * 


Shopper's Haven 


The trade promotion committee 
of the Meridian, Miss., Chamber 
of Commerce recently acted to set 
up a shopper’s haven in that city. 
The object of the project is to 
make Meridian a more desirable 
place for shoppers from out of 
town. 

Comfortable seats, clean rest 
rooms and a nursery for out-of- 
town mothers are part of the proj- 
ect. A full time attendant will be 
in charge to help make Meridian’s 
guests more favorably inclined to 
look on this city as their best bet 
for shopping. Information will be 
made available on an impartial 
basis concerning local business 


and a personal shoppers’ service 
will be provided. 
© o * 


Farmer's Night 
The Kiwanis Club of Burlington, 


Wis., holds an annual farmer’s 
night at which merchants of that 
town bring farmers of the area 
as a guest. Outstanding speakers 
are obtained for this annual event 
which is held in the fall and is 
looked forward to by both farmer 
and merchant. 

* * + . 
Community Planning 
Conference 
The Columbus, Ind., Commer- 
cial Club was host, recently, to 
members from 18 counties at 4 
community planning conference. 
Methods of making towns better 

trading centers were featured. 


+ = a 
Rural Neighbor Day 


In May of each year the mer- 
chants of Clintonville, Wis., 1n- 
cluding the following hardware 
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A MESSAGE TO MYERS DEALERS: 

Edw. Abernathy, typical of successful Myers Dealers, is read- 
ing the literature he enjoys most at this time of year. He’s looking 
for selling ideas, planning his advertising and figuring on store 
improvements — getting ready to sell more Myers Pumps and 
Water Systems next spring and summer than he ever did before. 








he Ed knows that expanded production in the new plant ad- 
dition at Myers will give him more merchandise to sell. He 
knows that Myers national advertising is bigger and better in 
1948 — more intensive —more ads in more magazines — will 
stir up more prospects in his community. He is going to make 
sure they know who he is, and where he is, and what he sells. 
It’s planning time for Ed —and for every Myers Dealer. 





THE F. E. MYERS & BRO. CO. 
Dept. M-42, Ashland, Ohio 
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stores: Siever’s Hardware, Wel- 
ler’s Hardware, and Lendved 
Hardware, sponsor a Rural Neigh- 
bor Day on which the merchants 
offer special bargains to rural 
shoppers. 

In addition, a farm program is 
sponsored by the chamber of 
commerce at the local high school 


at which leading dairy and farm 
speakers from the College of Agri- 
culture take part. A musical pro- 
gram is furnished by the high 
school band. Special programs for 
township officials and children of 
the rural schools are conducted in 
the armory. The entire program 
is designed so that it terminates 


Sheet Metal Workers’ Invention 
Conserves Space, Saves Time 


HE sheet metal shop of the Alli- do one operation after another with- 

ance Hardware is as large or out moving from the spot. 
larger than the average, occupying An 8-ft. sheet can be handled 
most of the sixth floor of the large without difficulty and without the ef- 
Alliance, O., hardware firm’s build- fort it would take to move it back 
ing. Nevertheless, workmen in the and forth between tools if they were 
shop often*had to interrupt each fixed to benches in the usual way. 
other with jobs at the large work- The inventor, Mr. Vogt, rejoined 
bench which extends the length of the Alliance firm after Army service 
the shop along one wall. in World War II. He had previously 

This problem inspired Floyd worked in the same shop for more 
Vogt, one of the workmen, to do than ten years and learned his trade 
something about it. His invention, under Elmer FE. Crumrine, superin- 
shown here, has proven most ade- tendent of the sheet metal depart- 
quate. It can be duplicated at small ment, who has worked in the Alli- 
expense and adapted to the needs of ance hardware firm’s metal shop for 
any sheet metal shop. 40 years. 

Five sheet metal-working tools, a This hardware firm is equipped to 
crimper, burr machine, thick edger, handle any sort of a sheet metal job, 
a double edger and a swedge, were large or small. This fact is pretty 
well known in the Alliance section, 
and as a result the firm has more 
sheet metal contract work than it 
can handle. A considerable amount 
of this work is with industrial con- 


at 


welded to 144-in. angle iron frames 
which revolve around a 2-in. pipe 
standard. These tools pivot easily 
and while one is in use the other 
four are pushed out of the way. This 


makes it possible for the workman to cerns. j 





Elmer E. Crumrine, superintendent of the sheet metal department of the 

Alliance Hardware, Alliance, Ohio, is shown using one of five metal working 

tools which swivel about on a 2-in. standard. A locking pin holds any one 
of the tools in a working position. 
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early in the afternoon in order to 
allow the farmers and others to 
get home early for their chores, 
Each year the Rural Neighbor 
Day becomes a bigger affair at 
Clintonville. A cafeteria luncheon 
is served at noon. 
~ * * 
States Festival 

St. Petersburg, Fla., stages an 
annual Festival of States in honor 
of the many tourists who spend 
the winter in that city. The week- 
long program is concluded with 
an hour-long parade. Some years 
floats from each state are entered, 
while other years only one float is 
made up, on which ride the beauty 
queen from each of the states rep- 
resented by tourists in the city at 
the time. Another feature of the 
festival is the kiddies’ parade. In 
addition to the floats of states, en- 
tries from nearby towns are en- 
tered as well as bands, musical and 
civic organizations. Interest in 
this colorful annual event attracts 
persons to St. Petersburg from a 
large area. 

* * * 


To Promote Vineyards 


Twelve members of the Norman, 
Okla., Chamber of Commerce re- 
cently visited industries, poultry 
farms and vineyards in Arkansas. 
The trip took a week. The study 
was to determine methods which 
can be used as experiments in 
poultry raising, berry culture and 
vineyard cultivation in the Nor- 
man area to promote year round 
wealth in that trade center. 

* o ch 


Friendship Dance 


The Chamber of Commerce of 
Hamilton, Ind., conducts buffet 
suppers and dances to welcome 
newcomers to that city. The events 
give an opportunity to the people 
of that city to become acquainted 
with the newcomers to the city. 
and for the newcomers to become 
acquainted with the people of 
Hamilton. 

* * a 
Tulip Festival 

For the 15th year and the first 
since 1942, the merchants of Hol- 
land, Mich., last year staged thei 
national famous tulip festival 
which attracts thousands from all 
parts of the country. The maker 
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9) tic f HINGES : = : 
WILL SERVE BEST! 
PRACTICALLY every type of building project calls for door 


hinges and this particular hardware product has the dis- 
tinction of leading in the popularity poll. 





Naturally when a product is in such wide use, the demands 
of the trade call for a wide variety of sizes and styles to 
meet specific building requirements. 


Light “T’ Hinge 






We know dealers will appreciate the exceptionally ex- 
tensive assortment of hinges embraced in the National 
line. There is a uniformity of quality in these hinges. 
These features will demonstrate to your trade how 
precision in manufacture and assembly assures smooth, 
friction-free door manipulation. 





Extra Heavy “T’’ Hinge 


Leading archi- 
tects and builders 
specify National 
Hinges — proved 
best through 
years of actual 
service. 





Light Strap Hinge 





= 


No. 840 Reversible ‘“‘T’’ Hinge 


NATIONAL MANUFACTURING COMPANY itunois 





Heavy Strap Hinge 
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of wooden shoes plied his trade 
in his show window and Dutch 
costumed maids danced in the 
streets. The Dutch parade told the 
story of the costume and sports 
events highlighted the week long 
event. Tulip farms in the area 
were also open to visitors. 


* * - 


Peach Festival 


Alabama’s first annual peach 
festival was held in 1947 at Clan- 
ton and Thorsby, sponsored by 
civic organizations of those com- 
munities. The festival was in the 
form of exhibits of peaches at 
Thorsby, a tour of the peach or- 
chards and a parade. The parade 


formed at Clanton in the afternoon 


and proceeded to Thorsby, where 
a dance was held in the evening. 


* * * 


Business Men Clowns 
The Fort Atkinson, Wis., rural 


relations committee of the Cham- 
ber of Commerce spends the fall 
and winter months playing the pie- 
social circuit in that trade area 
and cover from 25 to 30 miles 
around that city. 

The troupe clowns the acts, 
singing. acting and magic, and 
the complete program is in the 
form of a burlesque on what a 
community program should be. 
So well received are the business 
men that they make more than 70 
appearances during the winter 





months and some of them repeat 
performances. Churches and ru- 
ral schools holding a pie or a box 
social, call on the business men 
to furnish the entertainment. 

* - * 


Agricultural Activities 


The Chamber of Commerce of 
Winona, Minn., through contribu- 
tions of the merchants, carries on 
an extensive agricultural program 
in Winona and surrounding coun- 
ties. The public relations work 
carried on by this organization re- 
sults in much good will. Among 
some of the work done among 
farm families is the dinner served 
to more than 150 F. F. A. mem 
bers and their leaders. 

(Continued on page 276) 


A New Modern Store and a 60th Birthday 


HE F. H. Retzlaff Hardware Co., 

New Ulm, Minn., recently cele- 
brated its 60th business anniversary 
with a special 8-page anniversary 
section in the New Ulm Daily Jour- 
nal offering anniversary values that 
let customers in on the birthday 
party. Joining in the observance of 
the hardware store’s anniversary 
which was celebrated in its recently 
modernized store were the other 
Retzlaff enterprises, the Retzlaff Mo- 
tor Co. and Retzlaff’s newly opened 
Radio-Appliance Center. 

These businesses are New Ulm 
monuments to the enterprise of F. H. 
Retzlaff who founded the hardware 
store in 1887 and who today at 84 
still takes an active interest in the 
businesses, now being carried on by 
his two sons, W. A. Retzlaff, who 
became proprietor of the hardware 
store in 1933, and Armin Retzlaff, 
who is proprietor of the motor and 
appliance business. 

The senior Mr. Retzlaff founded 
the hardware store in New Ulm 
when he was 24 years old. He was 
born in Germany in 1863 and came 
to New Ulm with his parents 80 
years ago. As a youth he became an 
expert in farm implements, achiev- 
ing such success that in 1885 he 
established his own implement sales 
agency at Little Falls. He sold out 
two years later and returned to New 
Ulm. 

Mr. Retzlaff looked beyond his 
own community in evaluating busi- 
ness trends and in 1913 took a lead- 
ing part in organizing the Hall 
Hardware Co. In 1928 Mr. Retzlaff 
retired from active management of 
his enterprise which by then includ- 
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ed the motor company established in 
1914. He continued an active in- 
terest in the business, however, and 
in 1933 sold the businesses to his 
two sons. He retained ownership of 
the building and this interest plus 
other activities finds him almost 
daily at his desk in the hardware 
store. 

At the hardware store, Waldemar 





ge eA, 4 
i AA Oe FS deals 





as tinrantiy isi tls tila sh a non on 


Retzlaff, who today has 13 on the 
payroll, is continuing extensive im- 
provements begun in 1940 and held 
up during the war. In 1940 he con- 
structed the modern front which cov- 
ered the two buildings which house 
the store. Just recently he completed 
installation of new open display 
racks and placement of island-type 
display counters. 





In this newly modernized store building, Retzlaff's customers helped celebrate 
the store's 60th birthday. Anniversary specials were abundant. Store 
improvements begun in 1940 but interrupted by the war are still continuing. 
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~ CELLARS 

~ RESERVOIRS 
wv COPINGS 

~ BRICK WALLS 
~ BRICK PIERS 

~ FISH PONDS 





KAYIITE 






CONTROLS WATER SEEPAGE 
IN POROUS MASONRY 





~ CINDER BLOCK WALLS 
~ CEMENT BLOCK WALLS 

yw STUCCO SURFACES 

v PUMP AND BOILER PITS 
v FIELD AND QUARRY STONE 
~ CONCRETE MASONRY 

~ RETAINING WALLS 

~ ROUGH MASONRY 

vy UNGLAZED TILE 

v SWIMMING POOLS 

Y CISTERNS ~ SILOS 

v ELEVATOR PITS 


Y HAY-TITE CAN BE USED ABOVE OR 
BELOW GRADE.INSIDE OR OUTSIDE 





CONTROLS WATER SEEDAGE 
IN POROUS MASONRY 


Send for your counter 
and window displays to: 


KAY-TITE COMPANY - WEST ORANGE, N. J. 
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[.- about time the 
Dean’s series of articles on cutlery 
should come to an end. The 
amount of mail and comment indi- 
cates a wide interest in cutlery 
sales among the hardware fra- 
ternity. The Dean wishes to ex- 
press his thanks to those who have 
helped with their letters and com- 
ments, Additional letters from 
readers on the subject of cutlery 
will be published as they are re- 
ceived. 

Lewis D. Bement of Deerfield, 
Mass., secretary of the Cutlery 
Manufacturers’ Association, is 
planning a national drive in cut- 
lery sales for the month of May. 
1948. He is preparing a lot of 
window strips and advertising mat- 
ter to be used by retail dealers. For 
further information on this drive 
I refer you to Mr. Bement. He 
promised me a letter for the end of 
this series and when it comes along 
Harpware AcE will be glad to 
publish it. The sales of Christmas 
cutlery were only limited by the 
ability of many manufacturers to 
fill orders. By November 1 most 
of these manufacturers were sold 
out and could not promise to fill 
orders until next March, 1948. We 
sincerely trust that they will build 
up their production to take care of 
the orders for the cutlery drive in 


May. 


When Nations Fall 


In the current best seller, “A 
Study of World History,” the sig- 
nificant statement is made that a 
period of a lack of progress in the 
history of many nations made its 
appearance at the very peak of its 
apparent prosperity! The nations 
were blinded by their prosperity to 
symptoms of decadence and decay 
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The Dean’s 


- 


By SAUNDERS NORVELL 





SAUNDERS NORVELL 


in their civilization in many cases. 
leading to centuries of decline. 


Favor Building Up 


These cutlery articles favor the 
building up of the cutlery business 
through the system of selling from 
manufacturers to wholesalers to re- 
tail dealers. The hardware whole- 
salers and retailers built up the 
cutlery business in this country 
and it is up to them to hold and in- 
crease their sales of cutlery. The 
Dean’s study of cutlery sales in 
this country leads him to the con- 
clusion that the hardware whole- 
salers and retailers are not hold- 
ing the business but have suffered 
a considerable loss in their share 
of the cutlery business. 

By reason of the cutlery manu- 
facturers taking on the large 
orders of mail order houses and 
chain stores, they have been un- 
able to fill the normal orders of 
hardware wholesalers and retailers. 

The alibi of the hardware whole- 
salers and retailers is “we could 
not get the goods.” It would be 








interesting to study the figures—if 
you could get them—of where the 
cutlery production of 1947 went. 

In writing these lines, I am not 
expressing the opinion of the Dean 
only. I have a friend who has 
been in this business all his life. 
He has just returned from a busi- 
ness trip covering the entire West. 
He recently called on me and my 
interview with him was so interest- 
ing I asked him to dictate a letter 
covering his trip that I could use 
in these articles. He consented 
with the promise on my part that 
I would not use his name. Here 
are just a few extracts that are 
surely worth consideration by the 
wholesale and retail hardware in- 
dustry. Check what he has to say 
with your own experience. Review 
in your mind the letters to the 
Dean that have been published. 
Isn’t it your conclusion that the 
hardware dealers, both wholesale 
and retail as far as cutlery is con- 
cerned, as we said at the beginning 
of these articles, “needs a shot in 
the arm.” 

Here follow quotations from 
my friend’s letter: 

“T have talked to a number of 
cutlery manufacturers. All seem 
to have more or less difficulty in 
producing enough cutlery to take 
care of the demand. 


Wholesalers By-Passed 


“There seems to be a very defi- 
nite tendency for cutlery manufac- 
turers to by-pass. to some extent. 
the hardware wholesalers and sell 
direct to large outstanding city 
dealers, chains, department stores. 
drug stores, and in some instances 
(mainly pocket knives) to tobacco 
stores—especially the chains. 

“The reason for this policy is 
the belief that the hardware whole- 
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OVERWHELMING 


EPTANCE! 





¢ Month after month, RCA Batteries continue to smash all previous sales records. 
The reasons for this unprecedented acceptance are conclusive— 


RCA Batteries are designed for radiomen .. . to sell through radio outlets. And 
they’re backed by the greatest name in radio—RCA. 


RCA Batteries are your assurance of immediate customer acceptance and greater 


profits. 
SELL RCA BATTERIES—THE COMPLETE LINE FOR THE RADIO AND ELECTRONIC TRADE 


Flashlight Portable A's Portable B’s Portable AB’s Farm A's Farm B’s Farm AB's Industrial 





? 
oS 





TUBE DEPARTMENT 


RADIO CORPORATION of AMERICA 


HARRISON, HM. J. 
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salers’ salesmen are not doing a 
good selling job and it is likely that 
this condition will prevail for a 
long time to come. 

“During the last four or five 
years a large number of hardware 
salesmen have lost the ‘art of sell- 
ing’ mainly because they distrib- 
ute merchandise by ‘allocation’ in- 
stead of selling. Salesmen do their 
‘allocating’ at home and spend 
little or no time on the road. They 
also play favorites and snipe at 
‘competitive accounts’ with the 
hope of holding such accounts in 
normal times. 

“Many hardware dealers, par- 
ticularly in far away territories, re- 
port they have not seen a whole- 
saler’s salesman since 1942. The 
far away dealer has gotten the 
worst of the distribution deal, not 
only because salesmen do not call 
but because such dealers are not 
able to go to the city frequently to 
make demands on wholesalers for 
merchandise as do the nearby 
dealers. 

“This situation is more pro- 
nounced west of the Mississippi 
where wholesalers are fewer in 
number and much farther apart 
than the eastern sections of the 
country. 

“A few small specialty’ whole- 
salers who were in business before 
the war and a few who have started 
in business the last two or three 
years, have recognized the situa- 
tion and have taken advantage of it 
by having their salesmen call on 
dealers and concentrate on selling 
lines available. These small con- 
cerns have not only profited hand- 
somely but have solidified their 
dealer position for the future. 

“None of these small concerns 
have complete lines but. neverthe- 
less. they have been able to get 
enough merchandise and through 
proper direction of salesmen keep 
the men traveling every day doing 
a good selling job. One small 
wholesaler I know in two years 
showed a net worth of over $100,- 
000 on a paid in capital of $50,000. 

“The dollar volume of all whole- 
salers in considerably ahead of 
previous years. The net profit is 
also most satisfactory. This con- 
dition makes it difficult to discuss 
with large jobbers their selling 
situation for they believe their re- 
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sults indicate they are doing an 
outstanding selling job. 

“It is unfortunate few owners 
or top executives among hardware 
wholesalers do not have close con- 
tact with their dealers. 

“If the top men, of the whole- 
salers, contacted a large portion of 
their trade they would, I am sure. 
have a sad awakening. 

“Manufacturers—particularly the 
old line ones—are likely to have a 
serious selling problem ahead of 
them. They may have to adopt 
more flexible selling policies to 
protect their interests. 

“Old established wholesalers will 
probably not be receptive to taking 
on new lines. This will force new 
manufacturers to seek new chan- 


nels of distribution through small 
jobbers and possibly active, out- 
standing, aggressive, retail dealers 
causing both wholesalers and old 
manufacturers a serious loss of 
business. 

“Over all sales continue in high 
gear. While the dollar volume of 
business is running well ahead of 
1946 there is considerable evidence 
to indicate tonnage and units are 
declining.” 

All this—both as regards cutlery 
and the general business situation 
—does not sum up pessimism but 
is simply a warning that many 
changes are taking place in busi- 
ness and that it is a good idea for 
the “presidents anonymous” to 
step out of their private offices and 
take a look around. 


Go oO Oo 


Letters Regarding Cutlery 


Received By Our Contributing 
Editor—Saunders Norvell 


Dear Mr. Norvell: 

For over 20 years | have taken 
great pleasure in reading your 
words of wisdom. 

Your Dean’s Page of December 
1. 1947, was particularly interest- 
ing because we here at Red Devil. 
feel we have been in the cutlery 
business although Mr. Lewis D. 
Bement may be unaware of our 
existence. 

Nor, frankly, although we are 
not listed in any of these so-called 
association reports, judging by the 
figures supplied to you by Mr. Be- 
ment, our firm alone must account 
for over 25 or 30 per cent of the 
cutlery distributed to hardware 
wholesalers and retailers. We find 
a very strong trend back to dis- 
tribution to the wholesaler, which 
is the only way we have ever dis- 
tributed since the writer came into 
our particular business. and find 
that these wholesalers, especially 
the larger wholesalers, are all too 
glad to give plenty of attention to 
cutlery if cutlery is something new 
or improved or packed better. We 
have taken one simple little num- 
ber, the putty knife, improved the 
material both of the steel and of the 
handle and by changing methods 
of production, have undoubtedly 
doubled the production and the 
supply during the last three or four 


years. All of this production goes 
through regular wholesale distrib- 
utors, none of it is sold direct to 
these dealers. 

Incidentally, besides changing 
the material, improving the box. 
we do go in for national advertis- 
ing on an individual number of 
this kind, so as to get volume un 
heard of in the old days. 

I think part of the trouble that 
you speak of in the retail stores is 
due to the fact that the retail stores 
handle many thousands of items 
more than they used to in the old 
days; so that even if the boy in the 
store is as bright as formerly. he 
cannot spend all day and all night 
to studying up on a myriad of facts 
and figures on all of these various 
items. 

Our answer here at Red Devil is 
to simplify and concentrate on few- 
er numbers, to nationally advertise 
them and pack them in displays so 
that they have eye appeal, and in 
other words, frankly, to sell larger 
volume on fewer numbers to the 
same old hardware jobber and 
dealer as our predecessors sold 
through. 

Once again, I want to tell you 
that I certainly have enjoyed every: 
thing you have written and hope 
you will continue your comments 
which are of immense help and as- 
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meet the new 


NORWALK 


door closer.. 





MODEL 47 SIZE 3 


‘NORW. LALK«| 


ADIVS 


Tried and true cS Gace 


Rack and Pinion 







Liquid Mechanism 










ALREADY IN USE. See it in 
action in all types of housing projects, 
industrial buildings and institutions, 
including such examples as the Metro- 
politan Life Housing Development, N.Y.C., 
Pathe News Building, New York University 
Dental College and other constructions in every 
field. This handsome closer, in functional shape, 
gives satisfaction wherever it goes because of its... 


TESTED DESIGN. Rugged rack and pinion 
mechanism for long, efficient service. Dual speed control 
by regulating screw for slow or fast closing. 
Easily reversed for right or left hand of doors. 
Gives constantly smooth closing action because it’s... 


a) PRECISION MADE. Fully guaranteed with 92 years 
of manufacturing experience behind it. Close toler- 
ance machining of the cast iron case and alloy steel 
parts. Special sealing compound and concealed lanier 
ring prevent leakage of special non-freezing liquid 
compounds. Each closer tested before shipment and... 





ies AVAILABLE NOW. Closers in Size Nos. 2, 3 and 4, 
hae suitable for all types of doors, now ready for 
prompt shipment. A complete line for all new , 
Ts A y construction and replacement purposes. Standard 
brown finish. Other finishes furnished to order. 
For further details on Norwalk Door Closer 
Model No. 47, write to 


0 IW al " Hardware of Quality since 1856 


74 Division of SEGAL LOCK & HARDWARE CO., Inc. 
395 BROADWAY, NEW YORK 13, N. Y. 


Bu (Zi 


hn hhe 


CCOPOCE 
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BUCKET 
Free 


Immediate de- 
livery in lim- 
ited quantities 





MINNOW BUCKET 


A well made. popular priced min- 
now bucket that has lots of fisher- 
man eye appeal. 2 piece, non- 
floating type, 8 quart capacity. 





og 
NON-RUST 
Aluminum : 


TACKLE BOX 


This compact tackle box rates high 
with fishermen the country over. Fresh 
and salt water rust-resisting. Handy 
compartment tray with removable 
partitions. Space for vacuum bottle. 

we HANDY % CONVENIENT 








Sold through 
leading jobbers 
from coast-to-coast. 


METAL FABRICATING CO. 


WILKES-BARRE, PA. 












sistance, especially to the younger 
generation of the hardware trade. 
Yours very truly, 
GEORGE LEE, 
President, 
Red Devil Tools, 
Irvington 11, N. J. 
* * * 
Dear Mr. Norvell: 

It was mighty nice of you to go 
to the trouble to acknowledge the 
writer’s letter of the ninth, and I 
hasten to return your Christmas 
Greetings, and to wish you a Very 
Happy Year for 1948. 

While writing, you might be in- 
terested to know that during the 
last year, we completed and have 
tooled up a brand new factory in 


Bloomfield, N. J., the sole product 
of which is what we call “painter’s 
cutlery,” i.e., putty knives, wall 
scrapers, linoleum knives and 
things of that kind. In the writer’s 
book a 4-in. super-flexible wall 
scraper with a mirror finish and 
bright red tenite handle is just as 
beautiful a piece of cutlery as any 
Toledo blade ever made in the old 
days. 
Thanking you again for your 

courtesy, I am, 
Yours sincerely, 

GeorceE LEE, 

President, 

Red Devil Tools 

Irvington 11, N. J. 





Brand Names Gain in Public 
Favor From Greenfield Program 


ASED on data assembled by the 
Greenfield (Mass.) Chamber of 
Commerce, the Greenfield Recorder- 
Gazette, Radio Station WHAI; and 
on “before” and “after” surveys, 
substantial gains were shown in pub- 
lic acceptance of brand name mer- 
chandise and in knowledge of the 
significance of brand names and ad- 
vertising in the U. S. economy. 
According to Henry E. Abt, pres- 
ident of Brand Names Foundation, 


Inc., 119 W. 57th St., New York City, 


before the program started, 32.2 per 
cent of all interviewed believed 
advertising increases the cost of 
goods. When the educational pro- 
gram ended, this proportion had 
dropped to 23.5 per cent. At the 
beginning, 37 per cent of all inter- 
viewed believed that mandatory 
grade labeling of goods by govern- 
ment would be beneficial to consum- 
ers. At the conclusion, the percent- 
age holding that view had receded 
to 23.5 per cent. The frequent al- 
legation that “advertising confuses 
consumers” was believed by 26 per 
cent of the Greenfield public on Oct. 
12 but at the end of the program 
credence of this fallacy had de- 
creased to 16.9 per cent. 

Surveys among 50 Greenfield re- 
tailers showed that one of the most 
impressive results of the 16-day pro- 
gram was an increase in the national 
brand proportion of over-the-counter 
retail sales from an average of 68 
per cent to an average of 84 per cent 
—an average of one per cent each 
day of the program. Gains in total 
sales in the last two weeks of Octo- 
ber over the first two weeks were 


spotty but ran from 10 per cent to 
as high as 40 per cent. 

The fact that the event reached 
the attention of almost everyone in 
the community was established by a 
consumer survey conducted on Nov. 
6. Tabulations showed that 96.5 
per cent of the public had been 
“aware” of the program. Of the var- 
ied activities, window displays at- 
tracted the attention of 79 per cent 
of the consumers—more than any 
other single phase of the program. 
Fifty-one and a half per cent of the 
public learned of the program 
through the news columns of the 
Recorder-Gazette. Forty-eight and 
four-tenths per cent recalled retail- 
ers’ tie-in newspaper advertising and 
22.6 per cent recalled local manu- 
facturers’ tie-in ads. The final sur- 
vey also revealed that 39.5 per cent 
were impressed by retailers’ radio 
programs and 15 per cent by related 
sustaining programs. 

Brand Names Foundation, which 
cooperated in the project with the 
Greenfield Chamber of Commerce, 
will soon publish a comprehensive 
manual “blueprinting” the complete 
16-day program. This book, which 
will be generally available at the 
Foundation’s cost ($2.50) per copy 
is designed to aid leaders in other 
communities throughout the country 
who wish to stage similar educa- 
tional programs. In addition, an 
“on the spot” documentary 16 mm. 
motion picture film has been pre- 
pared to supplement the manual and 
will be released for booking at a 
moderate rental charge ($5.00 per 
week of use) by those interested. 
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Table of Equivalents of 
“Each” and “Dozen” Prices 





The "Each" Price can be quickly found in the following Table of Equivalents on any item priced 
from 12 cents ($0.12) to 12 Dollars ($12.00) per dozen. Also "Dozen" equivalents are shown in frac- 
tions from 1/12 to 2/3 cents each. 





























Per Dozen Per Each Per Dozen Per Each Per Dozen Per Each Per Dozen Per Each 
$0.12 $0.01 $3.96 $0.33 $7.80 $0.65 $11.64 $0.97 
24 .02 4.08 34 7.92 .66 11.76 .98 
.36 .03 4.20 30 8.04 .67 11.88 99 
.48 04 4.32 .36 8.16 .68 12.00 1.00 
.60 .05 4.44 37 8.28 .69 
.72 .06 4.56 .38 8.40 .70 
84 .07 4.68 .39 8.52 71 
.96 .08 4.80 40 8.64 .72 Per Each Per Dozen 
1.08 .09 4.92 41 8.76 4 
1.20 10 5.04 42 8.88 .74 Ms .01 
1.32 RE 5.16 43 9.00 78 My 01K 
1.44 By. 5.28 44 9.12 .76 % 01% 
1.56 13 5.40 45 9.24 .77 4 .02 
1.68 14 5.52 46 9.36 .78 % 02% 
1.80 15 5.64 47 9.48 .79 % .03 
1.92 .16 5.76 48 9.60 .80 i} 04 
2.04 17 5.88 49 9.72 81 Ks 05 
2.16 18 6.00 50 9.84 .82 % 06 
2.28 19 6.12 51 9.96 .83 Ya 07 
2.40 .20 6.24 .§2 10.08 84 'Yy 11 
2.52 21 6.36 53 10.20 85 Ke . 03% 
2.64 .22 6.48 54 10.32 .86 Ko 08% 
2.76 23 6.60 .55 10.44 .87 Keo 10% 
2.88 2A 6.72 .56 10.56 .88 4 04% 
3.00 25 6.84 .57 10.68 .89 4 07% 
3.12 . 26 6.96 58 10.80 .90 % . 10% 
3.24 27 7.08 59 10.92 91 S 10 
3.36 .28 7.20 .60 11.04 .92 % 04% 
3.48 .29 7.32 .61 11.16 .93 y 07% 
3.60 .30 7.44 .§2 11.28 .94 % 09% 
3.72 31 7.56 .63 11.40 95 ¥ .09 
3 84 32 7.68 .64 11.52 .96 % 08 








The above table shows "Each" equivalents for "Dozen" prices, and separately, the dozen equiv- 
alents of different fractions. To determine the price of twelve articles that cost 5 1/12 cents each, 
simply add 60 cents, which is the dozen equivalent of 5 cents and | cent, which is the dozen equivalent 
of 1/12. By memorizing the fractional dozen equivalents, this table may be used very quickly and con- 


veniently. 
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Rounding OUT 
a Time-Tested Line 


POWER MASTER 
” LIGHTWEIGHT 














Here’s the perfect running 
mate for the lawn-proven 
Power Master “‘750.”’ It’s easy 
to operate —a toe tip touch 
of the pedal and you’re mow- 
ing . . . drop handle to stop 
. » « Speed control under your 
thumb. The ‘850’s’’ new, 
compact, two-cycle ‘“‘power \ Y 
packed”” engine contributes \ Y Be i 





Pf A a, 


to the effortless maneuvera- ea (pect 

bility that makes lawn tend- =\\\ “ PF 

ing a pleasure. X PACKAGED POWER” 
lh cooled engine. 

The Power Master ‘850’ and mal Peston aN 

“750"? — the whole Worces- Ball bearing eteataale. 

ter Line — will be backed Automotive type carburet 

by a bigger-than-ever na- ‘Waleemeie, by 

tional advertising campaign Speed control regulator. 

this year. Stock Worcester — High tension magneto. 

for profits! Dry type air filter. 


Large radiation fins. 


“Sta-Temp” hardened steel blades 
and underknife. 


Semi-pneumatic tires. 


Streamlined tubular steel handle 
with rubber grips. 

Large diameter differential roller. 

Ball bearings. 

Width of cut 18", wo RCESTER 

Height of cut from 54" to 214". LAWN MOWER COMPANY 


Net weight only 80 Ibs. Sold Through Se- _ Division of Savage Arms Corporation 


Ss . . . 

a ee Te, lected Distributors. CHICOPEE FALLS, MASS., U. S. A. 
Write for Complete 
Information. 


50 YEARS OF BUILDING BETTER LAWN MOWERS 
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Silex Announces Window Display 


Contest Winners 





Belle City Hardware Co. won the first award of $500 in the hardware and 
appliance store class. 


HE Silex Co., Hartford 2, Conn., 

recently awarded a duplicate set 
of prizes for two classifications of 
retail dealers to winners of the re- 
cent Silex window display contest 
which ran for two months, Sept. 15 
to Nov. 15. One classification cov- 
ered hardware and appliance stores 
and the other department and gen- 
eral stores. First prizes of $500 
each were won by W. Gilbert 
Brown, Philadelphia Electric Co., 
and Byron Rasmussen, Belle City 
Hardware Co., Racine, Wis. Second 
prizes of $250 each were awarded 


to Paul F. Sisk, Sears Roebuck Co., 


Los Angeles, Cal., and Robert Gat- 


liff, Railey Milan, Inc., Miami, Fla. 
Third prizes of $125 each went to 
C. M. Griffin, Ohio Edison Co., 
Youngstown, Ohio, and to Herbert 
L. Elliott, Sax-On Paint Store, 
Chicago. 


The Judges 


The judges were men representa- 
tive of the display and advertising 
fields, and included Earl] Lifshey, 
editor, Retailing Home Furnishings: 
Lawrence Wray, managing editor of 
Electrical Merchandising; J. M. 
Witten, editor, Harpware AcE; 
E. K. Whitmore, Oberly & Newell 
Lithographing Corp.; and Jesse 
Lide, McCann-Erickson advertising 
agency. The photographs of the 
displays were carefully analyzed by 
the judges on the basis of original- 
ity, sales effectiveness and attention 
value. 


198 


Listed as follows are the names 
of the 50 honorable mention awards, 
$25 winners: Polly Bunzel and Ken- 
neth Ver Straate, Ebbers Hardware, 
122 Pine Street, Sheboygan Falls, 
Wis.; P. F. Nursey, Duval Jewelry 
Co., 1906 Hollywood Blvd., Holly- 
wood, Fla.; Kenneth T. MacLeod, 
Jordan Marsh Co., 450 Washington 
Street, Boston, Mass.; Harry E. 
Spellmeyer and Robert M. Spell- 
meyer, Mardel Hardware & Paint, 
3721 Watson Road, St. Louis 9, 
Mo.; David Rosenthal, The Elles 
Fair, 954 E. 55th Street, Chicago, 








a 
SPrr 


COULDN} 4 | > ¢ COFFEE LP 


Ill.; C. Hahn, Hahn Hardware, 
3535 Armitage Avenue, Chicago, 
Ill.; Murray H. McKay and T. 
Kourkoulakos Kirks, 946 Elm 
Street, Manchester, N. H. 

Also R. W. Joost, Joost Brothers, 
1555 Fillmore Street, San Francisco, 
Calif.; Charles H. Spangler, Crosby 
& Hill Co., Market Street, Wilming- 
ton, Del.; Charles F. Edwards, Ott 
Hardware Company, 727 State 
Street, Santa Barbara, Calif.; J. E. 
Whited, Whited Electric Company, 
310 Fourth Street, Parkersburg, W. 
Va.; C. M. Burrows, Brown Rogers 
Dixon Co., Winston-Salem, N. C.; 
Scott Jewelry Co., 11 South Main, 
Concord, N. H.; G. H. Wagner, dis- 
play Director, Brandeis, Omaha, 
Neb.; Paul J. Grabbe, Grabbe’s 
Electric Service, 140 Valley Street, 
Lewistown, Pa.; Don L. Williams, 
Cornwall & Kelty, 115 South Brand, 
Glendale 4, Calif.; Mrs. Atlee Schu- 
maker, Atlee Schumaker Electric, 
Baltic, Ohio; Klaus Department 
Store, 2857 Milwaukee Avenue, 
Chicago, Ill; Wohler Brothers, 2603 
North Halsted, Chicago, II]; Mont- 
gomery Ward, Albany, N. Y.; W. 
J. Lundy, Lundy Electric Company, 
11 East Market Street, Wilkes- 
Barre, Pa. 

In addition Emma Cameron, Cam- 
eron Appliance, 1550 Broadway, 
Brooklyn, N. Y.; A. Moline, 3901 


The second prize of $250 went to Railey-Milam, Inc., in the hardware and 
appliance store class. 
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The Newest and Best LURE on the Horizon 





is marked 


CIRCLE H 





and we suggest that you stock Circle H at once. The readers 
of OUTDOOR LIFE, SPORTS AFIELD and FIELD & STREAM 


will know about the new Circle H Lures and be asking for 


them. It’s smart to have some in stock. 


The Story of Circle H Lures 
1. They are all plastic. 


2. Made in harmony with the 
science of Aquatic Optics. 
What’s that? Aquatic Optics 
is the effect on vision created 
by light, shadow and color of 
a new lens-like plastic con- 
struction in or under water. 


It includes magnification, 
motion and attraction. The 


illusion of life. 


This illusion of life is the new 
touch that makes Circle H 
Lures so exciting to all game 
fish. It’s a new contribution 
to an old sport. 


3. Colors are all inside the 
translucent plastic. Cannot 
fade or be rubbed off. Always 
look like new. 


There are six minnow types; 


Mooneye, shad, perch, rain- 
bow, shore minnow and our 
red special. All weigh % oz. 


Exciting news to all 
rod-and-reel men 


Here’s the newest and smart- 
est thing in lures. It gets game 


fish. 


It will sell on results. Cus- 
tomers will be back for more. 


Patent Applied for 








Order from your 
jobber or write 
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Weight % oz. 
Floaters 3” body size 
Sinkers 2%" body size 


HOLDENLINE co. 


——- 2311 Scranton Road . 





Cleveland 13, Ohio 






Be ready to 
show samples. 
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Sax-on-Paint Store, 

Chicago, won the 

third award of $125 

in the hardware 

and appliance store 
class. 











Broadway. Chicago, Ll; G. J. 
Wigge, Bensinger Outfitting Co., 
Louisville, Ky.; Garland Stipe, Jr., 
Ft. Smith Vehicle & Machine Co.., 
Fort Smith, Ark.; R. A. Reinicke, 
Reinicke Hardware Co., 1934 East 
Third St., Dayton, Ohio; Walter 
Large, Des Roberts Electrical Co.. 54 
Exchange Street. Lynn, Mass.; Rus- 
sell Hambrick, The Appliance Shop. 
205 West Pike St., Clarksburg, W. 
Va.; Fred A. Clark, Clark’s Hard- 
ware, 1439 East 63rd St., Chicago. 
Ill; L. W. McEuen, McMasters, Inc.. 
1412 North Main St.. Evansville. 
Ind.: Aloysius Klitsch. Klitsch 


Radio & Elec., 56 Broadway, Mauch 
Chunk, Pa.; C. H. Smiley, Ace Hard 
ware, 2717 North Clark St., Chicago. 
[ll.; Sara G. Miller, T. M. Griffith 
& Son. 123 East Lancaster Ave. 
Downingtown, Pa.; W. R. Carter, W. 
C. Carter Co., 25-07 N. Washington 
Ave., Scranton, Pa.; Asher Nickels 
berg, Sunrise Music Shops, 38 South 
Main Street, Freeport, N. Y.; John 
S. Kopycinski, Rosinski Hardware 
Co.. 655 Ridge Road, Lackawanna, 
N. Y.; Steve Kondas, Stambaugh 
Thompson Co., 114 West Federal 
St.. Youngstown, Ohio; Kay Chap- 
man. Case Warren Co., Ine., 242 





COFFEEMAKER 


Display by Philadelphia Electric Co., which won the first award, $500, in the 
department and general store class. 
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Sell-seling Fi sertising a 7 baked 
display we pulat steel 


Manufactured exclusively by 


ARVEY 


3470 N. KIMBALL AVE. CHICAGO 
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IT’S KESTER 


For Every 


CELL, 






wv ei 


The name KESTER assures you of more 
solder sales. A dependable, uniform and 
pure solder which is so important to in 
crease the speed and ease of every solder 
ing operation. 


KESTER ACID-CORE solder for general! 
use; KESTER ROSIN-CORE solder for 
all electrical work. Be sure with Kester. 


KESTER 


KESTER SOLDER COMPANY 
4207 Wrightwood Avenue, Chicago 39, Illinois 


CASTERN PLANT: NEWARK, NEW JERSEY CANADIAN PLANT: BRANTFORD, CANADA 


201 





The BRADFORD 


‘ab Yi TES YO 


Beas -SAW 


EASE of operation has been engi. 
neered into new Bradford Metal- 
master Wood-Saws. All craftsmen 
will immediately appreciate the 
fine balance and light weight—the 
compact streamlined design and 
handling ease of these precision. 
made power tools. 


Here is sales appeal as powerful as 
the saw itself. Your customers can feel 
the difference in design that makes the 
Bradford Wood-Saw easy, comfortable 
to operate. Constructed with machine 
tool precision, Bradford Wood-Saws are 
built to last—and they’re priced right! 


Start your power saw profits today— 
sell the new Bradford Metalmaster 
Wood-Saw. Distributed through lead- 
ing wholesalers. Write now for com- 
plete information and new descriptive 
bulletin. 


THE BRADFORD MACHINE 
TOOL COMPANY 


661 EVANS STREET CINCINNATI, OHIO 


Precision Since 1840 
PERLE AE COLTS IR = ec RE ee NSS 








Second award winner in the department and general store class was Sears 
Roebuck, Los Angeles, for $250. 


Asylum Street, Hartford, Conn.; 
Arthur Romes, Kuester’s Inc., 1015 
Parrett Street, Evansville, Indiana; 
L. W. Grinolds, Bailey Electric Co., 
331 South Broadway. Albert Lea, 
Minn.; C. Katowitz, Gorman’s, 3212 


Troost, Kansas City, Mo.; M. H. 
Mahlstedt, Electric Construction, 
323 South Phillips Ave., Sioux 


Falls, S. D.; Larry Brinton, Wil- 
mington Auto Sales Co., 807-11 
Orange Street, Wilmington, Del. 
Other winners were: Richard 
Trippe, Point Pleasant Hdw. Co., 
Arnold & Richmond Avenues, Point 
Pleasant, N. J.; Henry Ankcorn. 
Ankcorn Hardware Co., Palouse, 
Wash.; Miss Hattie Schultz, R. G. 
McCoy, 2414 North Broadway, Los 


Angeles, Calif.; Rosanna Moore, 
Moore Farm Service, Kirkersville, 
Ohio; Claude W. Beckett, P. 0. Box 
758, St. Johns, Newfoundland for 
Wm. J. Clouston, Ltd., 182 Water 
Street, St. Johns, Newfoundland; F. 
Carl Emrich, Dismer’s Hardware, 
3117- ma 14th St., NW, Washington 
10, D. Horace W. Green & Son, 
Long bad ch, Calif. 


Carnival Days 
The Chamber of Commerce of 


Harvey, IIl., conducted carnival 
days this past season, with street. 
store front and interior decora- 
tions designed to welcome old cus- 
tomers and bring in new ones. 


MAKES A Steady CUP OF 
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Ohio Edison Co., Youngstown, Ohio, won the third prize of $125, in the 
department and general store class. 
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Travis-Yowell Expanded 
Vertically—to the 
Basement 
(Continued from Page 135) 


policy of ordering many months 
in advance for fast moving, hard- 
to-get items. Control of stock is 
simplified by storing all open stock 
items in the bins directly below 
the shelves on which they are dis- 
played. As an item is sold, it is 
quickly replaced from below. 
When replacement stock is low, 
the salesman enters that item in the 
“want book” so that it will be 
promptly reordered. 

Since the present fixtures were 
built during war-time material 
shortages when cabinet doors were 
unobtainable, curtains were sub- 
stituted to cover the openings of 
the replacement bins. This en- 
forced improvisation has proven 
so attractive and pleasing to shop- 
pers, that the curtains remain. 

Every effort is made to obtain 
the unusual in giftwares, even in 
higher priced merchandise such 
as sterling and silver-plated table 
ware. These, of course, are limited 
to a few of the nationally adver- 
tised and popularly priced sets. 
Particularly helpful in the sale of 
china and crystal ware, is the fact 
that the firm is the exclusive 
dealer in its area for one line of 
dinner ware and a line of crystal 
ware. 

Mr. Travis, the operating man- 
ager since retirement of Mr. Yowell 
several years ago, says: “Our aim 
has always been to prove to resi- 
dents of our shopping area that 
this department is not just another 
gift shop, but the outstanding gift 
shopping center of Bremerton.” 

A hardware man with 36 years’ 
experience as an owner and man- 
ager behind him, Mr. Travis liter- 
ally grew up in his father’s hard- 
ware store in Iowa. He has oper- 
ated in his present location in 
Bremerton for the last 20 years. 


Picture Post Cards 


Ten thousand picture postcards 
showing scenes in the Perry, Okla., 
area were recently placed in the 
stores of that city by the chamber 
of commerce. These scenic post- 
cards are to acquaint tourists and 
Visitors to Perry with the beauty 
spots of that area. 


JANUARY 15, 1948 
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DETACHABLE FUEL & 
TANK .. . All Steel 
Welded Construction 
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SHIELD &@ 
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BROODER 














Super-Efficient! Low Cost! Economical! 

With FEATURES That Assure Satisfaction! 

e@ Greatest possible heat radiation be- 
low the waterline! 

@ Trouble-free, completely safe and 
dependable performance! 

e@ Burns all kinds of commercial, fuel 
oils (distillate, kerosene or tractor 
fuel)! 

e Runs for a week at a time without 
attention! 

@ Operating costs only a few pennies 
per week! 


Gmertcad BEST ADVERTISED 
LINE OF TANK HEATERS! 


Siebring Tank Heaters are the favorite 
of stockmen everywhere. Hundreds of 
thousands now in use! Nationally ad- 
vertised for years and still being ad- 
vertised in all leading farm papers! 
They are America’s best known line of 
stock tank heaters—the ‘‘Standard of 
Efficiency and Economy”, in demand in 
all sections of the country. 


The season for stock tank heaters Is at hand right now! If you don't 
now have Siebring Tank Heaters in stock, act fast, order from your 
jobber! Do it today! If your jobber doesn't have them, write— 













MORE FULL PAGE ADS 
MORE FOUR COLOR ADS 


MORE NATIONAL CIRCULATION 
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LUMBING AND HEATING SUPPLI 











Mortite Four-ln-One 
Package 


J. W. Mortell Co., Kankakee, IIL, is 
offering Mortite in a new package and 
a new size. Attractive display box holds 





four small rolls of Mortite. Each roll 
is individually boxed, and each roll 
holds enough Mortite to weatherstrip 
the average window. Complete box of 
four, “Economy” size, is suggested to 
retail for 98 cents. Individual “JR” 
boxes sell for 29 cents. Mortite’s fa- 
miliar box with the single large roll is 
being continued and retails for $1.25. 
Free dealer aids include mats for local 
advertising, radio scripts, attractive cir- 
culars, and window and counter displays. 


Dise-Deck 


Schwartz Mfg. Co., Two Rivers, 
Wis., is offering with the 300-dise pack- 
age of Perfection Dubl-Chen-Faced 
milk filter discs, a Disc-Deck without 
charge, which is a rust-proof metal 





206 








“Shelf” to be fastened to the wall of 
dairy barn or milk house to hold a 
carton of the milk filter discs. This 
offer will help dealers make friends by 
rendering a needed service. The Disc- 
Deck and the 300 disc-package of milk 
filter discs is conveniently packaged as 
a single unit. 


Steam-lroning Attachment 


General Mills, Inc., 400 Second Ave., 
S., Minneapolis 1, Minn., has devised 
a steam ironing attachment for the Tru- 
Heat iron that enables housewives to 
convert it into a steam-iron at will. 
Attachment is made of stainless steel 
and aluminum. It is said to be easily 
inserted into the steam attachment and 
is held in place by a hand-operated 
spring latch. Stainless steel tank holds 
a cup and a half of water, enough for 
from 30 to 45 minutes of operation. 
Soleplate is of polished forged alumi- 
num with a cast-in steam chamber. Die 
stamped aluminum stand is provided 
on which to rest the combination be- 
tween ironing operations. When using 
it, the Tru-Heat control knob is turned 
to “HI,” 550 deg. After a short time, 
steam control is turned on and water 
flows into the attachment chamber, is 
converted to steam and emitted through 
the steam outlets at the toe of the sole- 
plate. A combination of the iron which 
retails at $12.50, and the attachment is 
suggested to retail for $19.95. 











Remington Dual-Voltage 
Electric Shaver 


Remington Rand Inc.,_ Electric 
Shaver Division, Bridgeport, Conn., is 
offering the Remington 6V-110V shaver 
which can be used in an automobile 





and at home. Shaver has two cords, 
one for 110-volt electric sockets and 
the other for the 6-volt battery of a 
car. Simple-to-attach-connector for the 
car dashboard is also provided. This 
shaver has one Blue Streak twin shav- 
ing head and two smooth round heads, 
the equivalent of féur single-head shav- 
ers, says maker. Each shaver is sup- 
plied with a special leather carrying 
case. Suggested to retail for $23.50. 





‘The Inside Story’ 


The Yale & Towne Mfg. Co., Stam- 
ford, Conn., has prepared a booklet to 
describe in cartoons and drawings the 
construction and operation of the Yale 
Compact Door Closer. Book was made 
up by Meade Johnson, marketing man- 
ager, Stamford division. 
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Shown above Billings Socket Wrench Boards 
C-48 $-75 H-24 
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An arrangement of Billings Forged Wrench Boards 
B-42 B-40 E-52 C-37 





DEPARTMENT 


Farmers, Homeowners, Industrial users . . . they're all 
trying for Billings Sockets and Wrenches. You can cash in 
on this big, hungry market by utilizing Billings Balanced 
Wrench Departments. Designed to fit the needs of any 
store large or small, Billings Wrench Departments are 
made from only seven basic boards, one each for Engin- 
eers’ Wrenches, 15° Box Wrenches, 45° Box Wrenches, 
Combination Wrenches, 34" Sockets and parts, 14" Soc- 
kets and parts, and 34‘ Sockets and parts. Choose the 
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NUTS 


1,000,000 POUNDS 
WAREHOUSE STOCK 


QUAN. SIZE TYPE 
3,000,000 #6—32 Elastic STOP 
600,000 '4—28 NF Elastic STOP 
1,000,000 /4—28 NF Light Castle 25/64” 
high 
100,000 '4—20 NC Tinnerman 
60,000 4—24 Hex M/S 2 x 3/16 
15,000 '4—23 NF Light Brass % high 
143,000 '4—28 NF Square M/S Cadm. 
41,000 4—28 NF Acorn 
1,250,000 5/16—24 NF Light Castle 27/64” 


igh 
100,000 5/16—24 NF Pal 
100,000 344—24 NF Regular Slotted 
0,000 34g—-16 NC Wing 
32,000 3g—24 NF Acorn 
150,000 3g—16 NC Light Brass 2” high 
62,000 344—16 NC Heavy Slotted Cadm. 
47,000 7/16—20 NF Light Hex SF 
450,000 /2—20 NF Fiex-Loc 
13 NC Heavy Hex SF 
50,000 Ye—13 NC Regular Hex SF 
22,000 Yea—20 NF Regular Hex SF 
36,000 /2—20 NF Light Slotted 
50,000 2—20 NF Elastic Stop 
269,000 9/16—18 NF Elastic Stop 
50,000 9/16—18 NF Flex Loc 
100, 000 9/16—18 NF Light Slotted Cadm. 
94,000 — NC Reg. Hex CP Jam 


Cad. 
85,000 9/16—12 NC Reg. Hex CP Cad. 
105,000 9/16—12 NC Reg. Hex SF Cad. 
11,000 54—18 NF Pal 
6,000 5g—18 NF Wing Cad. 
54—18 NF Light Thick 15/16” 


high 
110,000 5g—-18 NF Light Castle Cad. 
47,000 5g—18 NF Reg. Slotted 
59,000 5g4—11 NC Reg. Hex CP Jam Galv. 
85,000 54—11 NC Reg. Hex SF Jam 
191,000 5g—11 NC Heavy Hex SF Zinc 
160,000 54—11 NC Heavy Hex SF 
64,000 5g4—11 NC Heavy Hex CP 
67,000 34—16 NF Elastic Stop 
45,000 344—16 NF Flex-Loc 
75,000 344—16 NF Marsden 
168,000 34—10 NC Heavy Hex SF Zinc 
95,000 34-10 NC Heavy Hex SF 
63,00034—10 NC Regular Hex SF 
26,700 34—10 NC Reg. Hex CP Zinc 
14,000 34—10 NC Reg. Slotted Cad. 
7,000 3%4—10 NC Reg. Hex SF Jam 
91,000 7%—14 NF Marsdege 
55,000 7%—9 NC Heavy Hex SF 
16,500 %—9 NC Heavy Hex HP 
%—14 NF Reg. Slotted Cad. 
Y—9 NC Reg. Slotted 
184,000 %4—9 NC Reg. Hex SF 
Ye—14 NF Light Hex SF Jam 
50,000 7%—9 NC Reg. Hex SF Jam 
251,000 1”"—8 NC Reg. Hex SF 
86,000 1”"—8 NC Reg. Hex CP Zinc 
11,300 1”—14 NF Reg. Slotted 
8,000 1”—14 NF Light Slotted 
10,000 1%4—7 NC Reg. Hex CP Galv. 
13,600 1/g—7 NC Reg. Hex HP 
1Y¥e—12 NF Reg. Slotted 
3,600 1!g—12 NF Heavy Slotted 
19,600 114%4—7 NC Reg. Hex CP Zinc 
1¥%4—12 NF Heavy Slotted 
11,000 1'4—12 NF Reg. Slotted 
7,600 14—7 NC Reg. Slotted 
11,200 > a NC Reg. Hex SF 
° %—12 NF Light Castle 
2,130 Ww 2—6 NC Reg. Hex SF Jam Galv. 
4,000 2—4l/p NC Reg. Hex SF 
6,000 2—4!7, NC Reg. Hex CP JamZinc 
1,800 2144—4!/7, NC Rea. Hex HP 
929 2!4—4 NC Reg. Hex SF 
424 3—3' NC Reg. Hex SF 


ASK FOR OUR COMPLETE LISTS 


NUTS—CAP SCREWS—MACHINE SCREWS 
SOCKET SCREWS—WASHERS—SET SCREWS 


AUTOMOTIVE HARDWARE INC. 


111 S. MERIDIAN ST. Franklin 1494 
INDIANAPOLIS 4, INDIANA 











WHAT'S NEW 





Hotpoint Washer Models 


5600 W. Taylor St.. 
Chicago 4, IIl., is introducing two ad- 
ditional conventional wringer type 
washer models suggested to retail for 


Hotpoint, Inc., 


- aoe 
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$119.75 and $129.75, the latter model 
being equipped with a pump. Each has 
an 8 lb. clothes capacity, is full skirted 
in design and equipped with aluminum 
thriftivator by which water is forced 
through clothes in three washing zones. 
Washer has a white Calgloss finish and 
the wringer has a zinc-plated drain- 
board with finish. Hotpoint is 
equipping the deluxe wringer washers 
with electric timers so they may be set 
to shut off at predetermined washing 
the additional cost for 
engineering addition the deluxe 
washers are suggested to retail at 
$139.75 and $149.75 respectively. 
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Horseshoe Set 


Junior-Pro Products Co., 3206 Mor 
ganford Rd., St. Louis 16, Mo., offers 
a junior-pro lightweight horseshoe set 
which consists of two pairs of cast alu- 
minum official lightweight horseshoes 
and two pointed stakes packed in an 
attractive box. Weight per shoe is 1 lb. 
Set is suggested to retail for $4.95. 














a 
a, 





ade * writ, ace en i 





DOUBLE 
your profits 
on abrasives 


by carrying 
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CLOVER COATED ABRASIVES-— in all 
grains, grades, backings of paper and 
cloth, coatings, sizes and shapes—in 
rolls, sheets, belts and discs. Also resin- 
bonded fibre discs. 
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CLOVER LAPPING AND GRINDING 
COMPOUNDS—in twelve grades from 


microscopic fine to very Coarse. 


When you concentrate on CLOVER 
«-brasives . -you buy at lowest prices 
and sell at maximum profit. 


Selling abrasives is stable business. 
Sales are obtainable throughout in- 
dustry. Repeat business is enormous. 
Write for full information. 


FREE! 


Complete Handbook, 
without propaganda, 
on Coated Abrasives. 


CLOVER MFG. CO., Norwalk, Conn. 


CLOVER 
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Universal Imperial 
Gas Ranges 


Cribben & Sexton Co., Chicago, IIl., 
has introduced its 1948 line of Uni- 
versal gas range models. Variety of 
models are offered including four- 
burners divided or grouped and six- 
burners. Some ranges have two over- 
sized ovens and two broilers, others 
have a separate high broiler and over- 
sized oven while some have the con- 
ventional over-sized oven and _ low- 
broiler. Among the features of the all- 
white range is the chrome-plated 
“Whirlpool Broiler” pan, said to be 
smoke-proof and fireproof. Pan has a 
100 in. of circular drainage track. 
Broiler burner employs intense radiant 
heat from Monel wire mesh screen 
tailored to provide exceptionally uni- 
form heat distribution over the whole 
broiling surface. On some models, 


broiler pans have a fingertip control 


to raise and lower the broiling sur- 
face. Another feature is the “comfort- 
touch” oven. Outside temperature of 
ranges while roasting or baking has 
been reduced 50 per cent bringing the 
comfort touch zone to 100 to 110 deg. 
Oven chime thermostat has bell ringing 
and pop-out tab features to give evi- 
dence that oven has reached the tem- 
perature for which it is set. Burner 
spacing has been enlarged to 10 in. 
between centers. Chrome-plated  in- 
strument panel is mounted on a one- 
piece main top that sweeps from the 
fluorescent lamp to the manifold 
panel. All “CP” models have auto- 
matic ignition of top burners and oven- 
broiler burners. Shown is the imperial 
model, fully automatic with two 18 in. 
oven, two broilers, six burners and 
automatic clock control. Oven doors 
are chromium lined with glass win- 
dows. 


Revised Rifle Guide Book 


0. F. Mossbere & Sons, Inc., 131 St. 
John St., New Haven 5, Conn., has re 
vised the “Guide Book to Rifle Marks- 
manship,” and is offering the book free 
to any individual or club that is in 
terested in shooting. Also available is 
the latest catalog covering the items 
currently made bv the company. 
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~ BUILDERS HARDWARE 








NO. 762—FIVE PIN 
TUMBLER CYLINDER PADLOCK 


Unlimited Key Changes— Can be Master Keyed 
Size 14%” — Weight per doz. 5% lbs, 
Furnished with 9” Bronze or Steel Chain, also with 

Bronze Rod Shackle to special order. 


Meets Federal Specifications. 
Solid Extruded Bronze Metal Case. Chromium 
Plated hardened Steel Rod Shackle. 


Packed one dozen in carton. 


E.T. FRAIM LOCK COMPANY, INC. 
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Stock the COMPLETE 
Home Gardening Line 


Food scarcities plus high food prices... a 
"natural" for a heavy home gardening sea- 
son. All signs point to an exceptional demand 
for garden tools this Spring. Be prepared... 
order your Norcross stock now! 


New NC-4 Four-tine Cultivator 











Forged from one piece high car- 
bon steel—prongs oil tempered. 
41/3 ft. selected hardwood han- 
die; sanded smooth, lacquered 
clear. 


55-N Five Prong Cultivator 


Always in demand. Stands 
up under hardest use. 4 
ft. selected hardwood 
handle, lacquered clear. 







NORCROSS 





33-N Three Prong 
Cultivator 


Otherwise same as 





55-N. 


59-N One Prong Cultivator 


Also, No. 19-N with short handle. 








WEEDERS 


40-N V-Point Weeder, 45" long with hardwood 
handle. 1/4" high carbon steel blade. 


Fo frorcrosst. 





25-N V-Point Weeder and Asparagus Knife, |4" 


long. 
= ee 


10-N Norcross Garden Grower 









4 tools in one. Always Plows 

a big seller. Sturdy; Cultivates 
high quality throughout. Mulches 
Includes plow attach- Weeds 


ment, leaf guards. 
Priced right. 


Ask Your Independent Jobber 





BUSHNELL, ILLINOIS 
QUALITY GARDEN TOOLS SINCE 1891 


C. S. NORCROSS & 4 
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Finishing Trowel 

The Metex Corp., Mt. Vernon, N. Y., 
has added to its “Vernontown” line of 
stainless steel, one-piece, rivetless 
trowels, the ultra-light finishing trowel. 





Weighs 10 oz. and is made of Allegheny 
Ludlum steel throughout. Tool is made 
of 18-8 austenitic stainless steel which 
is sheared across the grain for maxi- 
mum tensile strength. Rivets are elimi- 
nated by “Shotweld” construction which 
is said to retain corrosion resistance 
without sacrificing strength. Trowels 
are electrically passified after fabrica- 
tion and are hand ground, precision 
balanced and have basswood handles. 
Will not stain any mixture, even plaster 
and acoustic finishes, says maker. Tool 
is suggested to retail for about $3 for 
the 10 in. up to $5 for the 16 in. model. 





Small Tractor 


Super-Trac, Inc., 1 N. LaSalle St., 
Chicago 2, IIL, is offering a small tractor 
incorporating tracks instead of rear 
wheels. Among other features of the 
new tractor are a power reverse and a 
seat for the operator. Most operating 
parts use self-lubricating bearings. Six 
H.P., air-cooled engine delivers enough 
power to pull a‘l0 in. plow. Tractor is 
designed to use standard implements 
but the company has engineered several 
heavy duty implements to give maxi- 
mum output. Super-Trac weighs about 
750 lbs., and is said not to require 
wheel weights or liquid filled tires for 
traction. Design of truck mounting and 
the high oscillating front axle gives full 
20 in. crop clearance without eliminat- 
ing stability. Front wheels have packed 
Timken bearings, likewise used in the 
transmission which is dust sealed with 
alloy steel heat treated gears running 
in oil. 
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EVERSHARP MODEL No. 30 


the faster, easier action of EVERSHARP 
Mowers makes sales easier, too! 


@ 110° Helix...21% above average, 
means two instead of one blade at cut- 
ting surface...for greater action... 
also extra resistance and Protection is 


added to lower cutter bar to withstand 
shock of impact with foreign objects. 


@ Built to last. Full 16” cutting - width 
5-blades, self-sharpening. 

@ Self-aligning ball bearings, with 
take-up adjustment. 

@ Double-pawl clutch: positive, smooth 
action. 

@ Crucible steel cutting blades and 
lower cutting bar, precision ground 
for perfect alignment, also double 
set screws for micromatic cutting 
adjustment. 

@ Hi-Lo adjustment. %" to 1%" for light 


or heavy lawns. 


@ Ribbed rubber tires and moulded 
rubber gripped handle. 


@ Stained hardwood roller or ribbed 
rubber roller with hardwood core 
(optional ). 


@ Snap-on handle of rigid tubular steel. 

@ Baked enamel finish, attractive colors. 

@ Balanced weight: 34 Ibs. 2 models: 
Model No. 30, cast side frame. Model 
No. 20-E, all steel. Both with heavy 
gauge pressed steel shock - resisting 
wheels. 


@ Guaranteed one year. Compare Ever- 
sharp specifications. Available through 
your jobber. Write us for information. 


Designed and manufactured by 


MIDWEST MOWER CORPORATION 
3132 Locust Street, St. Louis 3, Mo. 


A uersharfp 


LAWN MOWER 


America’s fastest growing favorite! 
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BIG YEAR AHEAD [GZS = 
FOR BURKS “4% DEALERS | 


The BURKS 6 Point Sales Builder Program is a combination of 
magazine—radio—newspaper—direct mail—store display and 
Dealer Helps—working in conjunction with BURKS LIFE-LOK 
and other exclusive engineering features. The object of the 
program is to isolate and sell every water system prospect 
within each BURKS Dealer's trading area. The result will be 
greater sales and larger profits for every BURKS Dealer in 
1948. 


More BURKS Dealers are wanted. If you are interested in 
handling the finest engineered line of water systems in the 
country, write for the BURKS Dealership proposition. Cash in 
on the sales advantages of BURKS exclusive features, plus the 
help of our new 6 Point Sales Builder Program. Address your 
letter to — 


DECATUR PUMP COMPANY 


Makers of BURKS SYSTEMS 
52 Elk St. Decatur 70, Ill. 
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LIFE-LOK Feature Makes ae go 
BURKS WATER SYSTEMS 


Easiest of All to Sell... 


PART 
COMPLETELY 
AUTOMATIC 

The most powerful sales closer in water system history is BURKS 

Life-Lok feature. The Life-Lok adds fully 30% longer life to a 

BURKS System and makes possible like-new performance when any 

other system working under like conditions would be worn out. 





evs 


BURKS SUPER TURBINE Water Systems for shallow and deep 
When water system prospects learn about the advantages of wells. Only one pump design—the famous BURKS Super Tur- 


ol é e bine. No mechanical pump changes for deep well installation 
LIFE-LOK it's almost a certainty your sale is made. lest add proper educer. Easy to install—no profit-eating call- 
acks. 
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WHAT'S NEW 


Cristil Tumblers Heavy duty model, for continuous hard 
use and the standard model are both 


J. H. Cristil Co., P. O. Box 1691, machined from solid brass. A long 
Indianapolis, Ind., is offering two sets range nozzle, designed to meet the re. 
of aluminum colored tumblers. The quirements of industry, nurseries, gar- 

ages, etc., is offered also. Latter model 
has a long distance stream and arch 
fan spray. 





















































Jacobsen Pump The 


In an item published in the Novy. 





‘> 6th issue, describing the Jacobsen out 
my" ” Mfg. Co., reciprocating pump, an illus. roll 
os , , And 
Ps Dro 

Tools a 

L 

FOR GOOD WORK! me 

anodized tumblers, eight to a set, each R-V 
Craftsmen quickly recognize th in « different color are packaged in an 

. q y 8 : ° acetate gift box. The 14 oz. tumbler the 

added quality of Vaughan Fine holds a full bottle of beer, frosts easily the 
Tools, the added scientific design for mint juleps and keeps ice tea and 
A tient h d fati lemonade cold. The “Squatty,” holding 
an . peat that reduce fatigue, 6% oz., is ideal for mixed and soft 
and the limitless service these tools drinks, for children’s milk and water at 
offer. the table. Sets are suggested to retail 

for $7.95. 





For Industry or Home—Vaughan 


Fine Tools bring Dealers quality Scovill ‘Green Spot' Line 

customers. Display them promi- ; ’ ee tration of a water system made by the 
pay prom _Scovill Mfg. Co., Merchandise Divi- Barnes Mig. Co., was used. Shown 

nently. sion, Waterbury 91, Conn., is introduc- above is the pump made by Jacobsen. 







ing the “Green Spot” line of garden 
hose equipment. Featured in the line 
is the Green Spot snap-on quick con- 


nector which is free-swiveling to elimi- - 
nate twisting strain on the hose. Special Spill-Proof Rack 


No. 700— 
Small Tool Assortment 


flexible hydraulic seal is said to prevent B. & D. Associates, Inc., P. O. Box 
leaks. Another item in the line is the 133, Brighton Station, Rochester, N. Y., 
Green Spot’ three-arm lawn sprinkler. offers the Can-venient Rack with which 


Sprinkler has a uniform rain-drop spray 
up to 40 ft. in diameter and all moving 
parts are made of brass. Also a member 
of the line is the fan spray. Designed 
primarily for watering roots, without 
wetting the foliage, the fan spray is also 
suited for general use, such as watering 
lawns, gardens and shrubs, according 
to the maker. It has a heavy brass body 
and connection nut, precision-pierced 


FINE TOOLS ARE OUTSTANDING IN 
% Design % Durability 
% Dependability * Materials 
* Craftsmanship 







housewives can add extra shelves in 


front pl d all in finish closets and cupboards. Fastened on the 
= Ng hn a a satin ee > inside of the kitchen cupboard deers, 
oP Le ae eae Se Se. these racks will bring spices, extracts, 





etc., swinging out into the light, easily 
identified. Also can be used in bath- 
room and linen closet. Ten in. exten- 
sion spring conforms to the shape of 
object held in each of the five compart- 
ments. Also can hold jars of nails, 
screws, etc. Made of aluminum with 
a silvery finish; fastens with two screws, 
measures, 13% in. long, 2 in. high. 
Suggested retail fair traded price is 59 
cents in the east, and 65 cents in the 
far west. — 
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RICHARDS -WILCOX 
Ball-Bearing Door Hangers 


lead the League. 


There’s one outstanding feature that keeps R-W Door Hangers 
out in front—ball bearings! Buyers know that the friction-free 
roll of ball bearings means smooth, effortless, long-life operation. 
And they know, too, that door size is no problem with R-W 
Drop Forged, All-Steel, Ball-Bearing Door Hangers specifically 
designed for doors weighing up to 1600 pounds each. 

Long years of experience in blending top engineering and 
manufacturing skill with finest quality materials have made 
R-W Ball-Bearing Door Hangers and Lock-joint Trolley Track 
the outstanding line of sliding door hardware. It pays to use 
the best—always specify R-W equipment. 













8 reasons wh, 
R-W Door Hangers 
are TOPS! 

1 PENDANT—extro strong— 


wrought steel. 

2 WHEELS—drop forged steel— 
extra strong — longer life —unbreak- 
able. 

3 BEARING CONES — turned 
from solid bar steel—hardened. 
4 BALL-BEARINGS—"A" grade 
steel balls of generous size provide 
easy operation. 


5 BALL-BEARING Raceways 
—integral with frame—cannot 
loosen or get out of alignment. 

6 STEEL AXLE—securely riveted 
to wheels. 

7 STEEL NUTS—load carrying 
and lock nuts, for vertical adjust- 
ments of door. 

8 RIGID FRAME — one-piece, 
drop forged steel—hardened. 
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KNUCKLE-JOINT FRAME 


Drop forged steel, hardened. For 
hangers operating in curved tracks. 
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| G.E. 4-Lamp Package 


General Electric Co., Nela Park 
| Cleveland, Ohio, has after considerable 
| research designed a four-lamp package. 


No.1 
4” closed 





Package saves space in dealer’s stock 
rooms, on his shelves, in his bins and 


in his displays. Package is a display 
piece in itself. This smart looking, com- | 
pact, sturdy package is easy to carry. 
Package dispenses with the lamps jump- 
ing out of sleeves, and also prevents 
the bulbs from being broken during 
transit. The package is also easy to 
store and to use. Units which contain 
four bulbs each are made up with 60. 
100 and 40 wait bulbs. 


‘Kleen-Up' Rake 


Rugg Mfg. Co., Greenfield, Mass., 
has added model 48 “Kleen-Up” to its 
line of spring steel lawn rakes. Rake 








Camillus 


Consumer has 22 teeth of high carbon spring steel 
and a 48 in. hardwood handle. Heads 

Advertising are enclosed in a carton and handles 
are bundled and enclosed in a heavy 
Continues paper bag. One nail is all that is 


necessary for assembly. Suggested to 
retail at $1. 





Yes, advertising in these leading 


magazines continues to set up the Aluminum Switch 


Outlet Boxes 


W. T. Driver, Minneapolis, Minn., is 
offering electric switch and outlet boxes 
made from aluminum. The boxes cost 
less to ship than steel boxes and have 
REA approval, as they will not rust or 
corrode. Maker states the boxes have 


customer acceptance and demand 
that produces easier sales, speeds 
turnover and builds profits. Fine 
quality plus forceful packaging, 
display, promotion and advertis- 
Ing makes Camillus the outstand- 
ing pocket knife line in America. 


been approved by Underwriters Labora- 
tories, Inc., Chicago. 


Tie in to this aggressive program 
by featuring Camillus. Promote it, 
advertise it and see the sales rollin. 
Camillus Cutlery Company, New 
York 17, N. Y. 


—_——— 


CAMILLUS 

















SOMETHING 
BRAND 
NEW! 


A real Spring Steel 
Lawn Rake fo sell 


UNDER $1.00 
The new #48 
""KLEEN-UP'' 


i 





Send for a sample 
and start your 


KLEEN-UP for 1948 


kus} 


And DON'T FORGET 
OLD RELIABLE 
+41 KLEEN SWEEP 
the fastest selling 
Lawn Rake on the 
market today. 





Both KLEEN SWEEP 
and KLEEN-UP 
are sold through 

Hardware JOBBERS. 


NOTE: Some territories are open 





for live wire distributors. 





Better write today! 


RUGG MFG. COMPANY 


GREENFIELD, MASS. 
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Here's the power lawnmower that is sweeping the country like a 
gale... in popularity among users . . . and profits for dealers. The 
HURRICANE has been tested and proved in practically every 
section of the country. And the 1948 model is now ready 
with new, improved trigger-fast governor control—new 

2!/2 H.P. engine—new hardened tip blades that 

will make it an even faster selling unit. 
Once sold, the HURRICANE stays sold. 


Its trouble-free operation assures com- 


plete customer satisfaction. 


W Light Weight—cor- 
riage designed for light- 
ness in weight combined 
with structural sturdiness. 
Bed is all cast aluminum. 


¥* Even Cutting—Four fully 
ball bearing wheels with 1.75 in. 

x10 in. zero pressure tires. All 
wheels same diameter; insures cut- 
ting blade operating on an ever 
plane, at all times. 


WW Mencoverahitity — Hendle designed for 
full floating operation; remains at constant 
level in the grasp allowing machine to float 
or conform to contour of lawn. Slight pressure 
on the handle hinge pins guides machine. 


W Blade Driving Unit is completely ball 
bearing friction type with ample tension to 
absorb all power of the engine. When striking 
immovable objects, it slips, protecting blade, 
engine crankshaft and driving mechanism. 


LIGHT WEIGHT 
MANEUVERABLE .. 


POWERFUL .. 
PROFITABLE 
























*« 4-Cycle Trouble- proof Engine easily 


started by short pull on starting pulley. Has 
the new inbuilt trigger-fast automatic gover- 
nor. Will operate without throttle or any hand 
control. Keeps speed of engine and cutting 
blade constant whether cutting heavy or light 
grass or weeds. 


ca Grass Distributed evenly over the lawn 
due to arrangement of special housing of the 
cutting blade; prevents windrowing. 


JOBBERS—Write direct for complete informa- 
tion about The HURRICANE and how it can 
fit into your profit picture. 


NATIONAL METAL PRODUCTS CO. ii24,S"ERN 33: 
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Get in Touch 
with Your 


Nearest Jobber 


The jobbers listed below 
can supply you with The 
Hurricane Power Lawn- 
mower. If no jobber near 
you, write us direct. 


Benson Implement & Appliance 
Omaha, Nebraska 







Bering-Cortes Hardware Co. 
Houston, Texas 


Browne Equipment Co. 
Columbus, Ohio 


Bruce Boats & Motors 
Jacksonville, Florida 


Nelson Radio & Supply Co 
Mobile, Alabama 


North Jersey Equipment 
Newark, New Jersey 

Old Dominion Motor Co. 
Norfolk, Virginia 


Pacific Supply Cooperative 
Walla Walla, Washington 
Raymond Lake Motors 
Cleveland, Ohio 

St. Louis Distributing Co. 
St. Louis 10, Mo. 

Buyrn, Old & Eaton, Inc. 
Norfolk, Virginia 

Haw Hardware Co 
Ottumwa, lowa 

Knapp & Spencer 

Sioux City, lowa 

W. J. Krebs Sales Co 
Corpus Christi, Texas 
a Seed Co. 

Dallas, Texas 


Neff Marine Co. 
Milwaukee, Wisconsin 


Stratton Baldwin Co. 
New Orleans, Louisiana 


Stratton-Warren Hardware Ce. 
Memphis, Tennessee 


Stuckman Tire Service 
Bluefield, West Virginia 


Teague Hardware Co 
Montgomery, Alabama 


Carmen Lude, Inc 
Charlotte, North Carolina 


Cox Motor Co. 
Washington, North Carolina 


General Supply Co. | 
Kansas City, Missouri 


Keith-Simmons Co., Inc. 
Nashville, Tennessee 


Speer Hardware Co 
Fort Smith, Arkansas 


Excelsior Stove & Mfg. Co. 
Oklahoms City, Oklahoma 


Wiley Stewart Machinery Co 
Oklahoma City, Oklahoma 
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threaded fastener. 


to simplify buying. 





5317 GRANT AVENUE 
CLEVELAND 5, OHIO 






TRIPLEX threaded fasteners are 
tough, time-tested fasteners. Your 
customers do not pay for fancy fin- 
ishes, but get accurate free running 
threads and tough, rugged, depend- 
able holding power. Those are the 
important things in buying any 


Write today for free wall chart or com- 
plete new catalog. Both are helpful guides 


THE TRIPLEX SCREW CO. 





THREADED 


NUTS 


FASTENERS 


AND RIVETS 





WHAT'S NEW 












'Hydro-Tac’ 


Hydro-Chemical Co., Inc., East Hart- 
ford, Conn., is offering a liquid hand 
preparation for better gripping. Prep. 


* 
* 
* 


Bertie: 
WEY BGYT.Le Tia ca 





aration is designed for wet condi- 
tions, is sanitary and is claimed not 
to transfer from the hands to cloth- 
ing, food, etc. When applied to hands 
for contact with golf clubs, basket or 
footballs, it is said to assure instant 
grip. 


‘Slick-Snip' Utility Scissors 
The Payne Cutlery Corp., Newark, 
N. J., offers the Farr “Slick-Snip” 
utility scissors. New process allows the 
hollow-ground blades of the “Slick- 
Snip” to be made of high-carbon steel 
of razor blade quality. Scissor is 
smoothly finished and heavily nickel 
plated. Can be used in home or office 
and for cutting thin wire, metal foil, 
plastic sheeting, etc. Suggested to re- 
tail for $1.39, the shears are available 
on a colorful easel-backed counter dis- 
play that holds six 6 in. scissors. 


, y 
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Rayonéze Fabric 


Crown Mark Corp., 155 E. 44th St., 
New York City, is distributing Rayon- 
exe a non-woven 100 per cent rayon 
fabric. This material is said to be 





fameproof and easy to drape, pleat and 
puff for display purposes, both window 
and interior. Maker claims that it is a 
quality fabric and yet is so inexpensive 
that it can be disposed of after one use 
with no appreciable expense involved. 
[t is made from webs of aligned fibre 
which come off carding machines in a 
side web. Several webs are laid over 
each other to form a lap. Next the lap 
is run through rollers and overprinted 
with a liquid plastic that binds each 
fibre in place, forming fabric. 





Whitlock Catalog 


Whitlock Corp., 17 Warren St., New 
York City, 7 has issued catalog no. 2 
which covers builders’ hardware, aux- 
iliary locks, padlocks, cabinet locks, 
security hardware, cylinder and lock 
parts, luggage hardware, shop equip- 


ment, key accessories, automotive 


hardware, door closers and parts and 
key blanks. Illustrations and specifica- 
tions are included on all items. 





Scale Type Flower Holder 


The Nagel Metal Spinning & Mfg. 
Co., 400 E. First St., Dayton 2, Ohio, 
is offering a scale type flower holder 
hand-wrought from solid copper. Over- 
all height is 16 in. with 4 in. diameter 
copper flower pots. Unit is suggested 
to retail for $8.25. Also available is a 
copper wall flower holder with a 4 in. 
diameter pot. It is suggested to retail 
for $2.98. 
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AIR COOLED 
POWER 


° 





Briggs & Stratton engines have no equal in value and per- 
formance... because they incorporate the engineering, 
technical and manufacturing experience gained in building 
more than 3% million air-cooled engines in the past 28 
years of continuous production. 


This unmatched experience is the reason why more and 
more Briggs §& Stratton 4-cycle air-cooled engines are 
“Preferred Power” for an ever-increasing range of applica- 
tions in every field requiring dependable gasoline power. 


BRIGGS & STRATTON CORPORATION, MILWAUKEE 1, WIS., U.S. A. 
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ACME 
TWIN 


SASH BALANCE 


FOR DOUBLE-HUNG™ 


re 





“rd 


Easier, Faster and 
More Economical to 
Install than any other 
type sash balance. 


See your hardware or building 
supply jobber or write direct for 
literature and prices. 





SASH BALANCE COMPANY 
1626 Long Beach Ave. 
Los Angeles 21, Calif. 





‘e 
“ 
f. 
.°ag 












WHAT'S NE 








Free-Aire Oil Heater 


The Kehm Corp., 153 S. LaSalle St., 
Chicago, IIl., offers Free-Aire coal and 
oil heaters. The heaters are used as 





furnaces for both conventional duct 
systems and with the Free-Aire mini- 
mum duct systems for low cost homes. 
Also used for pipeless furnace arrange- 
ments and for stove heating. Oil unit. 
shown, has 1/40th H.P. motor and re- 
movable and adjustable discharge grille. 
Features removable panel for cold air 
return, ball flame mechanical draft. 
vaporizing oil burner with motor blower 
and constant level valve. Has propeller 
type fan and any speed up to 600 C.F.M 
Available for manual or with electric 
head and thermostat. 70,000 BTU out- 
put. Coal unit has 1/40th H.P. motor. 
insulated against heat. Rocking and 
dumping type grates, removable ash 
pan, ground cast doors and draft con- 
trols and an 18 in. brick refractory 
fire pot. §5,000 BTU output. Cased in 
a 24 by 24 by 50 brown baked enamel 
cabinet. 


rs 


Feather-Touch 
Plumbing Fixtures 


H. B. Salter Mfg. Co., Marysville. 
Ohio, is offering the Feather-Touch 
line of plumbing fixtures, eliminating 
metal valve seats, washers or ordinary 
packing. When the cap is unscrewed 








the whole works is removed. Salter 
Feather-Touch valves utilize the positive 
sealing efficiency of “O” rings. These 
wear resisting rings of special synthetic 
rubber are impervious to extremes of 
heat and ‘cold as well as the deteriorat. 
ing action of all liquids, says the maker. 
Feather-Touch opening and closing is 
achieved by a precision machined, 
polished and chrome plated one piece 
stem sliding through the two “O” rings. 
Stem is always wiped clean as it closes 
to provide drip-proof service. Salter 
Feather-Touch Fixtures are available in 
a variety of kitchen and lavatory fix. 
tures and faucets. Line will be ex- 
panded to include other patterns in- 
cluding built-in fixtures within the near 
future. 


‘Swingmaster’ Can Opener 


Steel Products Mfg. Co., 4100 Beck 
St., St. Louis, Mo., offers the automatic 
lid lifting can opener known as the 





“Swingmaster.” Said to be cleaner, 
more sanitary and helps prevent lid 
from dipping into can contents. No 
need to grab a sharp-edged lid as you 
turn the can. 


Plastic Enamel 
Repair Coating 


Ark Laboratory, P. O. Box 5726 Chi- 
cago, IIl., has developed an easy to 
apply repair coating for enamel sur- 
face. Known as E.N.A., it is said to 
cost nine cents for an average chipped 
enamel surface. Like grafting skin it 
is applied to chipped parts of electric 
and gas ranges, bath tubs, barber 
chairs, refrigerators, etc. Coating 1 
said to remove sources of infection, and 
prevent corrosive action. E.N.A. dis 
play is available to dealers. Ideal for 
plumbers, service men, manufacturers 
and dealers. 
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Successful stores need 2 kinds of sales 


...and the KROMEX line builds both 


The planned purchase may be your bread and butter... where 
the customer comes in to fill a specific need. But the impulse 
purchase is your cake and the icing on it...that extra profit 
sale that the shopper ‘“‘didn't come in for'’ but couldn't resist. 


The Kromex line is designed for successful stores that want 
both kinds of sales. Look at these Kromex products. See 
how they meet specific housewares needs. See how they 
go on from there to imaginative, exciting, irresistible gift 
and party items. Put this ‘“‘eye-buy’’ appeal on your 
counter...and pocket a better-than-fair profit margin. 


Kromex 


wo wsen, 


y For complete details come to 
Booth 1004-1006-1008 
NATIONAL HOUSEWARES SHOW 


INTERNATIONAL AMPHITHEATRE 
CHICAGO, ILL., JAN. 15 TO 22 











Also see Exhibit 17-39 at American 
Furniture Mart, Chicago, Ill., 

Jan. 5 to 17 and at other National 
and Major Regional Shows. 


Kromex, Cleveland 8, Ohio 
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The only “Home Engineered” line of 


rubber housewares where each house- 
hold need is painstakingly studied and 
then a product designed to fill that need. 
To makethis product the finest possible, 
Rubbermaid engineers use a compound 
of 12 perfectly balanced ingredients. 


RESULT: Rubbermaid Housewares . . 

the Quality Brand that cushions shock 

and assures long life resistance to soap, 

cleansers, grease, scalding water and heat. 
* 


The complete, Nationally Advertised Line 

Rubbermaid is backing you with 
104,000,000 Reader Impacts in leading 
National Women’s magazines . . . Write 
for integrated Dealer Helps. 


THE WOOSTER RUBBER COMPANY 


Dept. HA 1, WOOSTER, OHIO 
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WHAT'S NEW 








Coal-Gas Range 


This range (bungalow type) is fully 
enameled inside and outside, with a 
large oven 18 in. wide x 14 in. high. 








Oven has automatic temperature con 
trol and instantly removable “Uniflow”™ 
oven racks and guides to make clean 
ing easier. The large broiler-ball-bear- 
ing rollers are located beneath oven 
and four top burners are equipped with 
automatic lighters to burn city or 
bottled gas. The inner body is welded 
construction and enameled in _ one 
piece, to provide an air-tight construc- 
tion and sturdiness. The coal and wood 
section can be used for additional 
top cooking space, as a kitchen heater. 
a trash burner, and can be equipped 
with water jacket for connection to 
water heating system. The shipping 
weight is 455 pounds. Suggested retail 
selling price $197.50. Majestic Mfg. 
Co.. 2134 Delmar Blvd.. St. Louis 3. Mo 





Outboard Motor Remote 
Control Mechanism 


Fox River Mfg. Co., Oshkosh, Wis.. 
has devised a remote control mechanism 
which permits outboard motor owners 
to drive the boats from the front seat as 
well as the stern. Control directly em 
ploys the motor mechanism for auto 
matic synchronization of spark and 








throttle at all speeds. It can be at 
tached to motor and connected to boat 
in less than an hour and without drilling 
or special tools, says maker. All parts 
are processed against the deteriorating 
effects of salt water. Unit permits driv 
ing a boat on a plane surface with con- 
sequent increased speed and smooth 
riding. For fisherman it gives more 
room in the stern for handling lines 
and bringing in the catch. It has been 
designed to date for Mercury outboard 
motors only. 


Drill Press-Tool Room Vise 


Industrial Enterprises, Inc., 20) 
Sixth St., Racine, Wis., is making the 
Hartmann “600” drill press and tool 
room vise which is said to save time 
due to its immediate action in bring- 
ing the jaws together and clamping 
the object by easily pulling the lock- 
ing lever. Tool also features a direct 
muscular action which is employed in 
manipulating the push lock rod and 
lever. Unit is finished in crackle green. 
All bars and locking mechanism are 
hardened and ground for precision ac- 
curacy. The tool has a range from 0 to 
seven in. “600” is a basic frame for 
jigs and fixtures for grinding, drilling 
and tapping. Suggested to retail for 
$38.00. 


Pentco Snips 


Penn Tool Co., Inc., 124-132 E 
Cumberland St., Philadelpthia 25, Pa.. 
is offering compound action Pentco 
Snips. Tool has serrated, removable 
double-beveled blades made of alloy 





steel which are said to cut with ease. 
all grades of steel without slipping 
Heavy steel handles are shaped and 
knurled for easy grip. Snips cut 
straight, right and left. Has tempered 
coil springs and special clip to lock 
blades when not in usc. Model 185. 
8 in. long cuts up to 1% in, suggested 
to retail for $2.50; model 190, 10 in 
long, cuts up to 2 in., suggested to re 
tail for $4; model 195, 12% in. long 
cuts up to 2% in., suggested to re 
tail for $4.50. Pentco heavy duty avia 
tion snips, are 10 in. long, cut to 1% 
in., and retail for $3.50. 
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WHY THEY BUY 







SAFETY FIREPLACE CURTAINS 


é EVERY FIREPLACE OWNER A PROSPECT... 


Not only every tie sath home owner, 
but everyone who has a fireplace is a prospect 


for Flexscreen’s beauty, safety and conven- 
ience. 








é EYE AND BUY APPEALING FEATURES .. . 


Flexscreen is an eye-stopper in any store display. 
Its sheer, graceful folds have a striking beauty 
that’s Flexscreen’s alone. It’s absolutely spark-proof, 
but lets more firelight shine through its flexible, 
woven-metal curtain. There’s a style, type and 
finish for any fireplace—and it’s built for lifelong 
service, satisfaction. Exclusive Unipull control 
slides curtains open or closed at the touch of one 
hand—there’s nothing to lift aside when fuel is 


added. 


e QUICK TURNOVER, GREATER PROFITS .. . 


Flexscreen’s powerful customer appeal leads to 
quick, on-the-spot selling ... of a quality item! 
Strong national advertising, backing up Flex- 
screen’s inherent sales appeals, has created an 
unequalled, constantly growing demand. 





For you, the great Flexscreen demand can mean 
an unprecedented turnover—and greater profits! 


Write us at 128 North Street for our Catalog or 
ask our Representative to call. 





Makers of Fresh-Aire Fireplace Units 


PUNNEI? haart abe 
Oca. * 


NORWICH, NEW YORK 
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HOLD THAT PROFIT 
MARGIN — 


AND 





Genuine 
Copper 


You always are protected on your full profit 
when you sell 


THE CHORE GIRL 


POT CLEANER 


Never sold except through legitimate trade 
channels. 
And to help your sales The Chore Girl is ad- 
vertised the year ’round in 31 magazines with a 
total circulation of 


39,528,667 


The Chore Girl advertising is read by a// 
your customers. Cash in on this goodwill. 


THE CHORE GIRL 


OFFERS 
BIGGER PROFITS 
REPEAT SALES 
RAPID TURNOVER 
CONSUMER ACCEPTANCE 


METAL TEXTILE CORPORATION 


ORANGE, N. J. 
Feature The Chore Girl Family Line 
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Make EXTRA profits! Build EXTRA 
volume! — How? Just say... 
“You'll need Plaster-Stik, too,” 
with every sale of paint. 
Plaster-Stik is the modern answer to the 
age-old problem of filling hair-line cracks 
in walls and woodwork before painting. So 
many advantages with Plaster-Stik: 
NO DELAY. Always ready for instant use! 
NO WATER—NO MUSS, no mixing, no 
waste. 
APPLY WITH ONE HAND. Just draw over 
crack, smooth with finger or knife edge. 
HARDENS PERMANENTLY in just a few 
hours, can be painted over immediately. 
ECONOMICAL. Entire stick usable. 
. .. And, for greater sales appeal CELLO- 
PHANE WRAPPED for easy inspection 
without breaking a package seal. 
Packed two dozen sticks, individually 
carded, in colorful counter display ca-ton. 
Order from your jobber today. 


FREE STIK. Use cou- 


pon below to secure a 













full - size Plaster-Stik 
FREE; let your sales 
people try Plaster-Stik 


and watch sales zoom! 





Sait OR A EITUND o> 
Guaranteed by ™ 
Good Housekeeping 
hoy ry 









» 
45 apyransto Win 


LEONARD CO. 


506-B Third St., Des Moines 9, lowa. 


Name o. Store 





By on T'tle 
Address 

City State Z 
We have people selling paint in our store 
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WHAT'S NEW 








Lustro Ware Mixer 


Columbus Plastic Products Co., Inc., 
Columbus, Ohio, is introducing a drip 
proof mixer and measuring cup. Has 
an agitator top which when placed 





squarely on the cup makes a leakproof 
seal. Mixers are made of Dow Styron 
and are resistant to alcohols and acids, 
says maker. Light in weight and easily 
grasped it appeals to housewives for 
smooth blending of all liquids and 
powdered ingredients. Makes a handy 
cocktail shaker. Cup part of the mixer 
is translucent and has accurate %4 and 
1/3 cup graduations for measuring. 
Mixers are packed 1 doz. to the con- 
tainer in assorted colors. Suggested to 
retail for 29 cents. 





Clinton Engine 


Clinton Machine Co., Clinton, Mich., 
offers a precision built engine weighing 
about 47 lbs. Various bases are avail- 
able for special mounting on different 
types of equipment. Oil filler is located 
on top of the crank case and drainage 
can be had from either end. Gear re- 
ductions are available in ratios of 6 to 
1, 4 to 1 and 2 to 1 as required. The 





direction of rotation, viewed from 
power take off shaft end, is counter 
clockwise. It is finished with one coat 
of rust inhibiting primer and one coat 
of heat resisting enamel. Engine has a 
Tillotson float fed carburetor and bow] 
type gasoline strainer with shut-off; 
fuel tank has 5 qt. capacity. Valve 
tappets are hardened and ground and 
the cylinder head is cast aluminum with 
large cooling area. H.P. is 2% to 3, 
2600 to 3600 RPM. Valves are forged 
steel and exhaust valve is provided with 
resistant steel head. 





Gas-Air Blowpipe 


Weldit, Inc., 990 Oakman Blvd., De- 
troit 6, Mich., is offering the Weldimatic 
model C-47 gas-air blow-pipe designed 
for use with manufactured or natural 
gas, propane and compressed air on 
heating, annealing or soldering opera- 
tions. Made of aluminum alloy, the 
unit combines the features of the 
original Weldit blow-pipe and _ the 
Weldit C-46 with the added advantage 


[oo > : | 


—~ 


of lightness of weight, increased 
capacity and improved balance and 
grip, according to the maker. C-47 auto- 
matically reduces the flame to a small 
pilot light during idle moments. When 
operators grasp the handle to resume 
work, the blowpipe relights instantly 
at the original adjustment. Model pro- 
vides a comfortable grip for the op- 
erator with improved accessibility of 
valves and seat adjustments. Longer 
lever provides for easy flame control 
regardless of what position the blow- 
pipe is held. 


'Snap-Cut' Pruner 

Seymour Smith & Son, Inc., Oak- 
ville, Conn., is offering the aluminum 
body No. 419 “Snap-Cut” pruner. 
Streamlined body is made of heat 
treated airplane aluminum. Blade is 
made from alloy steel, hardened, tem- 
pered, ground and polished. Knurled 
hand-grips are of non-slip type, says 
maker. One-finger catch, built-in at 
convenient position can be operated by 
index finger or thumb of either hand. 
Anodized aluminum finish forms a hard 
wearing surface that will not stain the 
hands. Pruner is said to cut % in. 
brances with ease. Packed in indi- 
vidual boxes, 6 to a display box. 


AGE 
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Heavy Duty Power-Pak 
Fire-Extinguisher 

Power-Pak Products, Inc., 43 Pearl 
St., Buffalo 2, N. Y., has added a heavy 
duty size for emergency use in the 


home, auto and garage. Model contains 
2% Ibs. of CO. With the increased 





capacity, the unit will inflate not only 
a doz. average size passenger tires but 
large commercial tires as well. It is an 
effective extinguisher for larger inflam- 
mable liquid, grease, oil, electrical and 
wood surface fires, says the maker. 
Compact and weighing 8% lbs., a metal 
grip facilitates handling. Cylinder mea- 
sures 17 in. long and 3% in. in diameter. 





Congoleum 1948 Patterns 


Congoleum-Nairn, Inc., Kearny, N. J., 
offers 40 new patterns in Gold Seal 
Congoleum rugs, Gold Seal Congoleum 
by-the-yard, Congowall and Nairn lino- 
leum. The 13 Gold Seal Congoleum 
rugs include four tiles, two marbleized 
patterns, four florals, and two Chinese 
moderns with a golden wheat recoloring. 
Living room and bedroom patterns are 
available in both small and large floral 
effects. Two Chinese modern designs 
with leaf damask grounds have large 
floral group motifs in each corner with 
smaller floral groupings interspersed 
throughout. Of the 10 Gold Seal Con- 
goleum by-the-yard patterns there are 
six in 8/4 and five in 12/4. Hooked 
rug patterns are offered in pearl gray 
and pink and in standard hooked colors 
of leather tan and rose. An addition to 
the line is in the Veltex group—wood 
tone striated design. New patterns have 
been added to the Nairn inlaid linoleum 
line including accent plains; Veltones 
is % in. heavy and standard gages; 
three Karnean geometrics with a Chi- 
nese modern key motif and a Veltex. 
Saddle brown plain has been added in 
both standard and heavy gage. Apple 
green plain linoleum has been added 
in standard gage only. 


JANUARY 15, 1948 











HOLTITE 


SCREWS. BOLTS.NUTS 


and allied fa stenings 


A complete line of rugged, 
precision-made fastenings . . . 
a dependable source for the 
hardware trade since 1904. 


HOLITITE Screws, Bolts, Nuts 
and allied fastenings are made 
with the precision of small tools 
from the highest grade material, 
and rigidly inspected to assure 
trouble-free performance. 


Your recommendation of 
HOLITITE fastenings to your 
customers is backed by the 
scientific vigilance of an ex- 
perienced staff of engineers, 
modern metallurgical and chem- 
ical laboratories and skilled 
workers. 


You can sell HOLTITE en- 
gineered fastenings with abso- 
lute assurance of customer satis- 
faction. Order through your 
distributor today. 


HOLTITE-Phill,s 





For extra profits display the colorful 
HOLITITE-Phillips Household 
Utility Kit No. 2 containing an 
assortment cf 22 dozen flat 
head steel Wood Screws in 
most commonly used lengths, 
in diameters from No. 5 to 12, 
with 2 Phillips drivers Nos. 2A 
and 3A. 















HOLT! TE 


to your 


Distributor 


i: 
New Bedford. 
e Mass..USA. 
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acolbsen 


Water 
Systems 





SALES of Jacobsen home 
water systems are satisfying 
transactions for both you 
and your customers. 


Designed by experienced 
pump engineers, every 
Jacobsen pump is built to 
render the same long-last- 
ing dependable service that 
owners of Jacobsen grass- 
cutting equipment expect as 
a matter of course. 


Included in the line are 
deep and shallow well jet 
types and reciprocating 
models to meet every do- 
mestic pumping condition. 


* 


acolsen 


MANUFACTURING COMPANY 
RACINE, WISCONSIN 
SUBSIDIARIES 


WORTHINGTON MOWER COMPANY 
STROUDSBURG, PA. 


Plo} i bife) Be Ni ete) mee) ite) 7 eile), | 
OTTUMWA, IOWA 














WHAT'S NEW 


Single-Barrel 
Shotgun Choke 


The Poly-Choke Co., Inc., Hartford 1, 
Conn., offers a ventilated Poly-choke, 
combination of the original Poly-choke 
together with a recoil reducer. The 








ventilated sleeve for the unit offers 
shooting comfort and better patterns to 
gunners who shoot with a single, says 
maker. Smashing recoil is claimed to 
be reduced to a minimum by the de- 
sign of the ventilator slots. Shot 
patterns are made more uniform by 
reducing gas pressure as the shot leaves 
the gun barrel. It is available in 12, 
16, and 20 gage sizes for all makes of 
single-barrel shotguns. It is precision 
machined of electric furnace steel and 
heat treated to give it a tensile strength 
many times greater than the barrel it- 
self. Poly-Choke with ventilated sleeve, 
completely installed is suggested to re- 
tail for $18.75. Ventilated sleeve, only, 
is to retail for $7. 





Termite Rotary Drill 


Concrete Termite Sales Co., 2301 
Main St., Santa Monica, Cal., is mak- 
ing a concrete termite rotary drill 
which depends on a rotary pulverizing 
action to drill straight, clean true 
holes through any masonry-like ma- 
terial. Drills are available in 1/16 in. 
sizes from % to 1% in. diameters. Con- 
crete termites are used with any elec- 
tric drill according to maker. Features 
incorporated in the pulverizing tips are 
said to give the drills their boring 
speed and long life. It is said that 3 
in. of concrete can be drilled in less 
than 50 seconds using a % in. drill. 








A HUNDRED FARM USES MAKE 
Year-Round Sales 





BURNS * THAWS * DISINFECTS 


Farmers, gardeners, poultrymen, plumbers 
find the Cedarberg Flame Thrower indispen- 
sable. Just the thing for burning weeds along 
fencerows; killing insects and destroying 
their breeding places; disinfecting poultry 
yards and runways; thawing out frozen ma- 
chinery. Operates for 2% hours or more on 
a gallon of kerosene. No. 1 range oil, or 
tractor fuel. Consider the advantages of the 
all-welded steel construction . . . self-con- 
tained unit (no hose connections) .. . light 
weight, one hand operated . . . non-plug ring 
nozzle generator—an advance- 
ment over the usual coil type. 
Designed for maximum safety. 


A 32%” length . . . weighs 8% 
ties” = ibs... . retails at $17.95. 
a > Advertised to 2% million farm- 
“ “ ers monthly. Ask for literature. 


@-s . 
MINNEAPOLIS, MINN. 


MFG. CO., Inc. 


Minneapolis 15, Misa, 


533 South Fourth St. © 
Se 





ARMSTRONG-BRAY 
GEAR and WHEEL 
PULLERS 



































Quickly and easily pull gears, 
wheels, pulleys and bearings 
off of shafts without damage 
or breakage. 


Improved designs make them 
easy to set up and safe in use 
—the harder the pull the | 
tighter the grip. 


12 types, 40 sizes—2-arm, 
3-arm, standard and special 
STEELGRIP Pullers with drop 
forged arms and heat treated 
screws as well as CHAINGRIP 
Universal Pullers that reach to 
considerable distances from 
end of shaft. 


Write for Catalog 
ARMSTRONG-BRAY 
& COMPANY 


5348 NORTHWEST HIGHWAY 
, CHICAGO 30, U.S.A. ; 
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Edwards Three-Way 
Door Chime 


Edwards & Co., Norwalk, Conn., is 
offering a 3-way door chime, the Chor- 
dette III. It features three completely 
diferent musical signals — continuous 
harmony chord that sounds as long as 


TEpwarps Chordlelle Wi | 


hime 




















the caller presses the button, two sym- 
phonic motes in sequence and a single 
resonant note. One is used for the front 
door, one for the back and the third 
for a side entrance or to code-page 
members of the family for phone calls. 
Chime is available in two finishes, white 
and chrome or mahogany and brass. 
Each is packaged in a gift carton. 
Edwards supplies dealers with an at- 
tractive metal counter merchandiser de- 
signed to take up a minimum of coun- 
ter space. It invites customers to 
operate push buttons and listen to the 
various notes, 

Suggested retail selling price is $7.95. 


‘Meteor’ Cheese Slicer 


Meteor Mfg. Corp., 24 Glenwood Ave., 
Buffalo, N. Y., is offering a cheese slicer 
packed in an individual box with a 
clear view acetate cover. Slicer has a 
plaskon plastic handle, an anodized 
hard aluminum frame and high tensile 
strength music-wire cutting edge. Hand 





Bip is made in red or yellow. Packed 
me doz. assorted color handles, per 
tase, 12 cases per carton. Each weighs 
$02, per doz. 3 lbs., per gross, 36 lbs. 
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ENETIAN: 


ENTILATOR 


SNCS — SR MEN — AARNE! ERE 
= : 


—S 


ASSURED PRIVACY 


For every room 





The 12-Month Ventilator — Weatherproof — Safe 
For MODERN Homes, Offices, Hotels, Hospitals 


MODEL No. 934, 9” tall, 
extends from 


18” to 34” To $189 


retail at 


MODEL No. 946, 9” tall 
extends from 


24” to 46”. To $919 


retail at.......... 


SAFE FOR BABY 

No direct drafts 

@ No rain can come in 

e Adjustable for all windows 

e Key slots give semi-per t installat 

e Inside, outside, or under window 

¢ 6 most popular colors, including eggshell 

e Individually packaged, 12 or 24 to carton 

e Bonderized, galvanized, baked enamel 

e Steel and aluminum construction 
MANUFACTURED BY 


ASSOCIATED VENETIAN BLIND CO., Inc. 
940 W. ROOSEVELT ROAD, CHICAGO 8, ILL. 


If your jobber has not yet received his supply, 
write us for nearest jobber in your territory. 





Close window any time 











Q.. OF THE HANDIEST ITEMS 
EVER SOLD IN A HARDWARE STORE 
















*. 
o 
Don't say it is just a hank of Sash Cord — when, as a 
matter of fact, it has more uses around the home and shop 
than a dozen 3-way screw drivers and all of the combi 
nation what-nots on your shelves. 


It does everything — window cord, clothes line, calf 
tie, tent stay, trunk rope, cow halter, well rope, boat 
mooring, bell rope, holds down a load on a car roof or 
the canvas cover on a haystack, ties out the dog or ties 
in the baby. 


There is nothing handier than a hank of tough, durable 
braided cotton cord — because it ties and unties readily, 
is easy on the hands, and does not kink or ravel. It can be 
used over and over again for years and years. 


Carry more sizes in stock — sell more braided cord — sell SAMSON cord. 


SAMSON CORDS 


All sizes from jg inch to 1 inch diameter. Special 


SOLID 
BRAIDED 
COTTON 


kinds for special uses. Send for catalog and samples. 


SAMSON CORDAGE WORKS ° BOSTON 10, MASS. 





IWHAT’S NEW 








‘Lo-Boy’' Electric 


e Refrigerator 
comp The Paley Mfg. Corp., 244 Herkimer 


St., Brooklyn 16, N. Y., is offering the 
é “Lo-Boy”—an electric refrigerator 344% 















































in. high—to fit in with the modern 
table-height kitchen. This refrigerator 
can set next to a stove of exactly the 
same height or the sink if preferred. 
For the small apartment, summer home 
or “motel,” the “Lo-Boy” can be set 
below a standard table-top gas or elec- 
tric range to save space. Has a white 
baked-on highly polished enamel finish 
and a full porcelain interior with auto- 
matic lighting. Automatic temperature 
control is adjustable to nine freezing 
speeds. Hermetically sealed refrigerat- 
ing unit, 50 or 60 cycles, 110-volt A.C. 
Shelf area is 7.9 sq. ft., net capacity, 
3.5 cu. ft. Exterior dimensions are: 
Width, 24 in., depth, 22% in. Inside 
dimensions, height 19 in., width, 19, 
19% in., and depth, 17 in. 


You're building business with every sale 
of Bassick ‘Diamond-Arrows”. Finest of 
furniture casters, their exclusive two-level ball 
race construction provides the easy, full-float- 
ing action and long life that customers appre- 
ciate — and remember. 





Make sure “Diamond-Arrows” Nos. 7696 | 
and 9696 — two of the most popular of these 
fast-selling, top-quality casters —are On your Bottle Holder 
want list next time you contact your jobber. | Nesten Products Co. 1001 4. Anni 
Packed one set in a box and made by the Ave. Chi - a am 

: Ave., icago 39, IIl., has devised a 

world’s largest manufacturers of casters... : 
THE BASSICK COMPANY, Bridgeport 2, Conn. 
Division of Stewart-Warner Corporation. 
Canadian Division: Stewart-Warner-Alemite 
Corporation, Ltd., Belleville, Ont. 


Ther-Now Nursing 


nursing bottle holder which can be at- 
tached to crib, carriage, high chair, 
| bassinet or play pen by a thumb screw 
| crib clamp which is padded to prevent 
marring furniture. Flexible steel arm 
makes it easy to adjust the bottle to any 





The “Diamond-Arrow’s” 
Smoother Action 
Brings profitable 
t od 4. 4 £4 


47. 




















MAKING MORE KINDS OF CASTERS 
» «.« MAKING CASTERS DO MORE 
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position while a stainless steel bottle 
clamp holds bottle at the right level, 
Unit is finished in pink and blue baked 
on enamel and packed in an individual 
gift box in pink and blue. Unit weighs 
1 Ib. 10 oz.; shipping weight is 3 lbs, 
Suggested retail selling price is $4.95, 


Grady Wedge Display Card 


Red Devil Tools, Irvington, N. J., is 
offering a display card which is two 
sided for its Grady Wedges which keep 
hammer, hatchet, axe and other tool 
heads tight on handle. Card mounts 
18 units on each side, nine of No. 5 
for hatchets and hammers and nine of 
No. 10 for axes, and illustrating five 
popular sizes, actual size. Card is 
printed in red. 


‘Chefsaw' Kitchen Tool 


S-W Products Co., 708 Hawthorne 
St., Glendale, Cal., is offering the “Chef- 


” 


saw” a lightweight aluminum _hack- 





saw with replaceable blades. Said to 
be efficient in cutting meat and meat- 
bones but also for quick disjointing of 
fowl. It will cut wood and metal too. 
Serrated handle is recommended for 


pounding steak or breaking ice. Full 
instructions available with each unit. 
Tool is suggested to retail for $1.25. 


Ohio Tax Report Booklet 


Entitled “Operating & Tax Reports 
Required of Ohio Manufacturing & 
Wholesaling Businesses” the booklet is 
a preprint of a portion of one of the 
first of a series of Ohio Small Business 
Handbooks. Booklet is intended to pro- 
vide small businesses with brief digests 
of the essential requirements of the 
laws and to serve as a reference to what 
reports and licenses are required and 
when they are due. Booklet is available 
for 50 cents from Viva Boothe, Di- 
rector of Business Research, The Ohio 
State University, Columbus 10, Ohio. 
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ALL Chicago Padlocks Lock 
BOTH SIDES of Shackle 
No. 742 ae Here 


Two Keys with Every Lock 





Meet — BEAT Price 
Competition on a 
Quality Basis with 
the Popularly 
Priced Better Built 
CHICAGO Locks 





Lowest Priced Popular Seller 
In Chicago Line. Locks BOTH Il Criss-Cross Tumblers. Locks 
SIDES of Shackle. BOTH SIDES OF SHACKLE. 


CHICAGOLocks-Lock BOTH Sides 
of Shackle - - - Assure 


Medium Priced Popular Seller. 










CHICAGO Locks are famous the world 
over for the Extra—“DOUBLE Lock- 
ing—DOUBLE Security” they assure. 
- -. Ask your Jobber about CHICAGO 
Lock’s FREE DISPLAY offer shown 
above. Learn WHY CHICAGO Locks 
will step up your sales—and Profits! 


CHICAGO LOCK CO., Dept. HA-10, 2024 N. Racine Ave., Chicago 14, IM. 


@ aie \ce) 
Meld Gaon 


CHICAGO,ILL. 
MADE IN USA 
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IMMEDIATE 
SHIPMENT, 






MASONRY DRILLS 


75% faster—use in electric 
drill or hand brace on con- 
crete, brick, stone, masonry 
and all non-metallic materials. 


BIG SALES TO 
Piumbers Builders 
Contractors Electricians 

Home Owners 

Maintenance Men 


ie wa ry 
illite Dr Bina ek la 


WRITE FOR CATALOG SHEET 
AND PRICES, TODAY! 
STANDARD 


opPeR 


Carbide “Jools 
SUPER TOOL COMPANY 


HOOVER ROAD = ¢ DETROIT 13. MICHIGAN 
SURPLESS-DUNN CO. 


National Distributors 
© CHICAGO 




















WHAT’S NEW 


Soda-Mizer Dispenser 


Waterbury Companies, Inc., Water- 
bury, Conn., offers a soda-mizer dis- 
penser which seals, saves and syphons 
according to the maker. Unit is avail- 
able in plastic and metallic models 











suggested to retail for from $1.50 for 
opaque red, blue and green to $3.50 
for satin finish gold plate. To use re- 
move cap from bottle, pour off a little 
of the liquid to avoid overflow and put 
tube in. Then press rubber stopper 


tight and clamp on firmly. Small 
colored button on top syphons the 
liquid. 


Aluminum Coffee Maker 


Abco Associates, Inc., 769 Venice 
Blvd., Los Angeles, 15, Cal. is intro- 
ducing the Abco unbreakable aluminum 
coffee maker. Whirlpool filter of stain- 
less steel is incorporated in the unit. 
Coffee maker comes complete with a 
measuring spoon and a snap-on serving 
cover of ebony plastic. The 8-cup 
Abco is suggested to retail for $4.95. 
Coffee filter is said to clean instantly. 
Special corrugated bottom is claimed to 
require less heat. Slight press of the 
thumb releases upper bowl due to a 
specially designed gasket. Individually 
packed in display box, packed 12 to.a 
shipping carton, weighing 26 lbs. 


Light Weight Iron 


Westinghouse Electric Corp., 306 
Fourth Ave., Box 1017, Pittsburgh 30, 
Pa., is offering a light weight stream- 
lined automatic hand iron with alum- 
inum base and cover and cast-in Corox 
heating element. Model weighs 3 lbs., 
and has an ironing surface of 27 sq. 
in, The 1000 watt tubular Corox heat- 
ing element cast in the base is said to 
assure even distribution of all the heat 
to the ironing surface. Bi-metallic 
thermostat controls the temperature and 
gives accurate heat control for every 
fabric, says maker. Handle and heat 
control lever are made of molded black 
plastic. Heel rest and 6 ft. cord are 
permanently attached. 


The all purpose belt lac- 
ing with the patented 
steel binder bars, that: 


nently in alignment, (2) 
lap over and protect belt 
ends, prevent fraying and 


add to belt life. 


applied by any standard 
lacing machine vise lacer 
or put on with a hammer 
if you have an inexpen- 
sive Safety TU-WAY 


Hammer or Vise Lacer. 


5390 N. Menard Ave. 





Safletw 


REG.U.S PAT OFF 


BELT LACI 


(1) hold hooks perma- 3-4 


<a 


aN 


Safety Belt Lacing can be 


cS 


SAFETY VISE LACER 


Operating by any ordinary bench vise, 
applies all standard make belt hooks, 





SAFETY BELT-LACER CO. 


Chicago 30, U.S.A, 


WIRE 
WORKS 
WONDERS 


Especially when formed by Brooks 
to your particular specifications. 
An infinitely greater variety of 
curves, angles, bends and hooks 
can be done in wire than can pos- 
sibly be achieved with casting, 
forging, or by milling solid stock. 
Call on us for help with your new 
product design. No obligation. 


M. S. Brooks & Sons, Chester, Conn. 


Since 1848 


BROOKS HOOKS 


HARDWARE AGE 


G 















Autom 


Water 


The Cl 
1701 Dix 
has addec 
fired auto 
its line. 


i 


flue consti 
fiber glass, 
vanized ta: 
30,000 B.7 
covery of 
with a 6 
Electro-Ma 
a 100 per 
terior finis 
jacket witl 


Electric 


John Os 
is introduc 
hair clippe 
driven by | 
ates on an 
or DC. Sa 
smooth in 
000 for cl 
occasional | 
oiling is re 
current th. 
Maker clai 


actions per 





JANUAR 











CER 


bench vise, 
belt hooks. 





i 


cago 30, U.S.A, 


Z 


S 
RS 


by Brooks 
‘ifications. 
rariety of 
ind hooks 
1 can pos- 
1 casting, 
lid stock. 
your new 
igation. 


ester, Conn. 


GOKS) 


VARE AGE 





Automatic Storage 
Water Heater 


The Clayton & Lambert Mfg. Co., 
1701 Dixie Highway, Louisville, Ky., 
has added a 30 gal. high recovery gas 
fired automatic storage water heater to 
its line. Heater is of external, outer, 








flue construction, fully insulated with 
fiber glass, heavy steel, hot dipped gal- 
vanized tank. Heater has an input of 
30,000 B.T.U.’s designed to give a re- 
covery of 42 gals. of water per hour 
with a 60 deg. rise in temperature. 
Electro-Magnetic controls are used with 
a 100 per cent safety pilot cut-off. Ex- 
terior finish is white enamel on a steel 
jacket with black and chrome trim. 





Electric Hair Clipper 


John Oster Mfg. Co., Racine, Wis., 
is introducing a motor driven electric 
hair clipper for home use. “Butch” is 
driven by a Universal motor. It oper- 
ates on any 110-120 volt current, AC 
or DC. Said to be cool running and 
smooth in operation. Blade size is 
000 for close cutting. Except for an 
occasional drop of oil on the blades, no 
oiling is required. Said to use no more 
current than a 25 watt light bulb. 
Maker claims it makes 300,000 cutting 
actions per minute. 
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THE 
FULL LINE OF 
HAND & POWER 


Gapertly. > 


MANUFACTURED a ans! 


WISSOTA ! 


BACKED BY MOST YEARS' EXPERIENCE IN DESIGN, | 
MANUFACTURE AND MERCHANDISING OF TOOL GRINDERS... 


WISSOTA top quality Hand Tool Grinders are sturdy . . . streamlined . . . sure-to-satisfy. 

These attractive fast sellers have smooth accurate machine-cut gears, durable precision 

machined one-piece gear case and appealing baked-on wrinkle finish. Equipped with heavy 

adjustable ool rest and high-grade Vifrified Abrasive Wheels. Your jobber's salesman can 

tell you more about these cash register ringers! Retail from approx!- 
mately $2.50 to $7.00. 


A COMPLETE LINE OF HAND & POWER GRINDERS 


Precision-built WISSOTA grinders—of modern design—are mas- 
te:fully produced, carefully assembled and packed. They in- 
clude the best grinders for shop, garage, farm, school or home. 


EASY ON THE TEMPER 


Speed-tested Vitrified Wheels are regular 
equipment on WISSOTA power grinders. 
Safe ... fast... cool-cutting for tough 
all-around jobs. 


Py te Write for Descriptive Catalog 


WISSOTA Wanufacturing 



















SOLD COAST - TO- 

COAST BY LEADING 

HARDWARE & iIM- 
PLEMENT JOBBERS 







MINNEAPOLIS }, 
MINNESOTA 
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STARTS THE 
NEW YEAR WITH 


86 Years of Experience 
making Better Products 
VERY Pecora Product is designed 
to do a certain job better than it 
has been done before. Our long ex- 
perience, laboratory research, improved 


manufacturing facilities, all help you to 
make and keep satisfied customers. 


OUTSTANDING BEST SELLERS 
FROM THE 
PECORA QUALITY LINE 


CALKING COMPOUND 


A leader since 1908. Will not dry 
out, crack or chip when properly 
applied. Gun and knife grades. 


ROOF COATINGS 
Plastic and liquid forms. Weather- 
proof, sunproof, acid and alkali proof. 
More durable than paint. Costs less. 


WATERPROOFINGS 
“Klere-Seal” and “Varseal” types; 
also Black Asphaltic Waterproofing 
in paste or liquid form. 


ASBESTOS FURNACE CEMENT 
A good and trustworthy friend of 
every furnace repair man. 


METAL & WOOD SASH PUTTIES 
STOVE & BOILER PUTTY 


WRITE FOR BOOKLETS 


ClOba 


PAINT COMPANY. INC. 


Established 1862 by Smith Bewen 
Lawrence & Venango Streets 
PHILADELPHIA 40, PENNA. 





WHAT'S NEW 





Gilmer Wire Cord 
Set Assortment 


L. H. Gilmer Co., Tacony, Philadel- 
phia 35, Pa., is offering an on-the- 
counter wire cord set assortment fea- 





turing a selection of the most popular 
wire cord sets packaged to sell from 
a new Gilmer counter stand displayed 
at the point of sale. Wire cord sets fit 
lamps, fans, washing machines, electric 
irons, vacuum cleaners and similar ap- 
plications for both indeor and outdoor 
use. Six combinations of connectors, in- 
cluding prepared open ends for replace- 
ment use, cover a great variety of re- 
quirements. Three spools of replacement 
wire complete with measuring rule and 
wire cutters, also come with the Master 
Assortment and two cartons of Gilmer 
Electric 3-way connectors. Back is fitted 
with shelves for storing reserve stocks 
of cord sets. 


Dupli-Color Triple-Pacs 


Dupli-Color Products Co., Inc., 2443 
S. Michigan Ave., Chicago, IIl., is offer- 
ing the Dupli-Color Triple-Pacs contain- 
ing three bottles each for convenient 
touch-up and refinishing use on cars 
and in household office or factory. The 
contents of the bottle in the Car-Pac 


covers 8 sq. ft. of car surface eliminat- 
ing scratches and blemishes, says the 
maker. Dupli-Color is said to be quick 
drying and to leave no brush marks. It 
is also available in a variety of colors 
and woodstains for household and other 
uses. Dupli-Color can be used for re- 
touching and_ refinishing furniture, 
lamps, toys, and other surfaces. Dupli- 
Color Triple-Pac was developed to 
simplify stock-keeping for the dealer, 
make order-filling easy and promote 
triple sales with triple profits. 


High Speed Riveting 
Hammer 
The High Speed Hammer Co., Inc., 


Rochester 5, N. Y., is making a high 
speed riveting hammer which has a 25 
in. long steel arbor and is especially 
suited to sheet metal work. While this 
unit has a capacity of from % to 4 in. 
diameter rivets, units having greater or 
lesser capacities are available. 


Lathe Instruction Manual 
“How To Run A Lathe”—45th edi- 


tion gives the latest information about 
the operation and care of metal work- 
ing lathe. Covers operation of lathe 
units, grinding cutter bits, making ac- 
curate measurements, plain turning, 
chick work, taper turning, boring, drill- 
ing, reaming, tapping, cutting screw 
threads, reference tables, etc. Edition 
contains 128 pages, 5% by 8 in. and 
over 365 illustrations. Postpaid copies 
available with paper covers for 295 
cents (U. S. coin) or with leatherette 
covers for $1.00. South Bend Lathe 
Works, 206 E. Madison St., South 
Bend 22, Ind. 


HARDWARE AGE 
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cA bpealingly colorful 
design on gleaming white. 
Appealingly attractive 


selling types — the two-door, 


hinge cover box; the drop 
door box. 


‘canister sets 


baked-on finishdoesnotchip | 


or peel and is easily kept | .. : ; 
clean. Choice of three fast- | “!Y¥° finish keeps canisters 
| colorful, good-looking. All 


two-compartment box; the | covers are bright red with 
| plastic knobs. Matched set 


cAppealingly decora- 


of four containers includes 


| suitable sizes for 1 Ib. tea, 
2 Ibs. coffee, 5 Ibs. sugar and 


5 Ibs. flour respectively. 


a Co., Inc., 
ing a hi 

h has a . 
especially 
While this 
8 to % in, 
greater or 


Step-on cans 


cA ppealingly good- 
looking waste receivers of 
steel construction made 
strong enough to stand up 
under daily use. Full 10 
quart size. Decorative design 
matches other products in 
line. Can be washed with 
soap and water. 











dust pans 


cAppealingly hand- 
some round tapered baskets 
in two sizes. In addition to 
the sound design and color- 
ful finish, oval tapered bas- 
kets are available in blue, 
green and pink with attrac- 
tive floral spray decoration. 
Also a cylindrical boudoir 
basket is available in yellow, 
pink or blue, a different 
floral design for each color. 


_dorecinats cor MT EE LL UL 


and dust tray and florally- 
decorated hood. Well de- 
signed for daily use. Easy 
to keep clean. Improved 
steel edge is sturdily built 
for long service. 


FOR ‘45 — 


Visit us at Booth 1430-1432 


National Housewares Show 
Chicago, January 15th to 22nd 


NATIONAL CAN 





YOU ASKED 
FOR 


Pe 

OU ASKED FOR a high-quality, 

multi-purpose, large-volume enamel 
that you can sell with confidence—because 
a reputable manufacturer made it! You 
asked for an enamel they’ll buy again and 
again!...an enamel that 
will give you action! 


YOU ASKED FOR 












genuine 


PLASTIC 
DE LUXE 


(with alkyd liquid base) 


~— 













LABORATORY TESTED 


for quick-drying + high coverage 
smoothness ¢* toughness 


TO HELP YOU SELL MORE 20th Centur 
PLASTIC De LUXE Enamel .. . you get alt 
the advantages of a hard-hitting national 
advertising campaign & other Res aids. 









MONEY BACK GUARANTEE OFFER 





For Details, write to: 


20TH CENTURY PAINT & VARNISH CO. 
456 Driggs Avenue @ Brooklyn 11, N. Y. 





















Wood Levels 


The E. A. Stevens Level Co., New- 
ton Falls, Ohio, is offering an improved 
line of carpenters’ and masons’ wood 
levels. Carpenters’ levels are available 
in 12, 18, 24, and 30 in. sizes with 
plumb and level vials. Masons’ levels 





are made in 42 and 48 in. sizes in- 
corporating plumb and level: vials. All 
are made of kiln dried California sugar 
pine. Natural grain of the wood is 
brought out in the natural, high-polish 


finish. “Catseye” vials are dirt and 
grit free and are protected with heavy 
glass lenses. 


Spra-Rite Hose Nozzle 


Stile-Craft Manufacturers, 1825 Mack- 
lind Ave., St. Louis, 10, Mo., is offer- 
ing Spra-Rite a hose nozzle which is 
guaranteed against packing leakage for 
the life of the nozzle. 

Nozzle has a brass stem with large 
diameter and the aluminum coupling is 
designed to prevent washer from falling 
out in handling. Two piece body con- 
struction with a large thickness of gra- 
phite rubberized duck packing is said to 
assure perfect alignment and eliminate 
packing leakage. Each nozzle is in- 
dividually packed to protect from dirt 
in storing or handling. Suggested to 
retail for 79 cents each. 





Kitchen Planning 


A new kitchen catalog is being dis- 
tributed by American Kitchens — 
American Central Division-Avco Mfg. 
Corp., Connersville, Ind. Advertising in 
this catalog has been reduced to a 
minimum and kitchen planning is em- 
phasized with information to aid the 
homemaker in designing a_ kitchen 
either in a new ‘home being built or in 
an existing home being remodeled. In 
addition, the catalog also advances plans 
for the adaptation of the factory built 
“American Kitchen” package to needs 
in the home previously filled only by 
the custom kitchen, a more costly en- 
semble to install. The catalog contains 
16 pages and is printed in full color, 
profusely illustrated throughout. 





Re-New-It Finish 


Staley’s Re-New-It Finishes Co., 5243 
Manchester Ave., St. Louis 10, Mo., is 
offering a line of paint products which 
features the slogan, “the color of the 
label is the color of the finish.” Label 
exactly matches the finish inside the 
can whether it be an enamel, a varnish, 
varnish stain, porch and floor enamel 
or a specialized varnish, says maker. 
Idea eliminates color cards and puts 
paint products in the self-service, traffic 
category of merchandise. 











FAST SELLERS 
TO 


© Homeowners 
© Hobbyists 

@ Mechanics 

© Farmers 

© Auto Body Men 
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Cee eee ne eee 


Every tool buyer is a prospect 
for these new sanding disc 
holders. For power sanding. 
New type head clamps paper 
discs better, prevents marring 
the surface. Fair price with 
dandy discounts assure fast 
profits from fast sales. 


Buy direct from manufacturer. 
Write for bulletin A122. 


Cox METAL PRODUCTS CO. 


3014 W. Hopkins St. © Milwaukee 10, Wis. 




























LONGER HANDLES! 
PERFECTLY BALANCED 
Shaped to Fit the Hand 


Instantly Replaceable 
DOUBLE-EDGE 
SUPER-KEEN BLADES 


No screw driver or tool 
needed to replace the 
high quality blades— 
just push in new blades, 
and out come the old 
ones. Stock genuine 
RED DEVIL BLADES for 
replacements. 


RED DEVIL TOOLS. 
Irvington 11, N. J.,U.5.A. 


HARDWARE AGE 
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How to Advertise by Signs 
To Your Neighborhood 


N point of geographic area, the 

small retail advertiser is con- 
cerned with reaching a very limited 
audience—the people who shop in 
the neighborhood where his store is 
located. The outdoor poster and the 
bus card, when properly used, are 
ideally suited to reaching the neigh- 
borhood buyer. Sign advertising is 
the only medium open to the small 
retailer which permits the use of col- 
or at no extra cost. 

Its use on outdoor poster boards 
and bus cards makes forceful and 
positive impressions by a pleasing 
use of pictures, color, and a few 
words. Sign advertising is well 
suited to reaching the buyer while 
he is traveling about the neighbor- 
hood on foot, by bus, or by automo- 
bile. 

For the small retailer, the ideal 
outdoor advertising medium is the 
hand-painted sign on a board lo- 
cated as near to his store as possible, 
preferably on the side of his store 
building. Such a sign has the qual- 
ity of relative permanence, but it 
also has the disadvantage of fixed 
copy, since it is more difficult to 
change the copy on a hand-painted 
sign than on a poster panel. Because 
of this, the message is generally a 
standard announcement. Local out- 
door advertising agencies or sign 
painters prepare such signs at sur- 
prisingly low costs. Depending upon 
the size, copy, and illustration, the 
cost would run from $50 to $350. 

The outdoor poster is made in two 
sizes, the 24-sheet poster and the 
three-sheet poster. The former, when 
assembled, measures 8 feet 10 inches 
by 19 feet 8 inches. These are the 
familiar large signs that may be seen 
along any highway, mounted on a 
substantial steel or heavy wooden 
poster-panel structure, 11 ft. high 
and 25 ft. long. Except in special 
cases, this large poster is not recom- 
mended for use by the small retailer, 
because this medium is not designed 
to reach a neighborhood audience. 

The three-sheet poster can be ef- 
fectively displayed on the side of a 
building. It is well suited to the 
use of the small retailer. A space 4 
feet by 10 in. by 8 ft. by 7 inches is 
required for the whole display, in- 
cluding the frame. Such a poster 





(Condensed from “Sign Advertising” 
from Advertising for Profit—A Guide 
for Small Business by William L. 
Doremus, Pitman Publishing Corp., 
New York City.) 
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GREENLEE AUTOMATIC PUSH DRILLS 


These are mighty busy days at GREENLEE... speeding 
production of the Automatic Push Drills and other tools 
so badly needed now. But it’s being done in a “careful 
hurry” to assure your always getting the top quality you 
expect in a GREENLEE Push Drill: Completely enclosed 
parts that stay dirt and grit free... special phosphor bronze 
drive nut that withstands heaviest usage... all exposed 
parts chromium plated ...and a convenient drill point 


magazine in the handle. Sell top quality. . . sell GREENLEE! 


‘GREENLEE 


wr 


STOCKED BY LEADING WHOLESALERS 











HIGH-QUALITY 


the Csafeamer 


-+-- BY CRAFTSMEN 


LINE 


Auger Bits e Expansive Bits e Socket Butt Chisels e Socket Firmer Chisels e Car Bits e Razor Blade 
Draw Knives e Automatic Push Drills © Spiral Screw Drivers e Bit Extensions e Bell Hangers’ Drills « 
Turning Tools e For complete information on these and other fine GREENLEE Tools, write today to 
Greenlee Tool Co., Division of Greenlee Bros. & Co., 1081 Herbert Avenue, Rockford, Illinois, U.S.A 


| 
| 
| 
FAST SELLERS IN THE GREENLEE 


233 

















HAVE. THIS 
FEATURE 


StL 3 
PLATE 
JOINTS 


Mastrated Is the 
No, 672W 
ROYAL EAGLE 
Regular Marking 


HAGLI 


514 Hunts Point Ave., New York 59, N.Y. 
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RULE MFG. CORP. 











makes a good point-of-purchase re- 
minder or a colorful supplement to 
mail, newspaper, or handbill adver- 
tising. Prices for three-sheet posters 
run from $2.50 to $4.00 each. 

The firms that sell posters are 
called poster plants. Throughout the 
nation there are approximately 12,- 
000 such plants set up to handle 
poster work. All but a handful of 
these plant owners are members of 
the Outdoor Advertising Association 
of America, Inc. The plants are 
equipped to sell posters and poster 
space in almost any town in the 
United States and the showings are 
usually bought on a one-year con- 
tract basis. 

The neighborhood retailer is con- 
cerned with attracting the attention 
of the greatest number of customers 
and potential customers as frequent- 
ly as his advertising budget will al- 
low. At one time or another, prac- 
tically every member of the family 
uses the bus, and many of them read 
the bus cards. 


A Valuable Medium 


The small retailer whose store is 
located near a bus terminal is pass- 
ing up a good opportunity if he fails 
to use the bus card as an advertising 
medium. Fifty cards can be made 
up from $20 to $35, depending on 
the kind of printing job. The inclu- 
sion of a picture requiring the use of 
halftone work may run a base price 
up $6 or $7 for each set of 50 cards 
printed. A general accepted display 
price per card averages around 
$1.00 per bus per month. 

The National Association of 
Transportation Advertising, Ince.. 
sponsored a series of studies that 
were conducted by the Advertising 
Research Foundation. The results of 
this investigation are published in 
a booklet, entitled, “Reading, Riding 
and ’Rithmetic.” A summary of the 
finding shows that: 

Eighty-two per cent of all adults 
are riders of public transit; 23 per 
cent of the total adult population 
read the average 28-inch card; 64 
per cent of all adults make two or 
more round trips per week; the aver- 
age one-way trip takes 27 minutes 
ample time to read and consider ad- 
vertising; the average cost per thou- 
sand reader for 28-inch cards is 
$3.79. 

Other forms of sign advertising 
frequently used by the retailer in 
show-window and interior display 
are lithographed cutouts, oversized 
packaged reproductions, show cards, 
hangers, and electric flashing and 
mechanical-action displays. 


CopRToP 
TANK BALL 


The 


copper top 
A Fair insures firm 
Trade item seating 


Cash in on this quality tank ball. 
Cop-R-Top tank balls serve bei- 
ter and give you real profits be- 
cause it is a fair trade item. 
Once your customer buys Cop-R- 
Top he is satisfied and a steady 
customer. Place Cop-R-Top on 
display and watch them sell. 
Your jobber carries Cop-R-Top 
or write us today! 

Write for Information about MASTER-FIT 

Tank Balls that meet all competition. 

AMERICAN RUBBER PRODUCTS CORP. 


151 EAST SOth ST, NEW YORK 22.N.Y 
















The Best Are 
BETTER BRAND 


mouse and rat 
TRAPS 





¢ METAL OR WOOD TRIGGER 
¢ FOUR-WAY ACTION 
e OIL TEMPERED SPRINGS 


McGILL METAL PRODUCTS CO. 


Marengo, Illinois 
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JANU. 


copper top 
nsures firm 
seating 


Just look at that compact modern design. Clean isn’t it? And catch 


that eye appeal that attracts more customers. Looks like it’s ready 


for business doesn’t it? Yes, and it zs ready for business. It’s a rug- 

ged, dependable water system for shallow wells, with only one 

moving part in the whole pumping mechanism. That makes it a F&W piston type 

standout to your customers for its years of trouble-free service. It’s a pumps for shallow 
and deep wells. 


standout in your eyes, too, because the FxW Bullet-Jet avoids the 
“fix-it” calls that can steal the profits right out of your pockets. 


Like the complete line of F«xW Water Systems, the Bullet-Jet stata 
is farm-proved and extra-dependable. Fx W makes reciprocating or . racing cnaiebie 
centrifugal pumps for shallow or deep wells. And there’s a capacity for deep wells 
for every demand. Write for complete information. 


FLINT & WALLING MFG. CO., INC., 188 Oak Street, Kendallville, Indiana 
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G. H. BERNARD 


EUREKA WILLIAMS NAMES 
G. H. BERNARD, V.P., 
ASSISTANT TO PRES. 


G. H. Bernard, former vice- 
president in charge of manufac- 
turing, Eureka Williams Corp., 
Bloomington, IIll., has been ad- 
vanced to the position of vice- 
president and assistant to the 
president. He will serve in an 
executive capacity on both manu- 
facturing and engineering and 
will specialize in product devel- 
opment and production. 

Eureka Williams has acquired 
as a wholly owned subsidiary the 
National Stamping & Electric 
Works, Chicago, makers of White 
Cross table appliances and is in 
the process of expanding this 
line. 

Mr. Bernard was associated 
with General Motors for 25 years 
serving in an executive produc- 
tion capacity and for a large part 
of the time directed production 
for the Oldsmobile division. He 
joined Nash-Kelvinator Corp., be- 
fore the war and helped convert 
and set up the various war pro- 
duction plants operated by the 
company. He has been with 
Eureka Williams for five years. 

O. E. Nesmith succeeds Mr. 
Bernard as _ vice-president in 
charge of manufacturing having 
been vice-president of engineer- 
ing. His successor is R. C. Os- 
born, formerly engineer in charge 
of product development for the 
Eureka Division of the company. 


236 











0. E. NESMITH 


Mr. Nesmith has been with the 
company since 1920 and was an 
executive of the Williams Oil-O- 
Matic Heating Corp., when that 
organization was acquired and 
merged with Eureka Vacuum 
Cleaner Co. 

Mr. Nesmith was made head of 
the Williams Institute of Heart 
Research formed by the company 
after several years in oil burner 
service. In 1941 he was ap- 
pointed vice-president of engi- 
neering and manufacturing. Mr. 
Osborn joined the company in 
1945. He was formerly an engi- 
neer with the Hoover Co., and 
served also as director of engi- 
neering for the Tobe Deusch- 
mann Corp., Canton, Mass. 

R. D. PARTLOW NAMED 

SALES MANAGER, G. E. 
SUNLAMP, HEATER DIVS. 


Robert D. Partlow has been ap- 
pointed sales manager of the Gen- 
eral Electric Company’s sunlamp 
and heater section. 

Joining G. E. in 1937, he was 
transferred to the Chicago service 
station in 1938 and was subse- 
quently a district appliance sales 
specialist in the Chicago and Min- 
neapolis offices. Returning to 
Bridgeport in 1942, he held vari- 
ous positions in the automatic 
blanket and sunlamp division un- 
til he entered military service in 
1943. Three years later he re- 
turned to Chicago as district 
representative of automatic 





blankets, the position he held 
prior to receiving his new ap- 
pointment. 

He succeeds Earl H. Norling, 
who has been given responsibili- 
lies in connection with the com- 
pany’s retail development and 
sales education programs for all 
appliances. 

S. G. BOWREN, SALES 

MGR. HARRINGTON & 

RICHARDSON ARMS 


Stuart G. Bowren has recently 
been appointed sales and adver- 
tising manager for Harrington & 
Richardson Arms Co., Worcester, 
Mass. He just completed a na- 
tion-wide tour of the principal 
cities of the country. The results 
of his survey will be used in the 
promotion of guns for Harrington 
& Richardson. 

Prior to the war, he was sales 
and advertising manager of the 
L. C. Smith Gun Co., Fulton, 
N. Y. During the war he taught 
the B-29 Central Fire Control 
system at Lowry Field, Denver, 
Col. For the past two years he 
has been sales manager for the 
Crossman Arms Co., Rochester, 
my & 

George H. Scharf, former plant 
manager of the L. C. Smith Gun 
Co., has been appointed works 
manager of the Harrington & 
Richardson Arms Co. 








REIDY 


JOHN J. 


JOHN REIDY APPOINTED 
APPLIANCE SALES MGR. 
CASCO PRODUCTS 


John J. Reidy has recently 
been appointed sales manager of 
the appliance division of Casco 
Products Corp., Bridgeport, 
Conn. He will be in charge of 
all sales and merchandising of 
Casco electric heating pads and 
power tools. He was formerly 
sales representative for Schick, 
Inc., and later was sales promo- 
tion manager and assistant sales 
manager of that company. Recent- 
ly, Mr. Reidy was manager of 





sales for A. C. Sanger Co., N. Y. 
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R. C. FINNEY 


DUO-THERM APPOINTS 
THREE DIST. MGRS. 


Three district manager ap- 
pointments in the midwestern and 
southern territories were an- 
nounced by the Duo-Therm Divi- 
sion of Motor Wheel Corp., 
Lansing, Mich. R. C. Finney has 
been made district manager for 
Missouri, Kansas and Nebraska; 
Ray Christman for Florida and 
Georgia, and S. B. Baker for the 
Michigan territory. 

Mr. Finney was a sales repre- 
sentative in the appliance busi- 
ness and in the sales department 
of Morley-Murphy Co., Duo- 
Therm distributors at Green Bay, 
Wis. Mr. Baker joined Duo- 





RAY CHRISTMAN 
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S. B. BAKER 


Therm in 1936 and has had 11 
years of experience in the sales 
department. For the past couple 
of years he has been manager 
of the Duo-Therm order depart- 
ment. Mr. Christman joined Mo- 
tor Whéel in 1927, was appointed 
a service engineer in 1939 and 
two years later was named sales 
engineer in the south east. In 
1944 he was appointed a field en- 
gineer. 


E,. C. HOEFLICH, SALES 
MGR. KEYSTONE BRASS 


Edward C. Hoeflich has recent- 
ly been appointed sales manager 
of The Keystone Brass & Rubber 
Co., Philadelphia, Pa. Mr. Hoe- 
flich was associated with General 
Maintenance Engineers in Phila- 
delphia where he served as gen- 
eral manager. His former affilia- 
tions include sales promotion 
manager, industrial division, 
Thermoid Co., Trenton, N. J., 
sales and advertising manager. 
Ace Mfg. Co., Philadelphia, and 
manager of the steel specialties 
division, Henry Disston Sons, 
Philadelphia. He also operated 
his own industrial advertising 
agency in Philadelphia. 

RICHARDS-WILCOX 
MAKES CHANGES 

The recent transfer of A. J. 

Eggelston from the Chicago 


branch office of Richards-Wilcox 
Mfg. Co., to the main office in 





Aurora, Ill., has necessitated sev- 
eral other changes in personnel. 
William Guay has been made 
Chicago branch manager and W. 
C. K. Phillips has been trans- 
ferred from the engineering ser- 
vice department in Aurora to the 
Chicago office as assistant branch 
manager. 

Elmer Ransom has been trans 
ferred from the Cleveland office 
to the Aurora office and made 
director of Over-Way Division. 
Carl Sheets has been transferred 
from the Aurora engineering de- 
partment to the Cleveland office, 
succeeding Mr. Ransom. 


J. F. WILKINSON MADE 
DISSTON INDUSTRIAL 
SALES DIV. MGR. 


J. F. Wilkinson has recently 
been appointed manager of the 
industrial sales division of Henry 
Disston & Sons, Inc., Philadel- 
phia, Pa., succeeding George A. 
Slacke who has retired after serv- 
ing the company for 26 years. 
Mr. Wilkinson joined the com- 
pany in 1937, first travelled in 
Virginia and Central Pennsyl- 
vania for two years and later 
transferred to the Metropolitan 
New York area. In 1941 he as- 
sisted in the administration of 
eastern industrial sales at the 
main office. Two years later he 
was appointed sales manager of 
the eastern industrial division 
and in 1945, became assistant to 


Mr. Slacke. 





J. F. WILKINSON 





G. R. CLARKE APPOINTED 
L & H ELECTRIC DIV. 
SALES MANAGER 
Gordon R. Clarke has recently 
been appointed sales manager of 
the electric division of the A. J. 





GORDON R. CLARKE 


Lindemann & Hoverson Co., Mil- 
waukee, Wis. Mr. Clarke has 
been with L & H for 23 years as 
sales representative and district 
manager. During the war he was 
associated with planning groups 
of the war agencies, later becom- 
ing executive officer in the Chi- 
cago’ area. 

George J. Schramel was ap- 
pointed assistant general sales 
manager. He has been with the 
company since 1923 in various 
sales capacities and handled the 
export trade for a number of 
years. 


AMERICAN PORTABLE 
POWER TOOLS OFFERS 
DEALERSHIPS 


Dealerships are being offered 
for the first time on the line of 
portable electric saws, disc sand- 
ers and belt sanders made by the 
American Floor Surfacing Ma- 
chine Co., Toledo, Ohio. This 
line of small tools had previously 
been handled by a limited num- 
ber of American representatives. 
Dealers who are interested in 
more details including prices and 
discounts should write the man- 
ufacturer. 
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Tuousanps of the deluxe 
model of the “C. Q.” Grindstone line 
have been sold . . . . the Motorized 
Streamliner has everything a modern 
machine should have — carefully se- 
lected stone, lasting motor, comforta- 
ble saddle and up-to-date styling that 
will sell it on sight! 


No guesswork about it... . the "C. Q.” 
Streamliner has everything any hard- 
ware merchant wants to attract more 
trade and greater pofits. May we tell you 
more about 
this quick- 
selling item? 


The C. 2.” 














































A complete de- / 
scription will be / 
found in the “C. ‘ 
Q.*’ Grindstone 

folder. Ask for your copy. 


No shortage of 
motorized “C. ©” Grindstones now! 
We'll give quick 
delivery. 







/he CLEVELAND 
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Street.. Cleveland 14, Ohio 
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J. M. MOORE 


J. M. MOORE ELECTED 
PRES. MARKLEY CORP. 


J. M. Moore, formerly general 
sales manager, Silex Co., Hart- 
ford, Conn., has been elected 
president and a director and 
Warren S. Barlow vice-president 
and treasurer of the Markley 
Corp., Plainville, Conn. 

Previous to his association 
with Silex Mr. Moore was super- 
visor of sales for the Union Elec- 
tric Co., and the St. Louis Coun- 
ty Gas Co., St. Louis. 

Mr. Moore will direct all 
phases of the introduction na- 
tionally of the Markley register, 
a recording meter-type counting 
device applicable to operations 
where time and count are factors. 


Mr. Barlow, former industrial 
relations counsel for Great 
American Industries, Inc., has 


had varied experience in sales 
and business administration. 





| E. M. GRINNELL SPEAKS 
| AT SAN FRANCISCO 

| POT & KETTLE MEET 
| 

| 


| E. M. Grinnell, president and 
|editor of Hardware World, re- 
| cently spoke to the San Francisco 
| Pot & Kettle Club at its luncheon 
meeting. His subject, “Business 
Ahead,” was a review of opinions 
of manufacturers and jobbers 
throughout the country based on 
his personal interviews with sev- 
eral hundred men in hardware, 
housewares and allied lines on a 
| two-month tour of the East and 
| Midwest. 

He found that the trade was 
optimistic about business in 1948. 
Orders in many cases were re- 
ported ahead of production, in- 
dicating that allocation would 
continue until the summer of 748. 
Shortages of materials, mainly 
steel, and a general inefficient 
labor were assigned as reasons 
for production lagging so far be- 
hind orders. Mr. Grinnell stated 











WARREN S. BARLOW 








that he discovered for the first 
time, many eastern manufacturers 
now recognize the import sales 
potentiality of the West. 


CORNING NAMES CAIRNS 
EASTERN DIST. MGR. 
CONSUMER PRODUCTS 


J. Graham Cairns has recently 
been appointed manager of the 
eastern district of the Corning 
Glass Works’ Consumer Products 
Division. Mr. Cairns, formerly di- 
vision advertising and sales pro- 
motion manager, succeeds Roger 
F. Hall, recently resigned. Mr. 
Cairns joined Corning as sales 
representative for Consumer 
Products Division’s Pacific Norih- 
western sales territory. He was 
dealer sales manager for the 
Seattle Hardware Co. before 
joining Corning. 

Hubert J. Greehey has been as- 
signed sales representative for 
the Philadelphia area. Joseph A. 
Celaschi, formerly salesman for 
the Central district has been 
transferred to the Atlantic dis- 
trict with headquarters in Cin- 
cinnati. B. S. Jones has been 
added as sales representative in 
the Southern district. 





J. GRAHAM CAIRNS 
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DIE CASTINGS have sharp outlines; smallest details are exactly 


E ear’ reproduced. Ornaments and lettering are equal to engravings. 


DIE CASTINGS have smooth surfaces which can be attractively 


Bae painted, enamelled or electroplated. 


A toy pistol A toy pistol 
die cast sand cast 





Illustrations through courtesy of Kilgore Manufacturing Co. 





DOEHLER-JARVIS CORPORATION 


The World's Largest Producer and Finisher of Die Castings 
PLANTS AT 
TOLEDO, O. CHICAGO, ILL. 


GRAND RAPIDS, MICH. 
POTTSTOWN, PA. BATAVIA, N. Y. 


Executive Office 


386 FOURTH AVENUE 
\ 8 n'a OR © Ge aren he 
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Distributor Wanted | 
FOR THE FINEST 
RANGE OF POLISHES 
MADE IN BRITAN 


CONTAINING '‘Abril'—'THE MAGIC WAX' 





Applications are invited from Distributors who take pride 
both in the quality of the products they handle and in the 
organization which they possess for live sales promotion. 


Write to the Export Manager: 


PATROL POLISHES LIMITED 


HANOVER SQUARE, LONDON, W.I. 





ENGLAND 


S. A. MULLIKIN RESIGNS 
AS SCHAIBLE SALES MGR. 
TO START OWN FIRM 


Sidney A. Mullikin has recent- 
ly resigned as general sales man- 
ager of the Schaible Co., Cincin- 





SIDNEY A. MULLIKIN 


nati, Ohio, to form a business as 
specialist in point-of-sales adver- 
tising and promotion. As director 
of Schaible’s sales, advertising 
and public relations for the past 
four and a half years, Mr. Mul- 
likin’s work has been a large 
factor in the rapid growth of the 
firm in recent years. Preparations 
resulting from Mr. Mullikin’s 
move have been under way and 
a new executive setup will be an- 
nounced shortly. Mr. Mullikin 
will maintain a partial connec- 
tion with the company until cer- 
tain projects are completed. 

Mr. Mullikin’s diversified ex- 
perience prior to his joining 
Schaible in 1943 include sales 
and advertising work with Proc- 
ter & Gamble, pioneering the 
marketing of Gunnison prefabri- 
cated homes, and work for 
Charles P. Taft on Cincinnati’s 
housing project. He also served 
as assistant to the president of 
Nutone, Inc., in the electrical 


field. 


_. 


WHITMAN & BARNES 
MARK 100th ANNIVERSARY 


Whitman & Barnes, division of 
United Drill & Tool Corp., Detroit 
16, Mich., celebrates its 100th 
anniversary this year. During its 
100 years in industry, the com- 
pany has made mower knives, 
lawn mowers, edge tools, chisels, 
rubber horse shoes, ice tongs, 
wrenches and cotter pins. In 
1891 the twist drills were first 
made. Subsequently additional 
cutting tools were added and 
later as it was deemed advisable 
to concentrate wholly on tools for 
cutting, drilling and piercing of 








metals, other products were 
dropped. Whitman & Barnes was 
recognized as a large producer 
of forgings in 1900 but in 1929 
that division was sold to the J. H, 
Williams Co. 

Albert Page set up a business 
to manufacture knives and other 
cutting tools intended for the 
agricultural industry in 1948, 
which was the beginning of Whit. 
man & Barnes. Six years later 
he was joined by Augustus Whit. 
man to form Page, Whitman & 
Co., which later was known as 
Whitman & Miles Mfg. Co. In 
1877 a merger was formed with 
George Barnes & Co., Syracuse, 
and the company became Whit. 
man & Barnes Mfg. Co. In 1926 
the Company, which had moved 
to Akron, and the Detroit Twist 
Drill Co., consolidated, and oper. 
ations were centered at its present 
site in Detroit. In 1933 the com. 
pany acquired the Latrobe Tool 
Co. Twist drills and reamers are 
the company’s two main products 
at the present time. 

With the start of its second 
century, Whitman & Barnes is 
planning a new and modern plant 
and office, two and one half miles 
east of Plymouth, Mich. 


STANLEY ZEIGLER AGAIN 
MANUFACTURERS’ AGENT 


Stanley P. Zeigler, hardware 
manufacturers’ representative, 
York, Pa., is again traveling New 
York, New Jersey and Pennsy:- 
vania after an absence of several 
years. During the interim he had 
been doing contracting work with 
Morgan, Zeigler & Phillips, Inc., 
York. Mr. Zeigler plans to expe- 
dite service by plane. He will 
handle wire cloth and _ screen 
products, builders’ hardware, ma- 
sonry products and allied build- 
ing appliances. Mr. Zeigler’s 





STANLEY ZEIGLER 


offices are to be at 345 Madison 
Ave. New York City, and 8 
North George St., York, Pa. 


HARDWARE AGE 









G. P. i 
BY DEV 
G. F. 
appointed | 
eral merc 





Devoe & Ri 
York City. 
in 1920 an 
a number 
sales territ 
Philadel phi 
1938. 


A. O. S 
AS DIR 
CASC 


A. 0. Sa 
signed as d 
dent of the 
Bridgeport, 
will annou 
shortly. 

Mr. Sam 
pany in 19 
vice-preside 
ager for fi 
seven of hi 
company. 
of the com 
the general 
will be ass 
The sales n 
pliance div 
over by J. . 


DISTRIB 
COLEMA 

Seventy-fi 
major appli 
all parts of 
tended a me 
ing clinic, x 
the Colema 
Wichita, Ka 
conducted ] 
vice-preside: 
of the Coler 

In his op 
the group, 
out that “it 
we can go, 
lines from < 


JANUAR 





roducts were 
n & Barnes was 
large producer 
10 but in 1920 
sold to the J. H. 


- up a business 
nives and other 
ended for the 
istry in 1948, 
inning of Whit. 
Six years later 
Augustus Whit. 
e, Whitman & 
was known as 
; Mfg. Co. In 
is formed with 
Co., Syracuse, 
became Whit- 
In 1926 
ich had moved 
» Detroit Twist 
ated, and oper- 
ed at its present 
1 1933 the com- 
» Latrobe Tool 
nd reamers are 
main products 


a Co. 


ec. 

of its second 
. & Barnes is 
d modern plant 
| one half miles 
Mich. 


LER AGAIN 
ERS’ AGENT 


gler, hardware 
yresentative, 
_ traveling New 
- and Pennsy:- 
ence of several 
interim he had 
ting work with 
Phillips, Inc., 
plans to expe- 
lane. He will 
h and _ screen 
hardware, ma- 
d allied build- 
Mr. Zeigler’s 





-EIGLER 

t 345 Madison 
City, and 8 
York, Pa. 


WARE AGE 








G. P. HALL ADVANCED 
BY DEVOE & RAYNOLDS 
G. P. Hall has recently been 
appointed executive assistant gen- 
eral merchandising manager of 





G. P. HALL 


Devoe & Raynolds Co., Inc., New 
York City. He first joined Devoe 
in 1920 and after serving under 
a number of New York trade 
sales territories was promoted to 
Philadelphia branch manager in 
1938. 

A. O. SAMUELS RESIGNS 

AS DIRECTOR, V.P. OF 
CASCO PRODUCTS 


A. O. Samuels has recently re- 
signed as director and vice-presi- 
dent of the Casco Products Corp., 
Bridgeport, Conn. Mr. Samuels 
will announce his future plans 
shortly. 

Mr. Samuels joined the com- 
pany in 1940 and has served as 
vice-president and general man- 
ager for five years out of the 
seven of his association with the 
company. J. H. Cone, president 
of the company has taken over 
the general managership and he 
will be assisted by L. E. Fenn. 
The sales management of the ap- 
pliance division has been taken 
over by J. J. Reidy. 


DISTRIBUTORS ATTEND 
COLEMAN SALES CLINIC 


Seventy-five representatives of 
major appliance distributors from 
all parts of the United States at- 
tended a merchandising and heat- 
ing clinic, recently, sponsored by 
the Coleman Company, Inc., at 
Wichita, Kansas. The clinic was 
conducted by Ralph W. Carney, 
vice-president and sales manager 
of the Coleman Co. 

In his opening address before 
the group, Mr. Carney pointed 
out that “it is a sure thing that 
we can go, and will go, in many 





lines from a buyers’ to a sellers’ 
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market that can catch the retail 
dealer and distributor bewildered, 
unprepared and untrained. We 
will witness a period of compe- 
tition, both in improved quality 
and eventually in lower prices 
such as this country has never 
seen.” 

The Coleman sales executive 
said that no retailer or distributor 
can fight the postwar competitive 
battle with yesterday’s weapons, 
yesterday’s knowledge, 
sales methods and _ products. 
“New goods, new materials, new 
use for old material, will require 
new knowledge, new appeals, new 
effort and more work—not less,” 
he declared. 

Tours of both Wichita factories 
of the Coleman Company pre- 
ceded the classroom sessions. 


sales 


ALUMINUM GOODS NAMES 
NEW ENGLAND SALESMAN 


Eugene V. Neyland has recent- 
ly been appointed sales represen- 
tative for the Aluminum Goods 
Mfg. Co., Manitowoc, Wis., in a 
New England territory. Mr. 
Neyland was connected with the 
McCory stores before his army 
service. He joined Aluminum 
Goods in 1947 to receive spe- 
cialized training in the Mirro 
sales technique. His territory in- 
cludes all of Rhode Island part 








of Massachusetts. 


A. E. WOOD, CROSLEY 
‘FREEZER SECTION 
MERCHANDISE MGR. 


Arthur E. Wood has recently 
been appointed merchandise 
manager, freezers, Refrigeration 
Section, Crosley Division, Avco 
Mfg. Corp. Mr. Wood, a veteran 
of 16 years with Crosley has 
served in the engineering, pro- 
duction and inspection ends of | 
radio and refrigeration and more | 
recently was regional service | 
manager, technical supervisor and | 
supervisor of service part sales. 








ARTHUR E. WOOD 





Portable, Stationary 
or Combination 
Models 





OR the first time in history, you can sharpen 
any reel type lawn mower from a 5-inch edger 
to a 36-inch power mower in from ten to 
twenty minutes. Dismantling is unnecessary. 
Handle, wheels, roller and motor remain in 
place when sharpening even the most com- 
plicated mower. The Modern Lawn Mower 
Sharpener eliminates all ,hand filing. It pre- 
cision grinds to extreme ends of both left or 
right twist reel blades. Bottom knife is held 
in same brackets for sharpening. No extra 
attachments required for grinding. Hand, 
power, gang or fairway units sharpened 
equally fast... equally easy for greater 
profits. Use the amazing features of the 
Modern Lawn Mower Sharpener to increase 
your profits... with proper promotion you 
can net an extra $1000.00 per month. Use 
the Sharpening service to stimulate trade... 
every sharpener customer is a prospect for 
other sales. 


SEND FOR FREE BULLETIN NO. 27A 


modern 


MANUFACTURING COMPANY 
160 N. Fair Oaks Ave. * Pasadena 1, Calif. 











W. L. VANDEWATER 


HARRY FERGUSON, INC. 
MAKES ADVANCEMENTS 


W. L. VandeWater has recently 
been promoted from the position 
of parts sales manager to as- 
sistant general sales manager in 
charge of distribution of imple- 
ments and parts, for Harry Fer- 
guson, Inc., 3639 E. Milwaukee, 
Detroit 11, Mich. J. L. Keller 
remains as assistant general sales 
manager and will spend more 
time in the field with Ferguson 
distributors and dealers. W. A. 
Busing is now service manager, 





having previously served as as- 
sistant service manager. David 
Milligan, former service manager 
in the sales division, is now pro- 
duction manager. 

Mr. VandeWater joined Harry 
Ferguson as regional parts man- 
ager in 1944 having previously 
been connected with the sales 





J. L. KELLER 


division of Firestone Tire & Rub- 
ber Co. John L. Keller has been 
with the company since 1927 and 
has primarily done sales and 
educational work. Mr. Busing 
was supervisor in charge of Mo- 








tors and Hydraulics at the Army 
Aircraft School from 1941 to 
1945 when he became affliated 
with Harry Ferguson as manager 
of service education. 





IDEAL NOVELTY BUYS 
LINDSTROM TOY CO. 


Ideal Novelty & Toy Co., has 
acquired a controlling interest in 
Lindstrom Corp., Bridgeport. 
Conn., makers of mechanized 
toys and toy motors. Both com- 
panies will retain their respective 
identities with no changes in 
policy or personnel. Sales, engi- 
neering and distribution will be 
more closely integrated with each 
company’s facilities being avail- 
able to the other for development 
of new items. 


SAM INSULL, JR., MADE 
V.P., STEWART-WARNER 


Samuel Insull, Jr., has recently 
been elected vice-president of 
Stewart-Warner Corp., Chicago. 
He will continue in charge of 
the company’s radio division. He 
was, prior to his appointment as 
assistant to the president of 
Stewart-Warner, vice-president of 
Central Barge Co., Chicago. He 
served with the Navy from 1943 
to 1945 attaining the rank of 
commander. 











A. E. KEOUGH, PRESIDENT 
MOTOR & EQUIPMENT 
MFR’S. ASSOCIATION 


At the recent meeting of the 
Motor & Equipment Manufac. 
turers Association, 250 West 57th 
St., New York City 19, Alfred E. 
Keough, John T. Stanley Co, 
New York City, was elected presi- 
dent. 

Other officers elected included: 
Bert G. Cochrane, Casco Products 
Corp., Bridgeport, Conn., vice. 
president; Weck M. Albaugh, 
Thompson Products Inc., Cleve- 
land, secretary; and Clyde P, 
Brewster, K-D Mfg. Co., Lan- 
caster, Pa., treasurer. 

Directors for the year 1948 are 
as follows: J. W. Anderson, The 
Anderson Co., Gary, Ind.; H. B, 
Barrett, Barrett Equipment Co., 
St. Louis, Mo.; Edward Gammie, 
Victor Mfg. & Gasket Co., Chi- 
cago; G. H. Goehrig, Blackhawk 
Mfg. Co., Milwaukee; C. O. Klein- 
smith, National Carbon Co., New 
York City; F. A. Miller, U. S. 
Asbestos Div. Raybestos-Manhat- 
tan, Manheim, Pa.; C. J. Schuep- 
bach, Sunnen Products Co., St. 
Louis, Mo.; F. G. Wacker, Ammco 
Tools Inc., North Chicago, IIl.; 
S. B. Wilson, Fram Corp., Provi- 
dence, R. I.; and Messrs. Albaugh, 


Keough, Cochrane, and Brewster. 
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HIGH UNIT SALES. 


reach for Solventol, 





NATIONALLY ADVERTISED. On the 
radio to 16,000,000 families. In news- 
Money-back guar- 
antee, 3c worth makes a gallon! 


Solventol 


STOCK UP ON SOLVENTOL NOW FOR PROFITABLE SPRING SALES! 


papers, magazines, 


When women 
they hand 
more PROFIT, too. Three convenient 
sizes retail at 60c, $1.00, $1.75. 


High Average Sales... Protec 


| CASH IN ON THIS AMAZINGLY DIFFERENT 
MIRACLE PRODUCT OF “NEW CHEMISTRY” 


There’s no other cleaner like it! Only Solventol freshens as it 
cleans. No rub! No scrub! No rinse! No wipe! 


It’s a revolutionary miracle of the “new chemistry” that gave 
you nylon, cellophane, plastics. Its six gentle solvents are spe- 
cially blended to provide safe, speedy 6-in-1 cleaning action. 


So stock this sales star now! It’s a fast-selling, high unit repeat 


item backed by a Fair Trade price. Solventol Chemical Products, 
Inc., Detroit 3, Michigan. 


you 


SHENS 
(BEETS IT 


MULTIPLE USES! Solventol makes dirt 
‘disappear like magic from walls, wood- 
work, floors, upholstery, rugs, utensils, 
etc. Saves soap on dishes, laundry. 


RELATED DISPLAYS. Build a colorful 
“housecleaning time” 
around Solventol—with sponges, mops, 
pails, polishes, waxes, etc 


/ 
clEANS « 





window display 








HARDWARE AGE 

















PRESIDENT 
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PITEGOFF BRUSH 

















i. 





Many painters get a BRUSH OFF from their 
customers. 


Reason — Unsatisfactory work. 

Causes of Trouble — Two things. Both are 
brushes. Brushes that spread paint unevenly. 
Brushes with loose bristle that stick to the wall 
instead of the brush. 

Painters prefer Pitegoff because ““A FULL 
HEAD OF BRISTLE IN EVERY BRUSH” as- 
sures you of even distribution of paint and 
longer life. NO LOOSENING BRISTLE because 
they are held securely by a secret rubber form- 
ula handed down from fathers to sons. 


INQUIRE OF YOUR JOBBER OR DEALER 


PITEGOFF BROTHERS, Inc. 


320-330 VAN BUREN STREET 
BROOKLYN 21, NEW YORK 


Makers of Quality Brushes for Two Generations 
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HERES HOW TO 
SELL MORE WIRE... 





GET BEHIND THIS NEW ROYAL DEAL 


Put Royal UL approved WIRE right out where your 
customers can see it... with this new, modern, all- 
steel display rack. No more juggling with loose 
spools. Needs only 2 feet of counter space. It’s a 
‘valuable permanent store fixture that will sell more 


wire with less sales effort. Write for complete details! 











THRU YOUR 
WHOLESALER 


PLUG and 
CARTRIDGE FUSES + FUSTATS 
WIRE * CORD SETS * TROUBLE 
LIGHTS * CHRISTMAS LIGHTING SETS 


ROYAL ELECTRIC CO., Inc., PAWTUCKET-R-I- 
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W. F. NEWBERY 


W. F. NEWBERY, ASS’T 
DIRECTOR OF SALES 
FOR DETREX CORP. 

W. F. Newbery, formerly in- 
dustrial sales manager has re- 
cently been advanced to assistant 
director of sales of Detrex Corp., 





LEROY CAMEL 


Detroit 32, Mich. Reporting to 
Mr. Newbery will be LeRoy 
Camel, new sales manager of the 
industrial products division, in- 
cluding metal cleaning equip- 
ment and chemicals; H. S. 
Tweedy, industrial service man- 
ager; H. J. Lucey, oil extraction 
and export sales manager. 


PHILCO NAMES PAISTE 
TELEVISION SALESMAN 


The appointment of Henry T. 
Paiste, former general manager of 
the Philco Service Division, as 
special television sales representa- 
tive was announced recently. Mr. 
Paiste has been with Philco for 
19 years. After a brief period in 
production work, he was trans- 
ferred to the service division and 
became a service engineer. He 
was promoted in 1935 to the posi- 





tion of manager of the Philco na- 
tional service station, serving the 
company’s distributors through. 
out the country. 

During the war, Mr. Paiste 
was made manager of the Philco 
Training and Installation Divi. 
sion. In 1945, he became gen- 
eral manager of the Philco Ser. 
vice Division and was responsible 
for setting up the company’s post- 
war radio and appliance servicing 
organization in the United States 
and abroad. 

Since April 1947, Mr. Paiste 
has concentrated on aiding in 
handling distributors sales and 
service problems in areas where 
Philco television receivers have 
been introduced. 


GEORGE B. PIATT HEADS 
TOPPING BROS. SALES 


George B. Piatt connected with 
Topping Bros., 159-161 Varick 
St., New York City 13, for 35 
years, has been appointed sales 
manager in charge of both export 
and domestic sales. Edward De- 
Maria is now in charge of pur- 
chases. 


THERMOID NAMES FIVE 
INDUSTRIAL DISTRICT 
SALES MANAGERS 


Thermoid Co., Trenton, N. J., 
has recently named several indus- 
trial sales district managers. 
Jack Brand, formerly assistant 
sales manager for the automotive 
replacement division, will handle 
industrial sales in Colorado with 
headquarters in Denver. J. J. 
Chamberlain, formerly with Pio- 
neer Rubber Mills of California 
and the rubber division of Para- 
mount Mfg. Co., will travel in 
Washington and the northern 
half of Oregon, with headquar- 
ters in Seattle. E. J. Dunlap has 
been transferred from Trenton to 
San Francisco where he will 
handle industrial sales for the 
northern half of California and 
southern Oregon, with headquar- 
ters in Seattle. 

H. William Overman, manager 
industrial friction materials divi- 
sion, has transferred his head- 
quarters to the Thermoid office 
at 422 Boulevard Bldg., Detroit, 
Mich. He will continue to direct 
industrial friction material sales 
from that office. 

Jack Wright, whose headquar- 
ters are in Salt Lake City, Utah, 
has been assigned industrial and 
oil field sales in Utah, Idaho, 
Wyoming, Montana and western 
Canada. 

The company’s new manufac- 
turing unit at Nephi, Utah, is at 
the present time undergoing pilot 
runs. Full production is antici- 
pated early next year. 
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FRANK KENNA 


FRANK KENNA 


Frank Kenna, 73, president of 
the Marlin Firearms Co., New 
Haven, Conn., died recently in St. 
Raphael’s Hospital, New Haven. 
Mr. Kenna, who had been presi- 
dent of the firearms company 
since 1926, was also president of 
the Associated Realty Co., Inc., 
the Industrial Center, Inc., Marlin 
industrial division, Illustrated 
Current News and the Marlin 
blades division of the firearms 
company as well as a vice-presi- 
dent and director of the American 
Bank & Trust Co., New Haven. 

Mr. Kenna started his career at 
the age of 13 by selling advertis- 
ing for official football programs 
in New Haven. While practising 
law he entered politics and in 
1911 was selected alderman-at- 
large, then a representative to the 
Connecticut state legislature and 
inthe same year became a mem- 
ber of the Democratic State Cen- 
tral Committee. He organized 
the American Bank & Trust Co., 
and the Illustrated Current News 
in 1914. He also organized the 
New Haven Skating Club, was 
chairman of the St. Raphael Hos- 
pital fund drive, and organized 
the New Haven Baseball Club of 
the Eastern League. 

He was founder and first presi- 
dent of the Civitan Club of New 
Haven, a member of the Knights 
of Columbus, Knights of St. 
Patrick, Union League and Quin- 
atac Club. Mr. Kenna is sur- 
vived by his widow, two daughters 
and three sons. 





EDWARD LEEPER 


Edward Leeper, 80, retired 
Denison Hardware dealer, Deni- 
son, Tex., died recently. 
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CHARLES C. MASSIE 


Charles C. Massie, 75, presi- 
dent of Northrup, King & Co., 
Minneapolis, Minn., died at his 
home in Minneapolis, after an 
illness of about two years. He 
had headed the wholesale seed 
firm since 1914 and was known 
as the “Dean of the Seedmen.” 

He entered the employ of the 
Northrup, Braslan & Goodwin 
Seed Co., as a laborer and pur- 
chased the interests of J. E. 
Northrup, president, in 1912. 





THOMAS W. WATHEN 


Thomas W. Wathen, 49, buyer 
for and director of the Belknap 
Hardware & Mfg. Co., wholesalers, 
Louisville, Ky., died recently at 
the Kentucky Baptist Hospital 
after an illness extending over a 
year. He joined the company in 
1917 as an assistant in the pur- 
chasing department and became 
head of that department in 1940. 





ARTHUR L. BYRON 


Arthur L. Byron, 76, retired 
hardware dealer of Owingsville, 
Ky., died recently after a heart 
attack, in Sebring, Fla. Mr. 
Byron had been a member of the 
Masonic order for over 50 years. 





CHARLES T. MAYER 


Charles T. Mayer, 73, retired 
hardware dealer, died at his home 
in Indianapolis, Ind., recently. 








HOME BUILDERS ASS’N. 
EXPOSITION, FEB. 22-26 


The 1948 annual convention 
and exposition of the National 
Association of Home Builders 
will be held in Chicago, Feb. 
22-26, at the Stevens and Con- 
gress Hotels. W. Hamilton Craw- 
ford, Baton Rouge, La., has been 
named chairman of the conven- 
tion and exposition committee for 
the second consecutive year. Paul 
S. Van Auken, Chicago, is again 
convention and exposition di- 
rector, assisted by Damon R. 
Elder. Mr. Van Auken stated 
that the exhibit space is nearly 
sold out. The meeting will fea- 
ture outstanding speakers, panel 
discussions and clinics. Anyone 
wishing to attend should write to 
Convention and Exposition Head- 
quarters, National Association of 
Home Builders, 111 W. Jackson 
Blvd., Chicago. A check to cover 
the registration fee of $10 for 
men and $5 for ladies should ac- 
company each reservation. 








SINCE 1849 











SCREEN or STORM DOOR LATCHES in 
NEW BUILDERS’ HARDWARE CATALOG No. 19 


1 TYPES of 














5025—05025 . 


100 items SIMPLIFIED 
BUILDERS HARDWARE 









WRITE NOW !! 
FOR NEW 


CATALOG No. 19 


ORDER 
THROUGH YOUR 
WHOLESALER 


SAFE PADLOCK we HARDWARE co 








LANCASTER, 
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ANDREW WILSON 


ANDREW WILSON MADE 
CONGOLEUM BRANCH 
MANAGER IN PHILA. 


Andrew Wilson has _ recently 
been appointed Philadelphia 
branch manager of Congoleum- 
Nairn, Inc., Kearny, N. J. He 
has been with the sales depart- 
ment for 25 years, a large portion 
of this time being spent in the 
New York branch where he 
served as the company salesman 
in the Albany territory. In 1941, 
he transferred in the same ca- 
pacity to the Philadelphia branch. 





PRATT & LAMBERT MAKES | 


SERVICE AWARDS AT 
CHRISTMAS PARTY 


Pratt & Lambert, Inc., Buffalo, 
N. Y., recently presented service 
awards and distributed turkeys 
to all employees at the annual 
Christmas party. After the sing- 
ing of Christmas carols, Harold 
E. Webster, president, presented 
watches, gifts for 20 years’ ser- 
vice to John A. Diringer, lac- 
quer plant, Albert L. Gruntz, 
accounting department; Charles 
W. Hoffman, Matthew Laub, tank 
room; William H. Lutz, technical 
director; Samuel W. Mencfee, 
sales representative, and Anthony 
A. Wolf. At Fort Erie watches 
were given to Roy Dickson and 
Albert E. Osborn, factory. For 
10 years’ service Mrs. Mary Jane 
Brown, central sales division, re- 
ceived a platinum pin. Cuff-links 
for 10 years were awarded to 
Richard F. Brewster, superinten- 
dent grinding department; James 
A. Fowerday, lab finishing de- 





partment; Peter M. Getman, in- 
dustrial sales representative; Her- 
bert C. Kluge, repair department ; 
Arthur C. Landel, enamel depart- | 
ment, and Cecil J. Wilt, lab. 
A similar party was held in 
Chicago where C. D. Sproule, 
vice-president, western 
made the presentations. A watch | 


division, | 





C. HAGER & SONS HINGE MFG. CO. + ST. LOUIS 4, MO. 


L 
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went to Florence M. Feeney, 
office, and to Ray W. Mechling, 
railway sales representative. 
Salesmen John R. Bowling and 
Ralph R. Rhode received cuff- 
links. In Long Island City, sales- 
men Edward W. Pyne and Henry 
H. Boeschen were also given cuff- 
links. 


SCHENBERG RESIGNS AS 
CASCO PRODUCTS CO. 
MERCHANDISING DIR. 
Jack Schenberg has announced 
his resignation as director of mer- 
chandising of Casco Products 
Corp., Bridgeport, Connecticut, 
where he was also secretary of 
the company and a member of 
the board. Mr. Schenberg has 
been associated with Casco since 
1940 when he joined the organ- 
ization after nine years as mer- 


chandising director of Samson 


United Corp., Rochester, New 
York. 
Mr. Schenberg became affili- 


ated with Casco as one of the key 
individuals in setting up the new 
home appliance, sales and manu- 
facturing of the com- 
Up until that time, Casco 
Products had confined its activ- 


division, 


ities almost exclusively to the 
manufacture of automotive acces- 


sories. 





PIERCE; EAGLE PAINT 
CELEBRATE CHRISTMAS 


Company officials, salesmen 
and department heads of the 
F. O. Pierce Co. and the Eagle 
Paint & Varnish Works attended 
the annual company dinner and 
Christmas party at the Hotel As. 
tor recently. 

J. L. Rockwitt, secretary of the 
firm, acted as toastmaster and 
formally introduced newer mem- 
bers of both sales forces. He 
later presented Harry R. Hill. 
man, president, to the assembled 
gathering. 

Mr. Hillman complimented the 
sales, production and shipping 
departments for their efforts dur- 
ing 1947. He then outlined com- 
pany plans for the future and 
called on all those present to re- 
double their efforts in 1948, 

Highlight of the evening was 
the presentation of an engraved 
gold wrist watch by Sales Man- 
ager Rolland C. Munier to Ches- 
ter P. Farrington, veteran of 50 
years of service with the F. 0. 
Pierce sales force. 

Pierce and Eagle sales repre- 
sentatives from Massachusetts, 
Connecticut, Pennsylvania and 
the metropolitan New York area 
attended the dinner and wit- 
nessed the floor show which fol- 
lowed. 








SERVING THE HARDWARE TRADE SINCE 1849 
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AMERICAN 


SCREWS and BOLTS 


You simplify your selling and multiply your profit opportunities 
when you concentrate on the COMPLETE line of American 
Screws and Bolts. Whether it’s wood, machine, sheet metal screws 
or stove bolts ... slotted or Phillips recessed heads, you can say 
“yes” to your customer confidently when his requirements call 
for a variety of sizes or metals. For in addition to steel and brass, 
American Screws are made in stainless steel, aluminum monel and 
everdur (silicon bronze) when volume is sufficient for produc- 
tion runs. 

And your customers re-order! For American quality controls 
consist of multiple checking of heads, threads and points by 
experienced men and unerring machines—to assure no less 

than 144 perfect screws in every gross box. Take advantage 

of America’s full line, quality and engineering help—service 

your share of the growing number of screw buyers who 

mark orders “American Brand... don’t substitute!” 


AMERICAN SCREW COMPANY 


PROVIDENCE 1, RHODE ISLAND 
Chicago 11; 589 E. Illinois St. Detroit 2: 502 Stephenson Bldg. 





2 
ne 





... and here’s the Trade-Tested 
Package for STOVE-BOLTS!”’ 


Users and dealers alike have put a big OK on this unique 
Partitioned package, originated by American. This box 
keeps bolts and nuts separate . . . helps dealers in stock- 
keeping . . . frees users from chore of turning nuts off bolts. 


> A 





a 
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HOLLIMON DIV. MGR. 
FOR LOWE BROS. 
The Lowe Bros. Co., Dayton, 
Ohio, has recently appointed T. 
H. Hollimon manager for the 





HOLLIMON 


T. H. 


California division. In this newly 
created division he will direct 
the sales of all the company’s 
products through dealers and dis- 
tributors. 

Mr. Hollimon’s career was 
started when he served as city 
sales representative with The 
Planter Lumber Co., Little Rock, 
Ark., and ultimately became man- 
ager. He joined The Lowe Bros. 
in 1939 as territory representative 
for the state of Tennessee. He 
served in the army and was dis- 
charged as major from the com- 
bat infantry. He then resumed 
his sales activities in Nashville, 
and later in a Southern Florida 
territory. 


GRAVES-HUMPHREYS 
BUILDING NEW STORE, 
WAREHOUSE, OFFICE 


Graves- Humphreys Hardware 
Co., wholesalers, Roanoke, Va., 
is constructing a new and mod- 
ernistic store - office - warehouse 
buildink. Upon completion of the 
building. Upon completion of the 
its present store at 18 E. Church 
Ave., where it has been located 
for the past quarter century. The 
building will be of reinforced 
concrete, including the exterior 
walls, The building will have a 
total of 80,000 sq. ft. of floor 
space. 


HAMILTON APPOINTS TWO 
DIVISIONAL SALES MGRS. 


Hamilton Mfg. Corp., Colum- 
bus, Ind., has recently promoted 
two Cosco district sales represen- 
tatives to the positions of divi- 
sional sales managers. Les Fox, 
Kansas City, salesman has been 
named sales manager, western 


248 











division, including Illinois, Mich- 


igan, Wisconsin, Northern In- 
diana and Ohio. George Stein, 
who previously traveled the 


southeastern part of the United 
States, will now handle the east- 
ern division as sales manager. 
The area consists of six districts 
which cover the eastern and 
northeastern parts of the United 
States and extends west to the 
Mississippi in the south and to 
Middle Ohio in the north. 

GARNER HEADS SALES 

FOR MONTGOMERY & 
CRAWFORD 


R. A. Garner, formerly con- 
nected with the Industrial Supply 
Division of Montgomery & Craw- 
ford, Inc., Spartanburg, S. C., as 
a traveling sales representative, 
has been advanced to general 
sales director of the company. 
He started his career with his 
father, then president of the 
Union Hardware Co., Union, S. C. 
He joined Montgomery & Craw- 
ford, in 1939, as an industrial 
supply sales representative. 


HOUSEWARES, APPLIANCE 
PRICE INCREASES FOR 
JANUARY MARKET 


The annual Winter Interna- 
tional Homefurnishings Market 
was held recently at the Mer- 
chandise Mart, Chicago, from 
Jan. 5-17. In addition to perma- 
nent exhibits at the mart, there 
were temporary displays for the 
convenience of the buyers at the 
International Amphitheatre, Jan. 





15-22. A spokesman for the in- 
dustry stated that conditions have 
improved over recent markets, al- 
though the steel situation still is 
not good. It was predicted that 
slight increases in prices will be 
indicated in January. Overall pro- 
duction is higher than prewar 
days, but the manufacturer is far 
from satisfying the pent-up de- 
mand. This housewares and ap- 
pliance meeting was the largest 
ever held as almost 900 manufac- 
turers exhibited their products. 





W. A. PATTERSON HEADS 


| CED FINANCE COMMITTEE 





William A. Patterson, president 
of the United Air Lines, has re- 
cently been appointed 1948 chair- 
man of the finance committee of 
the Committee for Economic De- 
velopment. Among the chairmen 
appointed for the various indus- 
tries and other groups are: Mel- 
vin H. Baker, president, National 
Gypsum Co., New York, building 
materials; John D. Biggers, pres- 
ident, Libbey-Owens-Ford Glass 
Co., Toledo, glass; John L. Coll- 
yer, president, the B. F. Goodrich 
Co., Akron, rubber; Edward B. 
Cosgrove, president, Minnesota 
Valley Canning Co., Le Sueur, 
Minn., canners and preservers; 
H. H. Hoover, president, the 
Hoover Co., North Canton, Ohio, 
household appliances; Elmer L. 
Lindseth, president, Cleveland 
Electric Illuminating Co., Cleve- 
land, public utilities in the Mid- 
west; and Philip D. Reed, chair- 
man, General Electric Co., New 
York, electrical. 








ROEBLING’S APPOINTS 
VAN DIKE SALESMAN 
John A. Roebling’s Sons Co., 
Trenton, N. J., maker of wire rope 
and wire products, has appointed 





L. H. VAN DIKE, JR. 


L. H. Van Dike, Jr., Detroit, 
Mich., representative, replacing 
the late Harry T. Hirbe. Mr. Van 
Dike, a former lieutenant in the 
USNR, has been with the com- 
pany since 1946. 


SHERIDAN-CLAYTON 
DISTRIBUTE CHROMEDGE 


The B & T Metals Co., Colum- 
bus 16, Ohio, makers of Chrom- 
edge metal trims and accessories 
has appointed Sheridan-Clayton 
Paper Co., 303-308 S. Third St., 
St. Joseph 5, Mo., distributor, in 
that area, 











A. LEWIS, INC., HOLDS OPEN HOUSE:—On three recent successive Sundays, A. 
Lewis, Hardware, Inc., 28-50 31st St., Long Island City 2, N. Y., distributors of builders 
hardware, related lines and electrical supplies, held open house for customers and pros- 
pects, Plans call for later establishment of a second and larger showroom on the floor 
above. Al. Lewis, present head of the concern, represents the third consecutive genera 
tion of his family to devote his business life to the sale of hardware lines, the firm having 
been established by his grandfather. 
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tailed and unchangeable record of every transaction. 

Mechanizing your business figurework with a new, modern 
National Cash Register System brings entirely new standards 
of business control and protection. Have your local National 
representative show you just what it could do for you! Sales 
and Service Offices in over 400 cities. 


Things move so much faster with a new, modern National 
Cash Register System! For it lets everyone know exactly 
where he stands at every instant. A glance at the indicator, and 
your customer has his payment money ready. With nothing 
to add and nothing to write, your clerk quickly produces 
the correct change. And you have an instant, complete, de- 


EXPRESSLY DESIGNED FOR HARDWARE STORES 


1. Issues an itemized and totalled printed 
receipt, or prints a record on the original 
and duplicate sales-slip. 

2. Separate cash drawers for recording the 
sales made by each of 4 clerks. 

3. Purchases of more than one item are 
mechanically — and accurately — added. 
CASH REGISTERS * ADDING MACHINES 
ACCOUNTING MACHINES 


4. Allitem accounts are automatically dis- 
tributed into 5 department classification 
totals, locked within the register. 

5. Printed audit strip affords you instant 
record, in detail and total form, as to activi- 
ties by departments, clerks and transactions. 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 


JANUARY 15, 1948 249 








JOHN MILLS ADVANCED 
MGR. AER-A-SOL DEPT. 
BRIDGEPORT BRASS 


John H. Mills, manager of 
Aer-a-sol sales at Bridgeport 


Brass Co., since 1943, has been 
promoted to manager of the Aer- 
a-sol department. Mr. Mills has 
announced that his company has 
arranged with Westinghouse Elec- 
tric & Mfg. Corp. to take over | 
the trademark and active busi- | 
ness of its bug bomb division. | 
Mr. Mills joined the company | 
23 years ago, starting as a gen- | 
eral foreman in the rolling mill 
and after five years in production 
transferred to sales. For 13 years | 
he worked out of the New York | 
sales office and when Bridgeport | 
Brass went into the Aer-a-sol 
field, he was put in charge of the 
Aer-a-sol sales program. 








KEYSTONERS HOSTS 
AT OPEN HOUSE PARTY 


The Keystoners held their an- 
nual Christmas Party, Dec. 20, in 
the form of an open house at the 
Broadwood Hotel, Philadelphia, 
Pa., with more than 311 members 
and guests participating in the 
festivities. Howard Easton, Na- 
tional Twist Drill & Tool Co., as 
chairman of the entertainment 
committee directed the affair with 
the assistance of M. G. Hayden, 
manufacturers agent, and Jimmie 
Jones, The Carborundum Co. 


AL HOLMER RE-ELECTED 
PRES. INDUSTRIAL 
MINERAL WOOL GROUP 


N. A. Holmer, vice-president 
and sales manager of the Carney | 
Co., Inc., Mankato, Minn., was 
recently re-elected president of 
the Industrial Mineral Wool In- | 
stitute, an international organiza- | 
tion representing manufacturers | 





| of 





N. A. HOLMER 


industrial insulation at the 
group’s annual meeting in New 
York. T. C. Carter, vice-presi- 
dent of Eagle Pitcher Sales Co., 
Cincinnati, was named vice-presi- 
dent. Elected to the board were: 
Messrs. Holmer, Carter, E. T. 
Detgen, sales manager, Owens- 
Corning Co., Toledo, and W. H. 
Hill, president, Baldwin-Hill Co., 
Trenton. N. J. 


$20 MILLION EXPANSION 
PROGRAM PLANNED BY 
HOTPOINT, INC. 


A $20 million expansion pro- 
gram has been planned by Hot- 
point, Inc., 5600 W. Taylor St.. 
Chicago 44, Ill. The program 
presents a challenge to the com- 
pany’s marketing organization 


and its distributors, according to | 
| James J. Nance, president. 


The 
challenge was accepted by Leon- 
ard C. Truesdell, vice-president 
of marketing. 

Sixty-nine representatives of 20 
Hotpoint distributors’ houses at- 
tended the first distributor meet- 


| ing since before the war, held at 

the Stevens Hotel, Chicago. Mr. 
| Truesdell opened the business 
| phases by outlining specific re- 
| sponsibilities at each marketing 
| level, interpreting the new plant 
| facilities investment program into 
| the distributors’ programs. He 
| closed the meeting with a reca- 
pitulation, pointing out the close 
| connection between production 
| and the many phases of market- 
| ing, and characterized the period 
| ahead as a time of a “stupendous 
| job that calls for team-work and 
| cooperation at every step.” 


INDIAN FIRM SEEKS 
SMALL HAND TOOLS 
Bhutta Bros., Nizamabad, Pun- 

jab, N.W.R., India, is seeking 
lines of engineers’ small hand 
tools for the Western Pakistan 
area. 


ADLER ELECTED PRES. 
ESSEX COUNTY PAINT 
DEALERS ASSOCIATION 


Abraham Adler was recently 
elected president of the Essex 
County Paint Dealers Association, 
succeeding Abraham Siegel, who 
had served as president since the 
groups inception several years 
ago. 

Herman Josephson, Brooklyn- 
Long Island Paint Dealers Asso- 
| ciation, was elected vice-president 
|and Ephraim J. Faber, Paint 





| Dealers Association, was re-elect- | 


| ed secretary. The Institute adopt- 
led a resolution opposing the 
| proposed return to a one year 
line by the wallpaper manufac- 
turers. Two scholarships will be 
awarded to the two best students 
selected by the faculty at New 
York University from among stu- 





EAGLE SALES CO. 
TO DISTRIBUTE 
PRESTO COOKER 


The National Pressure Cooker 
Co., has recently appointed the 
Eagle Sales Co., Inc., 78-80 Bos. 
ton St., Newark 3, N. J., exelu- 
sive distributor for its lines of 
Presto Cookers, Canners, etc. The 
company will handle the 13 
counties of northern and central 
New Jersey. 


SHELLER MFG. CORP. 
BUYS DRYDEN RUBBER 


Sheller Mfg. Corp., Chicago, 
has recently acquired the Dryden 
Rubber Co., makers of about 135 
rubber items used in an automo- 
bile, except tires, inner tubes, ra- 
diator hose and floor mats. 
Sheller’s main product is steering 
wheels for cars, trucks, and 
tractors. No changes in personnel 
are contemplated except for the 
expansion of the Sheller board to 
seven members. George B. Dry- 
den has been elected a director 
and chairman of the executive 
committee and Oliver Vinnedge, 
former vice-president and general 
manager of Dryden will continue 
in charge of those operations. 
GREAT NECK SAW MFRS. 

TO CONSTRUCT TWO 

NEW BUILDINGS 


Great Neck Saw Manufactur- 
ers, Inc., Mineola, N. Y., has 
started its expansion program by 
breaking ground for two addi- 
tional structures. One building, a 
plant with glass brick providing 
a fine facade, will cover 10,000 
sq. ft. of ground and will be 
devoted to a new line of hand 
tools. The other building will 
cover 8000 sq. ft. and will be 





dents attending the class in mer- 
chandising paint and paint ac- 
cessories, 





utilized as a warehouse with the 
latest material handling equip- 
} ment to facilitate moving. 











Members of the American Safety Razor Corp., 25 Year Club met for their second annual meeting at the Hotel Park Cen- 


tral, New York City, recently. Several new members from the sales office and 


plant forces 


were added to the roster an 


initiated at a cocktail party and dinner. The picture shows a group of employees with service from 25 to 49 years continu- 
ously with the company and its subsidiaries. 
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Park Cen- 


roster an 


perfect toast every time. Compensates 
for a wide range of voltage variations 
automatically. Never needs adjustment. 


[re SUPERFLEX toast timer guarantees 


NEW EASY-LIFT HANDLES are large, 
smooth, and curved to fit the finger 
tips. Safe ... sure-grip .. . always 
cool to the touch. An exclusive ““Toast- 
master”’ feature. 
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NEW POP-OPEN CRUMB TRAY makes 
this toaster a cinch to clean. Hinged 
tray pops open at the push of a button. 
No tricky catch, nothing to remove 
and mislay 
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UNIVERSALS 








NEW... 


aud a Sales“ Natural” 


Here is the newest and finest item in Com- 


pressed Air Sprayers — one that fills a long- 


felt need, and one you can really go to town 


with. 3% gallon capacity — mounted on a 
sturdy but light-weight truck. Takes the tir- 


ing work out of compressed air spraying. 


Just the thing that thousands of women as 


well as men will go for in a big way. Only 


one of its kind on the market and typical of 
the advantages you get in UNIVERSALS — 
by long odds the best line to handle. Ask 
your jobber for them. [If he can’t supply, 


write direct to us. 


UNIVERSAL METAL PRODUCTS CO. 


SARANAC 





MICHIGAN 








PERFECTION STOVE CO. 
NAT’L. SALES MEETING 


Perfection Stove Co., Cleve- 
land, Ohio, recently held a na- 
tional sales meeting to which 100 
of its salesmen were invited. The 
first business meeting was held 
in Perfection’s million dollar re- 
search center. The five-day meet- 
ing featured business sessions, 
and tours of the new engineering 
research center and the Ivanhoe 
plant. Visitors also had the op- 
portunity to witness the fabrica- 
tion of Perfection, Ivanhoe and 
Superfex products. 





AL WOLFF APPOINTED 
SALESMAN FOR PEARL- 
WICK CORPORATION 
Al Wolff, formerly of the Wag- 
ner Mfg. Co., has recently been 


appointed sales representative in | 


charge of the midwest territory 
for the Pearl-Wick Corp., As- 
toria, L. I. Mr. Wolff will work 
from Chicago and his territory 
will consist of Illinois, Minnesota, 
Missouri and Indiana. 

Herman Heart who has been 
covering the Virginia’s and the 
Carolina’s has been given, in ad- 
dition, Tennessee, Alabama, 
Georgia and Florida. 





A.G.A. HOME SERVICE 
WORKSHOP IN CHICAGO 


At a comprehensive four-day 
Home Service Workshop spon- 
sored by the Home Service Com- 
mittee of the American Gas As- 
sociation, Jan. 21-24, in Chicago, 
new developments and practical 
working information on a broad 
scale will be brought to the na- 
tion’s gas utility home service 
personnel. More than 30 home 
service, equipment, food, educa- 
tion and sales authorities will be 
featured on the program. Head- 
quarters of the workshop will be 


at the Congress Hotel, but two 
of the sessions will be in the 
Home Service Auditorium of the 
Peoples Gas Light & Coke Co, 
Samples of home service litera. 
ture, photographs, programs of 
classes and other material will be 
on display. 

AMERICAN MFG. Co. 

OFFERS CALENDARS 


American Mfg. Co., Noble & 
West Sts., Brooklyn 22, N. Y., ig 
offering to the trade, 1948 calen. 
dars, without charge, showing the 
sloop-of-war WASP by C R. 


Patterson, marine artist. A his. 
tory of the vessels named WASP 
can be found under the calendar 
pad. 





|MANHATTAN SALES CO, 
| HAS LARGER OFFICES 


Manhattan Sales Co., formerly 
at 9 E. 4th St., New York City 
3, has moved to larger quarters 
at 24-26 Stagg St., Brooklyn. 
| David Kahane and Saul Schrei- 
| ber, principals of the firm, were 
formerly with Manhattan House- 
wares. This is the second expan- 
sion move made in the five years 
that the company has existed. 





BRIGGS ELECTED MEMBER 
| CONTROLLERS INSTITUTE 


Robert A. Briggs, assistant 
controller of the Gillette Safety 
Razor Co., Boston, Mass., has 
been elected to membership in 
the Controllers Institute of 
America. 

HUNGARIAN FIRM 
WANTS U. S. LINES 


The firm of Hajos & Szanto, 
Ltd., VI Bencszur-u. 13, P.O. Box 
317, Budapest 62, Hungary, writes 
that it is interested in receiving 
catalogs and information on all 
kinds of American household and 





kitchen utensils. 











Five of the seven founders 





of The Keystoners, consisting 
of 75 representatives of the leading manufacturers of tools in 
the United States, all covering Philadelphia and adjacent 
territory. Left to right are: M. I. Jackson, fifth president, 
Robert Brown, third president, Dave Moffatt, first president, 
Wm. Everline, second president, and M. G. Hayden, fourth 
president. 


HARDWARE AGE 








Geyer n 
line of 
too, for 
vating n 


FRI 


Eagle 
cost n 
more 

pensiv 
item t 


EAG 
Dept. 


—————— 





JANUAE 





Hotel, but two 
will be in the 
ditorium of the 
ht & Coke Co, 
> service litera. 
3, programs of 
material will be 


MFG. CO. 
.LENDARS 


Co., Noble & 
yn 22,N. Y., is 
ide, 1948 calen- 
rge, showing the 
SP by i R. 
» artist. A his. 
s named WASP 


ler the calendar 


SALES CO, 
R OFFICES 


es Co., formerly 
New York City 
larger quarters 
St., Brooklyn. 
nd Saul Schrei- 
| the firm, were 
inhattan House- 
e second expan- 
in the five years 
y has existed. 
TED MEMBER 
S INSTITUTE 
riggs, assistant 
Gillette Safety 
on, Mass., has 
membership in 
Institute of 


AN FIRM 
S. LINES 


[ajos & Szanto, 
-u. 13, P.O. Box 
Hungary, writes 
ed in receiving 
yrmation on all 
n household and 





ers, consisting 
ers of tools in 
and adjacent 
fth president, 
irst president, 
layden, fourth 


WARE AGE 











SPRING4 


PROFIT « 


\ FEATURE THE GEYER LINE 





\ You'll get extra volume and extra 
profits this spring by featuring 
the Geyer Line of quality gar- 
den cultivators. Easy sales 
to America’s thousands of 
home gardeners make satis- 
fied users with this line 
of popular-priced, sturdy- 
built cultivators. 
Geyer makes a full 
line of attachments 


too, for every culti- 
vating need. 


No. 630D 
2 Wheel Type 


FREE! Write today for new “Geyer-Gram” that explains why 

© you can get extra profits this spring with this line of 

quality cultivators. See our advertisement in Hardware Age. 
Directory page 784. 


GEYE 


ROCK FALLS e 


MFG. 
co. 


ILLINOIS 














Why Mechanics Who Know 


Choose EAGLE Hydraulic 
Pump Oilers 


Some of the outstanding features 
of these precision built hydraulic 
pump oilers are: 


* Seamless welded steel 
detachable spouts 


All pump parts renewable 
No soldered connections 
One piece reinforced handle 
Machined and ground brass 
plunger 
Ball valves 
Easy to operate 
Easy to clean 


Pumps any grade oil that 
flows 










Eagle Hydraulic Pump Oilers 
cost no more but mean so much 
more to the user in oiling ex- 
pensive equipment. A profitable 
item that is in demand. 


Order from your Jobber, or write 


EAGLE MANUFACTURING COMPANY 
Dept. HA148 Wellsburg, West Virginia 


a 
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CAMPBELL 
HI-LINK 
Farm Tractor 






Neither mud nor soft, slippery ground can hold back the 
tractor equipped with Campbell Hi-Link Farm Tractor Chains. 
Extra large, self-cleaning links and X-type cross chain con- 
struction assure continuous traction under the worst ground 
conditions. Hardened cross chains and electric welded side 


| chains mean extra long wear. 


This is only one item in the complete Campbell line of chain 


| for industrial, marine, farm, automotive use, which makes it 


| possible for you to supply all your customers’ chain needs. 





International Chain & Mfg. Company, York, Pennsylvania. 


CAMPBELL 


HAli- Link 


FARM TRACTOR CHAINS 
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THE SAN FRANCISCO POT & KETTLE CLUB recently 
presented a “Johnny Loughman Day” to honor that gentle- 


man for achieving a_ record 


H. Boker & Co., Inc., cutlery manufacturers. The inscription 
on the cake, prepared for the occasion, read, “Cutting up for 
60 years—and still going strong.” 
to be held in the new Green Room of the Western Merchan- 


dise Mart. 


of 60 years with one firm, 


The meeting was the first 





HOBBY SHOW TO BE IN 
CHICAGO, FEB. 21-28 


[The World Hobby Exposition 
is planning a hobby show to be 
held at the Coliseum in Chicago, 
Feb. 21-28. The show will have 
400 exhibitors who will have 
their products on display. The 
show is under the direction of 
Ted Black. 

GERMAN AGENT SEEKS 

UNITED STATES GOODS 


American lines 
tools, spare parts for machines and 
novelty lines are sought, for rep- 
resentation in that country, by 
A. Kramer, Deichstrasse 34, Ham- 
burg, Germany, a manufacturers’ 
agent. Deutche Bank Filiale 


Hamburg, Germany, is given as | 
| formerly 


| the 


a bank reference. 


WESTERN WINTER MARKET 
TO BE HELD FEB. 2-7 
AT MERCHANDISE MART 

The Western Winter Market 
will be held at the Western Mer- 


chandise Mart, San_ Francisco, 
Cal., Feb. 2-7, and will reflect 


the new style trends in all price 
brackets and all types of home 
goods. “Keeping Apace,” theme 
of the market is the keynote of 


the extensive showings. More 
than 2000 manufacturers of all | 


types of home goods will partici- 
pate. The Seven-Markets-In-One 
held simultaneously at the Mart 
include Western Furniture Mar- 
ket, Western Floor Covering 


254 





| Feb. 4-8. 


of hardware, | 





Opening, including — linoleum: 
Western Radio and Appliance 
Show, including gas, electric and 
oil appliances; the Western Gift 
& Housewares Show, lamps, pic- 
tures and mirrors; the Western 
Decorative Textile Show, and the 
Toy & Juvenile Goods Show, Feb. 
2-7. The Western Gift, Stationery, 
Jewelry, Toy and Housewares 
Shows at both the Mart and the 
Auditorium held 


Civic will be 


AGA APPOINTS POTTER 
PROMOTION DIRECTOR 


H. Vinton Potter has recently 
coordinator ‘of 
promotion of the American Gas 
Association, 420 Lexington Ave., 
New York City 17. Mr. Potter 
served as director of 
New Freedom 
Gas Kitchen program. 


been appointed 


association’s 


LEEDS & NORTHRUP 
ACQUIRE BUILDING 


Leeds & Northrup Co., Ger- 
mantown, Pa., has recently pur- 
chased a two story and basement 
building at 34 E, 
block from the main plant. 


Logan St., a 


NORGE PRESENTS NEW 
REFRIGERATOR LINE 
The Norge Division of Borg- 
Warner Corp., Detroit, recently 
presented to the trade a new and 
advanced line of household re- 


improvements, feature greater 
interior space without added 
floor space, according to M. G. 


tor of sales. 

Display of the products was 
made at the opening of the Mid- 
winter Furniture Market held at 
the American Furniture Mart, 
Chicago. Other new features of 
the line include installation of 
the automatic defrosting’ me- 
chanism in the refrigerator door 


and the addition of a new small- 
family or apartment-size six cu. 
ft. model. 


T. A. KENNALLY, V. P. 
ASSISTANT TO PRES. 
PHILCO CORP. 


In a further expansion of the 
executive organization of Philco 
Corp., Philadelphia, Pa., Thomas 
A. Kennally, former vice-presi- 
dent in charge of sales, has re- 
cently been appointed vice-presi- 
dent and assistant to the presi- 
dent of Philco to assist in the 
over-all direction of the com- 
pany’s activities. 

James H. Carmine, 
vice-president in charge of mer- 


former 


dent in charge of distribution. 
Mr. Kennally joined the com- 
pany in 1924. After serving as 
district representative in central 
New York for several years he 
was made manager of the east 
central division with headquar- 
ters in Cincinnati from 1927 to 
1930. In the latter year he was 


York office for Philco and con- 
tinued in that position until he 


manager in 1935, with headquar- 
ters in Philadelphia. In 1941 he 
named vice-president in 
charge of sales and he has been 
a member of the company’s 
board of directors since 1940. 
Mr. Carmine has 
nected with Philco in positions of 


was 


been con- 


increasing responsibility since 
1923 when he became district 


representative in Pittsburgh. He 
was later manager of the Syra- 
cuse office handling Philco dis- 
tribution in New York 
After acting as manager of the 


state. 


company’s east central division 
with headquarters in Buffalo and 
later in Cleveland, he went to 
Chicago as sales manager of the 
middle west in 1932. 


the home office of Philco in 
Philadelphia to become assistant 
general sales manager and in 
1941 he was made general sales 
manager. 

For the past five Mr. 
Carmine has been vice-president 
in charge of merchandising and 


years, 








frigerators which, among other 


a director of the Philco Corp. 


O’Harra, vice-president and direc- | 


at eye level, new interior styling, | 


chandising, was named vice-presi- | 


appointed manager of the New | 


was promoted to general sales | 


In 1939 he was transferred to | 








H. G. EVANS HEADS WIS, 


CHAMBER OF COMMERCE 


Howell G. Evans, vice-president 
in charge of sales, Hamilton Mfg. 
Co., Two Rivers, Wis., has been 
elected president of the Wiscon- 
sin State Chamber of Commerce, 


ROBINSON, HAPKE 
MOVES OFFICES 


Robinson, Hapke Co., import: 


ers and exporters, has recently 


moved its offices to 132 Nassau 
St., Room 511, New York City 


7, phone Barclay 7-735]. 








ASSOCIATE 
LOCKSMiTHe 


y \ 


m<C 





Agecxtated Qachseniths 
a 


Callfewmma 


MASTER LOCK OO 





A CERTIFICATE OF 
MERIT was recently award- 
ed to the Master Lock Co. 
Milwaukee 10, Wis., in recog: 
nition of the high quality of 
its products by the Associate 
Locksmiths of California at 
its recent convention in Long 
Beach, Cal. The Certificate 
was presented to B. A. Rich- 
ardson, shown, western repre 
sentative of the company. 
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Ask Your Jobber For This Quick-Selling 


COMBINATION SQUARE 


Can Be Used By Any Professional 
Or Home Mechanic 






12 inch steel rule (1/32, 
1/16,1/8,1/4,1/2)—with 
4" sliding square—Spirit 
Level for horizontal and 
vertical use. Detachable 
hardened scriber to 
mark lines. 
VERY FAST SELLER 

We believe this is the 
lowest priced combina- 


tion square on the j 
market @ j 
v 
f 
fe 
} m 
E 
E 
= | 
Fae 
| 7 j Model 100 
j 

















WATCH FOR ADDITIONAL TOOLS 
NEW NUMBERS APPEARING REGULARLY 
If your jobber can’t supply you, write 


TWIX MANUFACTURING CO., Inc. 


40-09 21st STREET, LONG ISLAND CITY 1,N. Y. 
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It’s PROFITABLE 
To Sell Quality Products 


Like PARKER joois 





For instance, you must 
double your volume of 
trade, which in turn, calls 
for additional overhead, 
additional sales expense, 
additional floor space. 
With a quality line like 
Parker’s, you eliminate dis- 
satisfied customers and an 
accumulation of complaints, too frequently the result 
of cheaper merchandise. 

Multiply the greater profits, the better satisfied 
customers from sales of Parker Small Hand Tools 
by a period of years. Quality pays immediately 
and in the long run too. 

There'll be some new products in the quality 
line of Parker Small Hand Tools soon. Watch 
for them. 








PARKER -—e ernie oe. 


WORCESTER 1, MASS., VU. S. 




















fectiveness of 
Copy which gets 70 points or better 
has proved to be satisfactory. Sam- 
ple checking of your advertisements 
against this table occasionally is sug- 
gested. 


e; 


. Is the 


10. 


i 


12. 


13. 


14. 


15. 


16. 


Rau and Walter 


HIS advertising check list was 
worked out for appraising the ef- 


retail 


advertising. 


Rating 


Does the headline contain 
news value? 


er ee 


. Is there a promise to the 


reader’s self-interest? .. 


. Is there an appeal for di- 


rect action? 


advertisement of 
proper size for the impor- 
tance of the offer and for its 
most favorable  presenta- 
tion? 


. Is the advertiser’s signature 


clearly displayed? ...... 


. Is the merchandise or ser- 


vice mentioned in the head- 
line? 


ee) 


. Does the illustration show 


the merchandise or service 
in use? 


re 


. Does the illustration invite 


the reader to project him- 
self into it pleasantly, profit- 
ably, or favorably?........ 
Does the lay-out locate ele- 
ments logically and _ eye- 
| eee ee eerrer 
Is the lay-out exciting or at- 
tention compelling? ...... 
Does the copy tell what is 
new, different, or better 
about the merchandise or 
service, especially from the 
GIFTS ENGINE? ooo siccecsccse 
Does the copy inspire enthu- 
siasm for the merchandise 
PR) Se ne ROPES 
Does the copy have a defi- 
nite ring of truth and sin- 
2 aD re ne a 
Does the copy tell the mer- 
chandise or service is priced 


Does the copy tell that the 


product is guaranteed, last- 
ing, and gives good service? 


216, Federal 


256 


10 


3 


(Condensed from “Appendix F—An 
Advertising Check List,” by Roscoe R. 
F. Shaw, Selling 
Home Furnishings, Vocational Division 
Bulletin No. 
Agency, 


Security 
U. S. Office of Education, 
Washington, D. C.) 


17. 


18. 


19. 


20. 


21. 


22. 


Does the copy develop and 
appeal to price?.......... 


Does the copy or illustration 
imply the merchandise in- 


Does the copy tell why the 
merchandise is so priced?.. 


Does the copy tell of the 
seasonal appeal of the mer- 
eee 


Does the copy describe the 
merchandise or service with 
reasonable completeness?. . 


Does the copy indicate a 
personal loss for not buying 
or using the product?..... 


. Are all negative thoughts 


connected with the product 
eliminated from the copy?. 


. Does the copy indicate en- 


How Effective Is Your Advertising ? 


25. 
26. 


Zi. 
28. 


29. 


thusiasm of users, such as 
testimonials? 


Does the copy bring out su- 
periorities of the merchan- 
dise or service over competi 
tive products? 


Is the urge to action repeat- 
ed three times—in the head- 
ing, in first paragraph, and 
re ne ee 
Is the price displayed so it 
will command sufficient at- 
tention? 


ee ee 


Is there a free deal, free 
offer, free trial, or some- 
thing free included?...... 


Have all details to facilitate 
action been included? 
(Phone number, _ order 
blank, store hours, mention 
of air conditioning, parking, 
etc. ) 











of 


we have an exp 
higher level. From a sampling 
it seems that the degree of inflation last year was no greater—if as great 
1920. According to Federal Reserve figures based on 1935-39 average, after 
War |, wholesale commodity prices rose to a leve 
sale prices other than food prices to 220 per cent. 
per cent and 170, respectively. In 1920 the money supp 
billion dollars. Late in 1947 it was 4!/2 times greater. 
($28.7 billion) was seven times greater than in 1920 and eight times greater th 
1929 peak. If prices level off soon, our money supply seems adequate to take care 


Average Changes in Disposable Personal Income 


In the United States During Two 
Post World War Periods 


YRARS 


This chart comparing prices, during 1947, the second year following cessation of 
hostilities in World War II with 1920, the second year after cessation of World War | 
hostilities, shows that in 1920 the break in prices was in full swing. Shown is a com- 
parison of prices in the period from 1913 to 1921 and from 1939 to 1948, with respect 
to disposable or net personal income received by individuals. The average rate © 
income change during the two periods was the same, as shown by the two parallel 
lines. Another interesting fact is that we started in 1939 with a net personal income 
70 billion dollars, which was approximately the peak in 1920. Consequently today 
d 


d 





inflation to date. 


y or, in other words, an economy operating at a much 
of some food prices and those of cotton and petroleum 
—as in 
World 
| of about 210 per cent and whole- 
Peaks, late last year, were 195 
ly of this country totaled 23.7 


Currency in circulation then 
an the 


of 


HARDWARE AGE 





















































Zo 


Add 
prove 
Gas 
and \ 
gas t¢ 


Order 
whole 


JANUAR‘ 





peti 
peat- 


1ead- 
and 


wn 


so it 
t at- 


free 
ome- 





19 


essation of 
orld War | 
is a com- 
ith respect 
ge rate of 
vo parallel 
nal income 
ntly today 
at a much 
petroleum 
eat—as in 
fter World 
und whole- 
were 195 
staled 23.7 
ation then 
yr than the 
ke core of 


RE AGE 








’ “GASPRUF” 


GAS TUBING 





SEALED tight by rubber thread 
FLEXIBLE core of galvanized steel 
GASPROOF rubber insulation 
GLAZED cotton braiding 
CROSS-SWEDGED brass ferrule 
RUBBER END — corrugation inside 


eowahawn — 


Add to superior construction, the unqualified ap- 
proval of Atlantic's testing board, the American 
Gas Assn. and the N. Y. Department of Health 
and you come up with greater, more profitable 
gas tubing sales. 


Order “GASPRUF" from your 
wholesaler TODAY! 
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© GARDEN HOSE 
© PLASTIC TOILET SEATS 
© MECHANICAL RUBBER GOODS 





Since 1920, manufacturers of popular 
priced QUALITY - MADE locks and key 
blanks, TAYLOR distributes exclusively 
through your hardware wholesaler and 
locksmith supply house. Send for com- 
plete illustrated folder today. 


PHILADELPHIA 32, PENNSYLVANIA 


$1aS 1DO1 XO (Av 









SAINV1d Ady 


TAYLOR LOCK CO. 














January 15, 1948 








ADVANCES 
Some glaziers’ supply items. Some carpenters’ pincers. Axe, tool handles. 


DECLINES 


One line pre-sealer material. One line materials handling equipment. Some 
electrical appliances, component perts, television, radio items. Some electric 


clocks. 


PRICES REAFFIRMED 
One line of linoleum, asphalt tile and felt base floor coverings. 








Electrical appliances, parts 
—Announcement was recently made by 
Charles E. Wilson, president, The Gen- 
eral Electric Co., of price reductions 
on specific items running to as much 
as $20 on a single range and refrig- 
erator model and averaging five per 
cent on all affected G. E. appliance 
lines. Included wese some models of 
refrigerators, radio, television,  self- 
contained air conditioners, ranges, 
vacuum cleaners, etc., and components 
including fractional horsepower motors, 
ballasts for fluorescent lamps, switches, 
etc., sold as component parts to other ap- 
pliance makers or as replacement parts. 
s * * 

Glaziers’ supplies—Prices have 
advanced about 10 per cent on one 
make of glazing guns and glaziers’ 
points. 

* * * 

Handles—-Some lines of axe 
and tool handles were advanced the 
beginning of the month about 10 per 


cent. 
* > o 


Scythe snaths—Last month an 
advance of about 12% per cent was 
announced by a leading maker of 


scythe snaths, 
- a os 


Carpenters’ pincers — Some 
numbers of one line of carpenters’ 
pincers were advanced about 10 per 
cent. 

* * * 

Materials handling equip- 
ment—Morse Metal Products Co., Inc., 
New York City, has announced that as 
of Jan. 1, it has reduced prices on hand 
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trucks, dollies, wheels, casters, skids 
and lift jacks. 
o o 7 
Pre-sealer — Price reductions 
averaging approximately six per cent 
have been announced on Firzite, a prod- 
uct used to pre-seal wooden surfaces, 





United States Plywood Corp., New York 
City, has announced. All grades are 
affected. 
* : os 
Hard surface floor coverings 
~Armstrong Cork Co., Lancaster, Pa., 
floor division, has announced that base 
mill prices of its linoleum, asphalt tile 
and felt-base floor coverings will re- 
main unchanged. C. N. Painter, vice 
president and general manager of the 
division, said that “although our costs 
of manufacturing continue to mount, we 
are delighted that manufacturing and 
distribution economies have enabled us 
to absorb these increased costs and so 
avoid a general advance at this time.” 
* * - 


Electric clocks—Prices on spe- 
cific models of Telechron clocks were 








Wholesale Hardware Sales° 
By Geographic Divisions, for November, 1947 








| SALES REPORTED 


Percent Change | 


| SALES YEAR-TO-DATE b 





GEOGRAPHIC | November 1947 Amount (Add 000) 
DIVISION vs. | Percent 
Number : | Change | Eleven | Eleven 
of | from | Months | Months 
‘| Firms Nov. Oct. Nov. Nov. Oct. | 11 mos.| 1947 | 1948 
| c | 1946 1947 1947 1946 1947 | 1946 |(Add 000) (Add 000) 
| | | | | 
U.S. TOTAL | 260 | +9 —13 | $61,333 | $56,264 | $70,513 | +23 | $724,786 | $587,404 
New England. a 4 | +2; 11 1,082 1,057 1,219; +17 17,151 | 14,677 
Middle Atlantic......| 67 | -—2 | —14 10,154 | 10,413| 11,788; +1 115,605 | 96,864 
East North Central. . 41 | +14 —19 10,972 ,609 | 13,512; +26 | 128,492/ 101,593 
West North Central. . 31 +2 —15 388 | 12,092; 14,559) +24 137,700 | 111,066 
South Atlantic... 28 +16 | —13 039; 3,479; 4,665; +29 66,853 | 43,966 
East South Central...., 18 +25 | -7 4,567| 3,658/ 4,923; +28 43,112 | 33,587 
West South Central. . 23 +16 | ~7 6,396 | 5,497) 6,848) +26 87,987 | 69,878 
Mountain. .... 13 +14 —16 2,380} 2,090; 2,832) +29 24,518 | 19,042 
Pacific...... 25 +12 —8 9,355 | 8,369) 10,167; +17 | 113,368 | 96,761 


Bureau of the Census 








Current Wholesale Trade 


a Includes 16 reports recelved too late to be incorporated in Census Bureay published releases. 


b Includes reports recelved too late for inclusion in previous monthly totals. 
c Number does not apply in all cases to the year-to-date figures. 


States Comprising Regions: 





New England—(Conn., Maine, Mass., N. H., R. I., Vt.) 


Middle Atlantic—(N. J., N. Y., Pa.) 


East North Central—(Iil., Ind., Mich., Ohio, Wis.) 

West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., S. D.) 
South Atlantic—(Del., D. C., Fla., Ga., Md., N. C., S. C., Va., W. Va.) 
East South Central—(Ala., Ky., Miss., Tenn.) 

West South Central—(Ark., La., Okla., Texas) 

Mountain—(Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, Wyo.) 


Pacific—(Calif., Ore., Wash.) 
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Prepare Now 
for 


NATIONAL 
Selly 


Feb. 21-28 
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Hot Forged 


SCISSORS and SHEARS 


For the Trade that Demands the Best 


* 







You can stimulate sales by actively tying in 
with this popular campaign sponsored by 
the National Needlecraft Bureau Inc. by 
featuring Acme Scissors and Shears. The 
Acme Shear Co. is your only Scissors and 
Shears manufacturer sponsoring and promot- 
ing National Sew and Save Week. 


EVERSHARP 
KLEENCUT 


SCISSORS & SHEARS 


A Peak Value in a 
Wide Price Range 










[he great interest ‘in home sewing created 
by this promotion makes your customers 
responsive to suggestions for the best in 
sewing equipment. 









Acme Hot Forged Scissors and Shears are 
built to provide the finest cutting instru- 
ments it is possible to make. While the 
demand for Acme Shears far exceeds the 
supply, we are glad to report improved de- 
liveries on all items. 


Soup Que 
















Your trade is always receptive to 
quality at popylar prices and Acme 
Eversharp and Kleencut Scissors and 
Shears offer the best values obtainable 
in a wide range of types and prices. 












National advertising now appear- 
ing in the foremost women’s service 








ENJOY THE publications is telling your buyers 
BENEFITS OF THIS the Acme story in a way that wil! 

establish Eversharp and Kleencut as 
BIG PROMOTION the outstanding values today in Scis 
Send today to National sors and Shears. 


Needlecraft Bureau Inc., 385 

Fifth Avenue, New York, for 

your Sew and Save poster ” 

and newspaper mats—enter World's Largest Manufacturer 
their window display contest. + v1 

Generous cash awards. of Scissors and Shears 





the A CME SHEAR CO. 


3 BRIDGEPORT 1, CONNECTICUT 
FEBRUARY 21-28 
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ASURE 


MONEY- 
MAKER! 





THREADING MACHINE 


Speedy before .. . now speedier 
than ever with the new “SPIN- 
FAST" Wrenchless Chuck. A 
quick spin of the easy-grip wheel, 
chucks and unchucks instantly for 
any size pipe within range of 
machine. 

With the "PIPE MASTER", you 
can thread pipe from two to five 
times faster than the muscle- 
straining hand method. Thread, 
cut, ream pipe and bolts the EASY 
way ... the "PIPE MASTER" way! 


Standard range: '/," to 2" pipe. 
Extra range |/." pipe. Range with 
auxiliary drive shaft: 2!/." to 6" 
pipe. Bolt range: 1/4," to I!/2". 















Nipples as short as 3!/." in the 2" size 
can be threaded on both ends (as illus- 
trated) without using a nipple chuck! 
(Other sizes in proportion). Pipe or 
studs as short as 2!/2" can be held and 
threaded on one end. 


Ask for Catalog No. 24-A 





i 


aaa 





THE OSTER MFG. COMPANY 
2028 E. 61st St. e Cleveland 3, Ohio @ U.S.A, 


























Wholesale Hardware Inventories 
By Geographic Divisions, for November, 1947 

















END-OF-MONTH INVENTORIES (Cost) STOCK-SALES-RATIOS b 

GEOGRAPHIC Pte 1947 Amount (Add 000 

DIVISION ™ vs. " ’ 
ape 
Firms Nov. Oct. Nov. Nov. Oct. Nov. Nov. Oct. 
1948 1947 1947 1946 1947 1947 1948 1947 
o- 

U. S..TOTAL..... 177 +37 +2 | $84,528 | $61,477 | $82,960 | 183 146 14 
New’England......... 8 +25 +2 2,362} 1,887) 2,312) 295 282 263 
Middle Atlantic. ..... 40 +45 +6 10,008 | 6,891 9,440; 176 128 1 
East North Central +% +1 16,709 | 12,425) 16,539; 164 141 132 
West North Central 24 +41 +2 20,345 | 14,434| 19,979; 172 1 

th eS +4 5,666 | 3,340) 5,455/ 160 113 132 
East South Central. 7 +24 +8 2,641 2,130; 2,446| 148 118 
West South Central 18 +1 9,647 6,960 9,563 | 214 181 1 
Mountain............ +49 0 1,521 1,024 1,528) 172 128 150 
eS 16 0 12,386 | 15,698 225 196 208 
































Bureau of the Census 


Current Wholesale Trade 


a Includes 13 reports received too late to be incorporated in Census Bureau published releases. 
b Stock-sales ratios are obtained by dividing the stocks by the sales for an identical group of firme. 








reduced Jan. 1 by Telechron, Inc., Ash- 
land, Mass., reductions averaging ap- 
proximately five per cent. Telechron’s 
priced kitchen clock is now 
$4.50, instead of the former suggested 
price of $4.95. Similarly the company’s 
lowest priced electric alarm suggested 
retail selling price was reduced from 
$4.95 to $4.50. 


lowest 


Fishing tackle—Greater leis- 
ure available to many and the fact that 
many ex-servicemen, who never fished 
before are now going in for the sport. 
During the war the government had 
thousands of “Emergency Fishing Kits” 
dispersed throughout the world, includ- 
ing some on every plane, ship and life 


raft, and not all of them were used 
strictly for “emergencies.” Each of 
these factors is said to account for the 
fact that rods, reels and other fishing 
equipment are now being sold at a 
$50,000,000 annual rate at the retail 
level, the equivalent of perhaps $25,- 
000,000 at the manufacturers’ level. 
This is an estimated 30 per cent above 
prewar sales. Jack Holmes, secretary 
of the Associated Fishing Tackle Manu- 
facturers, believes the current 
volume should continue approximately 
the same for several years. Even de- 
pressions contribute to, rather than dis- 
courage, more fishing. Mr. Holmes 
estimated that some 12,000,000 fishing 
licenses were issued last season, but 
that the total number of fishermen 


sales 








Wholesale Hardware Collections 


on Accounts Receivable® 


By Geographic Divisions, for November, 1947 















































ACCOUNTS RECEIVABLE Collection Percentages b 
Percent ome 
GEOGRAPHIC November 1947 Amount (Add 000) 
DIVISION vs. 
ad 
Firms Nov. Oct. Nov. Nov. Oct. Nov. Nov. Oct. 
1948 1947 1947 1946 1947 1947 19468 1947 
U.S. TOTAL..... 237 +20 +6 | $62,487 | $52,193 | $59,055 | 94 100 96 
New England......... 13 +31 +2 1,327} 1,010} 1,307; 76 94 81 
Middle ae 59 +18 +9 11,090 | 9,389) 10,144) 87 91 cd 
North Central. . . 39 +24 +12 12,784 | 10,321/ 11,390; 90 c) 93 
West North Central. . 31 +21 +4 13,098 | 10,807| 12,566) 101 114 104 
Atlantic........ 27 +28 +2 4,415 4,328; 98 102 100 
East South Central 14 +37 +4 3,216 2,347 3,101 91 99 93 
West South Central 21 +25 +65 5,177| 4,157| 4,908) 104 116 107 
Mountain............ 9 +12 +1 1,108 991| 1,097; 104 87 96 
EE TS 24 +6 +1 10,272 | 9,725| 10,214; 92 91 88 
Bureau of the Census Current Wholesale Trade 


a Includes 16 reports received too late to be incorporated in Census Bureau published releases. 
ee percentages are obtained by dividing the collections by the accounts receivable for an identical 
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probably: ran to 18,000,000 because no 
licenses are required for angling in 
coast waters or Great Lakes. This would 
compare with a prewar peak of about 
8,000,000 licenses issued and some 
12,000,000 anglers all told. Today’s 
biggest problem of both manufacturer 
and fisherman, according to Mr. 
Holmes, is that many lakes and streams 
are being “fished out.” The Association 
is active in promoting legislation and 
in working with other groups towards 
the conservation of this type of wild- 
life. For example, by calling for a 
nationally uniform pollution control. 
o . ” 


Oil burners — Factory ship- 
ments of oil burners in October totaled 
128,448 units, according to the Bureau 
of the Ceusus, Department of Com- 
merce. These shipments represented 
an all-time peak, exceeding slightly the 
previous peak of 127,961 units estab- 
lished in September. Shipments in 
October, 1947, were almost twice the 
number shipped in Oct., 1946. Of the 
total number of oil burners shipped in 
Oct., 1947, the residential type ac- 
counted for 123,974 units or 97 per 
cent, the remainder being commercial 
and industrial types. 

- 7 . 


Electrical manufacturing — 
The electrical manufacturing industry, 
on an all out basis to fill an all-time 
record demand for electrical equipment 
and appliances, pushed production in 
1947 to highest peacetime levels. The 
total was 50 per cent over 1946, passed 
the prewar peak year of 1941 by 40 per 
cent and eclipsed 1940 by 150 per cent 
—while the comparable index for all 
manufacturing moved up 10 per cent 
compared with 1946, according to a 
year end statement by W. J. Donald, 
managing director, National Electrical 
Manufacturing Association, based on 
statistics collected on more than 100 
product categories. Every segment of 
the far-flung industry made impressive 
gains, led by the electric appliance 
divisions. These rolled up a volume 
more than double that of 194] and a 
full 100 per cent over 1946. All indica- 
tions, says Mr. Donald, point to a fur- 
ther industry-wide production upswing 
of five to 10 per cent in 1948—with the 
estimate for electric appliances set at 25 


per cent. 
e¢ 6 


Electric cookery — Total pro- 
duction of electric ranges, last year was 
expected to exceed the 1,000,000 mark 
for the first time in history, Gerald 
Hulett, vice-president and sales mana- 
ger, Electromaster, Inc., Chicago, III., 
recently stated. Mr. Hulett pointed out 
that even in 1941, output reached but 
728,000 units. 
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creates demand 4 
, tncreases profits 


\ HEINEKE’S 16 in. EXCELLO...A superior mower 


, a \ Performance for the customer 


Profits for the dealer 


\EXCELLO 


HAND MOWER — 


For efficient, dependable 
service you can’t beat an 
ExXxcELLo. Designed and con- 
structed by lawn mower 
craftsmen to meet the most 
exacting demands. Sturdy, 
lifetime construction... At- 
tractive red and cream trim. 
EXxcELLo... backed by over 
45 years experience. 


HEINEKE & CO. 


SINCE 1902 
SPRINGFIELD, ILLINOIS 





@ Unbreakable fabricated 
steel construction. 

@ Five high speed crucible 
blades mounted on four 
spider bali bearing reel. 

@ One piece steel cutter 
bar with crucible blade 
knife. 

@ Semi-pneumatic rubber 
tires. 

@ One piece tubular steel 
handle with rubber 
grips. 























SELL THE FINEST! SELL ALL- ALUMINUM 

wna as AIR-SKIFF 

Hundreds of sportsmen, yachtsmen, small boat 
enthusiasts have bought Douglas Air Skiffs. 

Two choices now available: Air Skiff-14 and 

improved Air Skiff-10. Both boats are aircraft- 


built from strong aluminum alloy; yet they are 
so light they can be carried anywhere. Use with 








AIR SKIFF-14 
14 ft. long; 56 in. wide; 20 
in. deep; weighs 156 Ibs.; 
takes 5-16 h. p. outboard. 





oars or outboard. AIR SKIFF-10 
Douglas Air Skiffs are easy to clean and ps. long; 48 in. “ite, 7 
: : ’ in, deep; weigns 3.5 

maintain — can’t rust, rot, absorb water or dry takes 3-5 h. p. outboard. 





out. Now available in natural aluminum 
and five popular colors. 

Douglas Air Skiffs are nationally ad- a ~ 
vertised in yachting and boating mag- — ~ 
azines. Excellent dealer service, sales 


aids and free newspaper mats. Write 
today for information. dir. One v4 
DOUGLAS AIRCRAFT COMPANY, INC. 


Dept. D-2, Sante Monica, Callf. 
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HOW BURGESS 
BUILDS BATTERY 
SALES FOR YOU! 








ountry 
ontiemat 








Famous National Magazines 
Sell BURGESS to 
40 MILLION BATTERY 
BUYERS! 





BURGESS 


BATTERY COMPANY 
FREEPORT, ILLINOIS 
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| peak,” he said. 





Sales of Hardware Wholesalers 







































- Millions 
oe a 
Sub -fotal for first 11 months 

1726 Million 
1s 
5 
Fy ,< . 
T | Total for year Is 
| | $1574 million 
1 —_}—— (25 
| 
wool oe a 
re ee is 
| es 
| * 
"ha a4 | | Nom ems -s 
+ —_——_}— +—______—__ 15 
| | Total /for year] 
; i | $9t7million 
Ps | wooprereeece r ae | 
—= ce |. ae ae Ps ee Se, ee 
or 1939 ” 7 F | | Total ifor year 
n | $592\million 
- a a ee } - — 
| “ 
| | 
| | 
S oe 2 > a oe oo soe | 
Mar. Apr May June July Aug Sept. Oct. Nov Dec 





Source: Office of Business Economics; U. S. Department of Commerce. 








G. E. radio production — 
With the establishment of General 
Electric radio receiver headquarters at 
Electronics Park, Syracuse, N. Y., ad- 
ded to production facilities in opera- 
tion elsewhere, the company will pro- 
duce more radios in 1948 than during 
any year in its history, I. J. Kaar, man- 
ager of the Receiver Division, has 
announced. “At the present time we 
are setting new production records each 
week and we have not yet reached our 
“We have seven lines 
in operation in the receiver building at 
Electronics Park. By early 1948 this 
productivity will be doubled.” Radio 


sets continue to be made at another 
plant in Syracuse, and at plants in 


Bridgeport, Conn., and at Utica, N. Y. 
= 


* * 


High demand and sales — 
Continued high levels of demand and 
further gains in sales during the first 
half of 1948 are looked for by the great 
majority of business executives sur- 
veyed by the National Industrial Con- 
ference Board on the business outlook. 
Most of these estimated increases in 
dollar sales are attributed to higher 
prices, and much smaller changes are 
forecast in the physical volume of ship- 
ments or production. In a number of 








Estima 


ted Sales 


Of Wholesale Hardware Distributors* 
-Monthly 1939, 1941, 1946 and 1947 


(Expressed in 





millions of dollars) 




















Month 1947 1946 1941 ~—s«21939 
January $138 $100 $56 $39 
February 142 104 55 37 
March 164 116 64 48 
April 170 = 76 47 
May 160 129 80 52 
June 148 126 80 51 
July 146 130 82 45 
August 148 139 84 50 
September 162 139 89 60 
October 186 170 92 60 
November 162 152 79 54 
Total First Eleven Months $1726 $1431 $837 $543 
December 143 80 49 
Grand Total for Year $1574 $917 $592 





* Estimated by the Office of Business Economics, U. S$. Department of Commerce. 
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industries no gains in output are re- 
ported “possible, since nearly all avail- 
able capacity has been fully utilized for 
some time.” In some others, raw ma- 
terial shortages (especially steel) and 
less frequently labor shortages prevent 
increased activity. In another smaller 
segment of industry, the demand situa- 
tion is not expected to warrant in- 
creased output. For all industries com- 
bined, however, demand prospects are 
“favorable.” Some further increases in 
plant capacity will occur during the 
next six months as programs instituted 
after the end of hostilities are com- 
pleted. Very little new building is 
scheduled to begin in 1948. Many com- 
panies are, however, continuing to 
modernize and retool their plants in an 
effort to reduce production costs. Con- 
siderable diversity of opinion is ex- 
pressed as to the course of general 
business activity during 1948. Gen- 
erally, however, no recession is foreseen 
in the first half of the year, and many 
businessmen expect continued high 
levels for the entire year. 


* - * 


Construction—Investment com- 
mitments for construction in the 37 
states east of the Rocky Mountains last 
month increased 42 per cent over the 
total reported for November of last year 
to bring the cumulative volume for the 
first 11 months of 1947 to a point 
slightly higher than that reported for the 
corresponding period of 1946. In an 
analysis of construction trends, F.-W. 
Dodge Corp., a fact-finding agency for 
industry, reported that the sharp No- 
vember upswing was sufficient to offset 
the building recession of the second 
quarter of 1947, with a clear indication 
that the year 1947 would exceed 1946 
in total volume. Construction con- 
tracts reported in the eastern states 
totaled $715,108,000 in November. The 
cumulative total for the first 11 months 
of 1947 was $7,134,505,000 against $7,- 
032,444,000 reported for the correspond- 
ing period of last year. The November 
gains in the eastern states were most 
pronounced in nonresidential building, 
with contract commitments reported up 
51 per cent over November last year. 
Heavy engineering construction ad- 
vanced 49 per cent and _ residential 
building showed a gain of 31 per cent, 
the Dodge corporation reported. 


* 7 . 


Manufacturing—The net in- 
come after taxes of all United States 
manufacturing corporations amounted 
to $2.5 billion during the second quar- 
ter of 1947, according to the quarterly 
report made public jointly by the Se- 
curities & Exchange Commission and 
the Federal Trade Commission. This 
compares with the $2.7 billion of profits 
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A NEW YEAR... A NEW DEMAND 


The demand for heavy and shelf hardware is 
ever increasing, and it is only natural that 
buyers everywhere should look to one source 
for their supply of turnbuckles, shackles, 
hooks, bolts and other forged or cast items. 
For over a century the proven source for 
“Dependable” industrial fittings has been 
Wilcox-Crittenden, where prompt shipments 
are always available from finished stock. 
Make sure your have our catalog for ready 
reference. 


WILCOX, CRITTENDEN 
& Co.. INC. 


77 South Main Street 
Middletown, Conn. 






































Sanat 35¢ tr 


costs $2.50 5¢" 


Now you can get extra profits with SYNTHE- WOOD 
MENDER, the new repair material that handles like 
putty and hardens into wood. Synthe-Wood is backed 
by the experience and reputation of AMBROID, the 
Universal Liquid Cement, quality leader for 37 years. 
Attractive display carton speeds quick turnover. Ask 
your regular jobber, or write to us for sample. 










Est. 1910 


AMBROID '@) 301 Franklin Street 
° Boston 10, Mass. 
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FOR MECHANICS, PLUMBERS, 
ELECTRICIANS, EVERYONE! 





CRapaater 

99 Saw Frame—all steel, one piece frame 
with quick blade change feature for 3, 
414, 6, 10, 12” blades. Ideal for Electri- 
cians, Mechanics, etc. Cuts 3%,” deep. 


" CUTS AROUND CORNERS” 

(7 ] With 3 or 42 blades, obstruc- 

} tions and projections are easily 

4 spanned. For easy sawing in 

] | “| places impossible to reach with 
i bal | sow frames. 














5B Tool Kit—good 
universal _ seller. 
Two K-D Pliers 
plus 3-in-1 screw- 
driver packed in 
pocket size kit. 
Alloy steel pliers, 
brass screw driv- 
er, all correctly 
tempered, Not a 
toy. Handy for 
everyone! 








10K Pliers Kit—alloy steel pliers, right for 
small jobs in tight places. Accurately 
forged, tempered to correct hardness, 4 
types milled jaws as shown, handles 
knurled. Packed in pocket size roll, 
Handy for Craftsmen, Modelmakers, 
Electricians, Mechanics, Home Owners, 





20 Ratchet Wrench Set—tough alloy steel 
wrenches in 4 popular sizes. No heads 
to change, reversible ratchet, Close teeth 
permit short stroke. Box socket construc- 
tion holds screw or nut for starting in 
close places. Sizes 3” to 414” long. 


Write for a description of the K-D Line 





ee 
K-D TOOLS 


Lancaster, Pennsylvania 





K-D MFG. CO. 














after taxes during the first quarter. This transmitter. And in his right rests a 


decline reflected higher costs and ex- four-tube radio receiver. Government 
penses which more than offset higher research men, co-operating closely with 
sales. According to the report, total industry, say it has been proven pos- 
sales of all manufacturing corporations sible to whittle the size of electrical 
for the second quarter were estimated sets so much a person can carry a hear- 
at $36.9 billion contrasted with $35.4 ing aid or a radio or even a telephone 
billion the preceding quarter. Net in his vest pocket. Even a wrist watch 
profits before taxes amounted to $4.1 radio has blossomed into actuality, 
billion compared with $4.4 billion dur- rather than as a figment as at first 
ing the first quarter, while Federal in- heralded to the world in the Dick Tracy 
come taxes were estimated at $1.6 bil- comic strip. Industry and the Bureau 
lion for the second quarter. Approxi- of Standards have developed batteries 
mately $800 million was paid out in no bigger than match boxes, and 
dividends, slightly more than in the vacuum tubes an inch long and an 
prior quarter. Total assets of all eighth of an inch in diameter. One 
manufacturing companies amounted to experimental tube is scarcely thicker 
$91.9 billion at the end of June, 1947, than a common pin. Improvements, 
while stockholders’ equity was estimated too, have been made in such other 
at $64.5 billion, an increase of $1.7 parts as resistors and condensers. 
billion over the first quarter. Of total Plug-in sub-assemblies made with 
assets, about $25.2 billion was in the printed circuits, and as easily replaced 
form of inventories, an increase of $500 as a radio tube, promise advantages 
million, while $29.9 billion represented where repairmen are lacking. 

net property plant and equipment. The * 6 * 


net working capital of all manufactur- 


. : : Huge television future — A 
ing corporations amounted to $36 bil- 


prediction that the television industry 


lion at the end of June. will provide a $5,000,000,000 market in 
aii the next few years was made recently 
“Vest-pocket” electronics — by L. E. Gubb, chairman of Philco 
,Another legacy from war-time research, Corp. Mr. Gubb estimated that much 
America seems to be standing on the would be spent in building and equip- 
threshold of another new electronics ping television stations and in the pur- 
era, miniaturization. At the National chase of television receivers. He said 
Bureau of Standards in Washington, Dr. production of television receivers should 
Cledo Brunetti strikingly demonstrates total 175,000 by the end of this year, 
these possibilities. In the palm of his and estimated that retail sales in 1948 
left hand he holds a complete radio would be three times that number, for 








INDEPENDENT RETAIL HARDWARE STORE SALES 
TRENDS IN 18 CITIES IN THE UNITED STATES 





November, 1947, Comparisons 





Percent Change 








/ Nov., ’47 11 Mos., 47 Nov., 47 

Cities compared with compared with compared with 
Nov., °46 11 Mos.,’46 Oct., 47 
California—Los Angeles a + 4 +13 + 5 
Oakland ANSON caw +59 — 4 + 2 
re —9 + 4 +5 
Colorado—Denver ................. +13 +10 -7 
D. C.—Washington ................ +87 +71 —13 
Dlinois—Chicago .................. —1 +10 —9 
Indiana—Indianapolis ............. +38 +29 —19 
Kentucky—Louisville .............. +9 +16 +5 
Michigan—Detroit ................ +27 +13 —1 
Missouri--St. Louis ............... —7 +1 +1 
New York—Buffalo ............... + 3 0 —? 
_ = | eS eee +7 +17 —2 
Ohio—Cleveland .................. —5 +10 —9 
| ee ee ree +11 +27 +1 
Oregon—Portland ................. —7 + 8 a 
Pennsylvania—Philadelphia ...... , — 6 + 6 —20 
a Eee +11 —1 —4 
Wisconsin—Milwaukee ............ +34 +44 —]2 





Compiled by Bureau of the Census, U. S. Department of Commerce. 

Editor’s Note: Monthly Retail Trade Reports of the Bureau of the Census are 
now limited to cities and other local areas, because appropriations available for 
the next fiscal year are not sufficient to develop and maintain valid data on ® 
state-by-state basis. 
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a retail value of at least $200,000,000. 
Total sales of Philco Corp. for 1947 
should total more than $215,000,000, 
said John Ballantyne, president. This 
volume would be nearly three times 
1941 volume and would compare with 
$121,596,622 in 1946. Radio and re- 
frigeration production now is breaking 
all preceding records, in addition to 
television becoming an important source 
of income. Plans for 1948 call for a 
large production increase in radios, re- 
frigerators, freezers, and television sets. 


* +. * 


Other makers confirm—Other 
leading manufacturers also confirm that, 
judging by the rush for radio and tele- 
vision sets so far, this past Christmas 
season may turn out to be the peak in 
the history of the industry. Manufac- 
turers say that, although production is 
higher this year than last, sales have 
been booming along at such a rate that 
many dealers have practically no inven- 
tory. The Radio Corporation of 
America estimated that pre-Christmas 
business was up to twice what it was 
at that time in 1946. Leading dealers 
reported inventories next to nothing, 
and most of them had only a small line 
of samples left on their shelves. RCA is 
now allocating all radio and television 
models throughout the country, and will 
continue this practice at least through 
the first quarter of this year. Total 
radio and television production for last 
year is expected to hit a record-break- 
ing 18,000,000 sets, according to the 
Radio Manufacturers’ Association. Out- 
put in the largest prewar year saw some 
13,000,000 sets turned out. 


ss ¢ 8 


Steel boilers — Shipments of 
steel boilers for the first nine months of 
1947 are greater than for the total six 
year period, 1931 to 1936, inclusive, it 
was reported by R. A. Locke, presidem 
of the Steel Boiler Institute, at the re- 
cent annual meeting in Atlantic City. 
Mr. Locke also reported that the num- 
ber of steel boilers shipped during the 
first three quarters of 1947 is twice the 
number shipped during the correspond- 
ing period in 1946. Mr. Locke cited 
these figures as an indication of the 
effort of the industry to provide equip- 
ment to meet the housing emergency. 


American steel and world de- 
mand — World production of steel in 
1937 totalled 149,200,000 tons with a 
total of 21,000,000 tons entering into 
world trade, according to the market 
analysis division of United States Steel 
Export Co., New York. In 1947, world 
production of steel is estimated at 151.4 
million tons with approximately 12,500,- 
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Now you know how good 
the rest of our soldering 
\ irons and other products 
withstand = str tests. 


Soldering Products of Quality by 


HARMIC MFG. CO. 


Box 64E, Somerville, Mass. 














( HARMIC 
( Miciit® Mite 



















IMPORTANT FEATURES 


Model 130 
Equipped with 
Jacobs Geared Chuck 


$2095 
"CUMMINS 
Yq" ELECTRIC DRILL 





Every mechanic, electrician, machinist and home craftsman 
appreciates these seven outstanding Cummins features: 

@ CUMMINS PERPETUAL GUARANTEE is your as- 
surance of satisfaction. 
FULL SIZE REGULATION DRILL (not a toy). 
POWERFUL — Superb balance and lightness mean 
less fatigue. 
PORTABLE — COMPACT permits finger tip accu- 
racy in ALL working positions. 
CONTROL SWITCH at thumb tip speeds work. 
PRECISION CONSTRUCTION — Insures long life. 
TROUBLE-FREE performance equal to any high 
priced drill. 
No other drill at this price has all these features. An out- 
standing bargain. Operates on DC or AC, 60 cycles or less. 
Write for special literature TODAY. 


CUMMINS PORTABLE TOOLS 


Division of Cummins Business Machines Corporation 


4764 Ravenswood Avenue, Chicago 40, Illinois 


SINCE 1887 
60th Anniversary of Precision Manufacturing 
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is precision-ground to exact 
size. Blade is deeply em- 
bedded and_ twistproof. 
Here’s a beautiful engi- 
neered tool to show off on 
your counters! 


PACKED 1 DOZ. PER BOX 








Tw. | 
Blade|Blade| Per 

No. Length) Dia. Doz. 
G47 4” | “a” | 2s Ibs 
G57 5” | Ve” | 21/2 Ibs 
G67 6” | fu” | 3% IbsJ 
%e” | 52 Ibs 


%” | 62 Ibs! 


@ 
S 
‘ | 











































000 tons entering world trade. This 
represents a gain in world production 
of 2.2 million tons over 1937 and while 
world trade in steel is 8.5 million tons 
short of 1937, in comparison with 1946 
there has been a gain of 26.1 million 
tons in production and 2.5 million tons 
in world trade. Production and ex- 


Eighty-two per cent of the steel enter- 
ing world trade in 1937 was accounted 
for by these five countries, while in 
1947 these countries minus Germany, 
accounted for 86% of world trade in 
steel. The increase in world trade in 
1947 was also largely accounted for by 
the increase in United States exports, 
which rose 2.3 million tons over 1946 
and 2.4 million tons over 1937. Com- 
pared with 1946, output of steel in 
Europe is showing substantial recovery. 
However, the inflationary fiscal policies 
and other controls followed by most 
European governments have and will 

















continue to result in lack of incentive 
on the part of labor to produce more. 
These policies have resulted in strikes 
and political disturbances, 
shortages of raw materials, particularly 
of coal, and have also retarded needed 
manufacture and reconstruction for the 
transport system and other utilities. 


causing 








000 tons, may only reach 3,000,000 tons 
in 1947 in all zones (outside the iron 
curtain). The only real progress in pro- 
duction can be observed in the Saar 
where output may reach an annual rate 
of 1,000,000 tons last year. Although 
the level of steel production set by the 
Council of Foreign Ministers for Ger- 
many is now 11,500,000 tons, at the 
present rate of production, recovery will 


be slow and any improvement in output 
will depend upon larger supplies of fuel 
and richer ores, of better food condi- 
tions and of a stabilization of the Ger- 











ports for the leading producers for Monetary stabilization and increased 
these years are given: en _ a 
( Estimated) 
Production 1937 1946 1947 
MAO, UBUD 0.66.5 6666:0:0-0:0-0.0.0:0.00 0 65,900,000 84,600,000 M 
ee 14,542,000 14,372,000 14,200,000 qi 
Belgium-Luxembourg ............ 7,028,000 3,781,000 4,910,000 w 
goa eis dad dgtacngenty 8,712,000 4,570,000 7,000,000 - 
WN oct cictatnepruspicem ose ainacs 21,834,000 neg. 3,000,000 a 
Advanced Design The increase in world production in eeeene saree ~ 
aims for 1947 was largely accounted for by the availability of needed commodities 
popularity unlimited! increase of 28,900,000 tons in United would alleviate the condition. World 
States production. Production of all steel production, while slowly recover- eS 
pel en features a others totalled 41,400,000 tons in 1937 _ ing, is still faced with the loss in world 
erie peat Dae eos (including 19,700,000 tons for Russia) ; output of two former major producers, 
go over BIG. Let your ex- 36,700,000 tons in 1946 and 40,690,000 Germany and Japan. Germany’s steel 
perience check these quali- tons in 1947. Steel entering into world output which formerly totalled 21,000,- 
fies: Guaranteed eye- trade was as follows: = ——— . Mo 
appeal in the richly col- poe 
ored unbreakable plastic 1947 
Je A noon = Exports 1937 1946 ( Estimated} 
a. odes Gs ie ot United States ...........0.0.. 000s 3,832,500 4,557,351 6,200,000 
hastened and ofl composed TEE TIEN 6 iiecincccenescessnee 2,869,900 2,046,000 2,100,000 
quality alloy tool steel Belgium-Luxembourg ............. 4,277,000 1,734,636 2,200,000 
highly mi -poli j “i NES ae eerene re mer ser 2,207,700 156,000 275,000 
> oe Teepe ms weap PED Soe ad Sasi ncouseteegunien 3,989,700 negl. neg]. 
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HAND MOWERS 
MODEL 550 DeLUXE is beyond 
question the finest hand mower 
we have ever built. Light, 


smooth 


ru 


nning, easy to push 


and popularly priced. This 
mower practically sells itself. 


Aluminum alloy cast- 
Oa ings. 5-blade ball bear- 


Lawn Mower 


A THOROUGHLY DEPENDABLE POWER JOB 


Tough aluminum alloy gives it lightness. Fine special steels, bronze 


and rubber assure precision quality. One of the best gasoline motors 
on the market provides dependable propulsion. A : 
mower you can recommend with complete con- 
fidence. And best of all, the price is reason- 
able. 5-blade ball bearing reel. 20” cut. Easily 
mows up to three acres per day. WRITE NOW 
for details. : 















‘ Tubular steel handle 
with rubber grips. 
Weighs only 27 Ibs. 
550 % Details on request. 
Deluxe Se 


Model 
















ing reel; crucible tool LIGHT 
steel knives; 16” cut. 10” STRONG 
wheels. Rubber roller; MODERN 
semi-pneumatic tires. e 


WEIGHS ONLY 
87 LBS. 


LAWN MOWERS SINCE 1880 


Vii! 









PNanutscturin g Co 


Springfield, Ohio 





HAND AND POWER LAWN MOWERS 


EXECUTIVE OFFICES 2-264 GENERAL MOTORS BLDG., DETROIT, MICH. 























Good Products Behind a Good Name 


Every item bearing the Jackson name has been time-tested for 
ruggedness, stamina and all-round suitability for the purpose 
intended. Jackson Dealers can cash in on this complete line with 
its universal recognition and acceptance for performace and 
economy, because they have everything needed to build a profit- 
able business. 


Let us give you the name of the nearest Jackson Wholesaler. 


JACKSON MANUFACTURING CO. 


HARRISBURG, PA. 
eACKMARCD 


Est. 1876 
"tous e* 
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THE 


PREMIER 
P-20 


ELECTRIC WATER 
HEATER 









SALES GUARANTEE 
Order a sample... 
if not mer arene 
satisfied with qual- 
ity and sales value, 
send it back! 
Money refunded. 


®@ High Profit 
®@ Popular Selling Price 
@ Hot Water by the Pailful 
@ Underwriters’ Laboratories 
Approved 


A revolutionary, new immersion-type water 
heater! Not a gadget . . . finest quality unit. 
Top housing cadmium plated and painted 
red. Heating unit solid copper with her- 
metically sealed brass tube. Automatic con- 
tact switch operates only when pail is hung 
on switch arm. Retails at $16.50. Full dealer 
discount allowed. Order from your distri- 
butor or direct from this ad. Dept. HA 12. 


THE NATIONAL IDEAL COMPANY 


TOLEDO 4, OHIO 


Send for copy 

of new 1947-48 

catalog and 
price list. 
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Japan, formerly the 
chief producer of steel in the Far East 


man currency. 


with an average of 6,000,000 tons an- 
nually, is currently producing at the 
rate of 900,000 tons. This output is at 
present at about 60% of the minimum 
domestic needs for rehabilitation of rail- 
roads, mines and other industrial facili- 
ties. Russia and her satellite countries 
will not assist in relieving world short- 
ages. Any portion of Czechoslovakia’s, 
Poland’s or Eastern Germany’s produc- 
tion that was exported prewar, will no 
longer be permitted to enter into world 
trade. Russian production in 1946 


was approximately 21,500,000 tons and 
while 1947 estimates are not available, 
current expansion plans of the industry 
are expected to increase output to 25.4 


million tons by 1950. 


* * ” 


Outboard, Marine & Mfg. 
Co.—Net sales of Outboard, Marine & 
Mfg. Co., Waukegan, Ill., and its Ca- 
nadian subsidiary, according to the com- 
pany’s 1947 annual report were $29,118,- 
944, for the fiscal year ended Sept. 30, 
1947. This was a rise of more than 70 
per cent. 





84.3% of Steel Industry's Customers 
Say Relations With It Are Good—More 
Than Half Say Inventories Below Normal 


ITH widespread misconcep- 
tions over the need for steel 
allocations and the extent of the 
steel gray market rampant through- 
out the country the steel industry 
needs friends—but it has them in an 
unexpected corner, according to 
The Iron Age, national metalwork- 
ing weekly, affiliated with HARDWARE 
Ace. A fresh survey taken by The 
Iron Age among steel customers 
shows that 84.3 per cent say their 
relations with steel companies are 
“good.” When it comes to brick- 
bats only 5.1 per cent of the steel 
customers answering the survey said 
that their relations with steel com- 
panies were “bad.” On the fence 
and capable of being knocked either 
way are 10.6 per cent who were “in- 
different” in their relationship with 
steel companies, said the Jan. 1 issue. 
Although the industry has been 
pushed from pillar to post by the 
public and the Administration, 74.1 
per cent of its customers have no 
intention of changing their source 
of supply when things become 
easier. Only 8 per cent of those 
answering the question “Do you ex- 
pect to change your source of supply 
when normalcy returns?” said 
“Yes.” Some steel customers were 
still trying to make up their mind 
what they would do when they could 
have their choice on steel deliveries 
—17.9 per cent saying “maybe” 
they would change their source of 
supply. Pressure on the steel indus- 
try became more intense as 1947 
came to an end but steel customers 
were taking a much broader view of 
the industry’s troubles. 

Statisticians and some govern- 
ment officials have at times been 
worried about the size of steel in- 
ventories. No such worries, how- 
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ever, are held by steel customers 
who continue to buy every ton of 
steel that is not nailed down. Fur- 
thermore, the shortage of steel and 
the lack of inventories continues to 
cause a boom in the steel gray mar- 
ket even though the latter constitutes 
only about 5 per cent of total steel 
shipments. 

Proof of these contentions is found 
in answers to the question “Are your 
inventories above normal, normal 
or below normal?” Bearing down 
on their fountain pens and pencils 
52.8 per cent of the industry’s cus- 
tomers said their inventories were 
below normal. Forty-one per cent 
of the steel consumers thought their 
inventories were about normal com- 
pared to present day demand, while 
only 6.2 per cent believed that their 
steel stocks were above normal. All 





gave the impression that stocks were 
at times unbalanced. If these figures 
are to be believed—and they come 
from top-notch steel buyers through- 
out the country—there appears to 
be no question in the immediate 
future over top-heavy steel inven- 
tories. 

The answers by steel buyers in 
The Iron Age special report are con- 
sidered highly significant. If the steel 
industry’s customers don’t know 
what kind of a job is being done in 
the production and distribution of 
steel then nobody does. The good 
bill of health given the industry by 
its own consumers indicates that 
1947 was a year of miracles in the 
output of 85 million tons of steel in- 
gots or more than 62 million tons of 
finished steel products. 

While steel buyers sincerely sang 
the praises for the industry there 
has been no let up in demand for 
steel products. Part of this drive 
to get on mill order books has been 
caused by some customers who fear 
that with even a voluntary allocation 
plan they will be left out in the cold. 
As the news points up the possibil- 
ity of allocation agreements be- 
tween the government and _ steel 
firms, more customers are becoming 
jittery. This feeling is expected to 
increase rather than diminish until 
the whole question of allocations has 
been definitely settled. 

The steel rate was up 9 points 
that week to 97 per cent of rated 
capacity and was only one point be- 
low production in the week before 
the holidays. 





Health Campaign Planned to Support 
Vacuum Cleaner Sales 


Survey shows 15,000,000 families are not yet 

vacuum cleaner owners; women give sanitation 

and health as foremost reason for cleaning their 
homes by whatever method in use. 


HE producers of household vac- 

uum cleaners, taking their cue 
from the reasons given by non-own- 
ers of the appliance for cleaning 
their homes, will use “health and 
sanitation” as their principal pro- 
motion theme in 1948, with more 
diverse use of both the cleaner and 
its tools as an important corollary 
appeal to housewives. 

The Vacuum Cleaner Manufactur- 
ers’ Association, 141 W. Jackson 
Blvd., Chicago 4, IIll., looking ahead 
from the heights of the greatest 


sales year in its history, retained 
Daniel Starch and Staff, New York 
consultants in business research, to 
conduct a nationwide survey de- 
signed to seek out the answers to 
the question, “Why don’t more wo- 
men own vacuum cleaners?” The 
findings were made public recently 
by the association. 

Asked what their leading reason 
was for cleaning their homes, by 
whatever method was in use, 4.9 
per cent of the non-owners of vac- 
uum cleaners interviewed gave an- 
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the sensational new low-cost 
rug underlay that stops scatter rugs 
from sliding. Acts as pad — prolongs 
rug life — keeps out dirt. 

@Nothing like it on the market at double the 
price! 

@Fits any size scatter rug — nothing to mar — scratch 
—or spoil either rug or floor. May be cut to size. 
Substantial profit — attractively priced for quick sales —a 





definite “repeat” and multiple-sales item. Customer buys 6 to 8 


to equip home. 


For complete information, discounts and price lists write 


H. B. W. SNELLING COMPANY 


53 State Street NATIONAL DISTRIBUTORS Boston 9, Mass. 





WATERLESS 
HAND CLEANER 


Quickee is the most profitable 
Waterless Hand Cleaner, be- 
cause it’s America’s largest sell- 
ing hand cleaner. Big repeat 
sales mean fast turnover—big- 
gest profits. 


It pays to pash QUICKEE because 


@ Up to 49% Dealer Profit 
@ Fast Turnover 
@ Consistent Advertising 


@ Product Superiority 
Cleans grimiest hands in 17 seconds flat. 
Contains Lanolin and natural vegetable 
oil. Laboratory control system assures 
uniformity. 


@ Merchandising 


Powerful selling material includes color- 
ful counter displays, cuts, mats, circulars, 
display streamer. 


in cons up to 35 Ibs, 
in tubes ot 35¢ 





AMERICA'S FASTEST SELLI 
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BLUE-JAY 


If it’s bigger brush 
profits you want — it’s 
Empire you want. No 
other complete line of 
household, maintenance 

and personal brushes has 
won such a wide, loyal 
following among consumers. 
Empire’s famous policy 
of highest quality at lowest 
cost keeps "em coming in 
again and again. That’s 
the way to build a bette 
brush business — with 
Empire. Call your jobber 
now for details 





VIM-O-FLEX 








. Specialists 
*;, Household 
Maintenance 
and Personal 
Brushes 
Since 1909 


In Canada, Empco Brush Works, Montreal 
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PREFERRED BY THE 
MAN ON THE JOB 


TIGER 
GRIP 


The Work Glove that Outwears Several 
Pairs of Ordinary Woven Fabric Gloves 


The man on the job has found 
that “TIGER GRIP” gives him 
more of everything he expects 
from a work glove! “TIGER 
GRIP” giveshim more protection 
—because its specially knitted 
material contains hundreds of 
“loops” in every square inch, to 
cushion and protect the hand. He 
gets more wear — because these 
entirely different gloves outlast 
several pairs of ordinary woven 
fabric gloves! And he gets wash- 
ability without excessive shrink- 
age! Treated with Johnson’s 
“DRAX” to make it water repel- 
lent! ADVANCE Work Gloves are 
laboratory tested, and re-tested 
under actual working conditions! 


Send For New 
CATALOG 


Big, new catalog 
lists full line of 
ADVANCE work 
gloves including 
leather palm 
gloves, flannel 
gloves, wire 
stitched gloves, 
welder’s gloves, 
etc., as well asa 
complete line of 
safety and protec- 
tive clothing for 
every industry. 


“A Better Work Glove For Every Purpose” 


DVANCE 


GLOVE MANUFACTURING CO. 


DEPT. H, 901 W. LAFAYETTE BLVD. 
DETROIT 26, MICH. 


Detroit. Toledo» Chicago-Rome, Ga. 




























swers which added up to “health 
and sanitation,” 29.1 per cent re- 
plied “prolonging and _ protecting 
life of possessions” and 24.9 per 
cent said “maintaining appearance.” 

The industry’s 1948 sales-building 
program consequently will be cen- 
tered on promoting the vacuum 
cleaner as the means for producing 
the results which the survey reveals 
to be uppermost in the minds of 
women who have not yet bought the 
appliance. 

With the saturation figure at 48.8 
per cent, more than one-half of the 
occupants of wired homes in the 
United States, or 15,885,000 fami 
lies, do not own vacuum cleaners 
Of these non-owners, 8,307,885, or 
52.3 per cent, own refrigerators and 
7.005.285, or 44.1 per cent, have 
washers, according to the survey. 
Nevertheless, despite their relatively 
high ownership of the two major 
appliances, 4,363,685 families, which 
is 28.1 per cent, feel they cannot 
afford to buy a cleaner. even though 
8.260.200, or 50.2 per cent of the 
non-owners, do not know how much 
a cleaner costs. 

Next after “cannot afford one.” 
by 28.1 per cent of the non-owners. 
the reasons given for not yet having 
bought a vacuum cleaner are: have 
no rugs, 17.8 per cent; can get 
along without one, use carpet 
sweeper, broom, etc., 16.4 per cent: 
too many other things to buy. 9.4 
per cent; borrow one, live where 
they are furnished, 8.6 per cent; 
just started housekeeping. 7.7 per 
cent; none available, 5.9 per cent; 
waiting until I have my own home. 
1 per cent: haven’t had electricity 
very long. 3.7 per cent; apartment 
too small, 2.3 per cent; miscellane- 
ous, 7.8 per cent. 

“In practically every case the rea- 
son given by a non-owner for not 
having bought a vacuum cleaner is 
one which can be set aside by intel- 
ligent selling, and already has been 
done. and continues to be done by 
our members in a great number of 


instances,” said Arthur H. Zirke, 
president, the P. A. Geier Company, 
Cleveland, chairman of the associa- 
tion’s public relations and publicity 
committee. 

“Non-owners are revealed in our 
survey as not knowing the many 
uses of vacuum cleaners and their 
cleaning tools. Many women do not 
understand that vacuum cleaners 
can be used on walls, ceilings, bare 
floors, scatter rugs and _ linoleum. 
Even some owners interviewed in 
the course of our study of non-own- 
ers were found to lack knowledge 
of the cleaner’s multiplicity of uses. 

“Some non-users were found to he 
so badly informed on 
cleaner prices as to believe that the 


vacuum 


appliance costs as high as $200. 
Such answers came. moreover, from 
women in homes where the annual 
family income ranges 
$3,000 and $5.000. 


“Non-owners place the cleaning of 


between 


their houses second only to cooking 
in importance as a_ homemaking 
chore,” according to the Starch sur- 
vey. They call it their least liked 
chore, next after washing dishes. 
Individual members of the asso- 
ciation will be free to use the 
“health and_ sanitation” theme, 
found by the Starch survey to be 
uppermost in non-users’ minds, in 
any adaptations they desire, includ- 
ing consumer and trade press adver- 
tising, dealer helps, demonstrations. 
store and window displays and all 
other forms of sales promotion. The 
association itself will promote the 
Starch findings through its public 
relations and publicity program. in- 
cluding service to newspapers. radio 
stations, home economics leaders 
and the trade press. In_ prospect 
program on 
health and sanitation for schools 


also is a_ training 
home economists and salesmen, the 
beginning of which is planned to be 
a manual distributed by the associa- 
tion and also to be placed at the 
disposal of the organization’s indi 
vidual members. 


CED Plan for Fiscal Reform Calls for 
Self-Regulatory Budget-Tax Program 


HE program for Federal tax and 

budget reform announced recent- 
ly by the Committee for Economic 
Development follows the line taken 
by other business organizations but 
the approach is different. Aside 
from warning that tax reduction 
should await clarification of Mar- 
shall plan spending for European 
reconstruction and evidence of re- 


ceding inflationary pressures, in Its 
broader aspects the report has three 
fold significance: 

1. Its two basic ideas—long-term 
planning and a self-regulatory stab 
ilizing budget-and-tax program 
diverge fundamentally not only from 
present orthodox fiscal policy but 
also from New Deal and Keynsian 
“compensatory” ideas. as well as 
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WITH THE LOU DEN One Han Cand 


and INCREASE YOUR BARN HARDWARE 


SALES and PROFITS 


® Here’s good news. After five years of shortages and 
scarcities, the Louden One-Man Band will be back 
in 48 for both old dealers and new. This compact, 
self-contained display puts a complete farm building 
hardware and equipment department in your store 
+». in just 32” x 72” space. (Also available in Junior 
size model.) Yet, it will enable you to get 
a lion’s share of sales and profits in this 
tremendous market. It will increase your 
Store traffic, too, and remind customers of 
their needs, 95% is salable Louden mer- 
chandise , .. and Louden has always been 
the recognized leader in the field. 


Quantities of the Louden One-Man 
Band will be limited the first months of 
the year, so get your order in early. Write 
today for full details. Remember, Louden 
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has a complete line of modern steel stalls and 
stanchions, water bowls, feed and litter carrier sys- 
tems, ventilating systems, hay unloading tools, sliding 
door track, hog house equipment, horse stable fittings, 
and Barn Plan service. 
THE LOUDEN MACHINERY CO. 

(Est. 1867) 

51 W. COURT STREET FAIRFIELD, OWA 


wh, Albany, N. Y. But Please Direct 


LOUDEN 


FARM BUILDING HARDWARE & EQUIPMENT 
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LANTERNS 


AS/DESIRED. 
BRIGHT or LOW 


—and/constantly\so 








R.E. DIETZ COMPANY 
EST NEW YORK 1840 


OUTPUT DISTRIBUTED THROUGH THE JOBBING TRADE EXCLUSIVELY 







































FOR BEST SERVICE ON 
THESE STEADY SELLERS 


e Our policy is to give prompt 
service on superior products and 
a fair price through recognized 
jobbers. Below are some of the 
items in our line, all available 
now through your jobber. 


Wrought Nut 
EYE BOLTS 
Bright Zinc Plated 


TURNBUCKLES— 
“Alumaloy” Bodies 
— Steel Hooks and 
Eyes 


SE “ALUMALOY” 


SCREEN DOOR 
BRACES 


—_ DEPEND ON 


Turnbuchles 


Turnbuckles, Inc. 


729 West Lake Street ¢ Chicago 64, Illinois 








from all-out _controlled-economy 
projects. 

2. The CED tax ideas are geared 
into its long-range over-all planning 
to prevent a major depression pro- 
mote continued economic progress 
and insure the survival of American 
free enterprise and democracy, by 
maintaining continuous high-level 
employment, protecting competition 
and small business, and encouraging 
more equitable distribution and 
consumption. 

3. The ideas are presented with 
planned clarity and simplicity in an 
attempt to make this forbidding sub- 
ject of fiscal policy intelligible to 
the average man in terms of what 
it means to him in keeping, increas- 
ing or losing his personal freedom, 
his standard of living and his indi- 
vidual and national security. It 
tries to explain how the workman 
can benefit from the reduction of his 
boss’ taxes in a way conducive to 
productive capital investment in new 
factories, new machines, new prod- 
ucts, any new services that make 
new jobs; also how the employer 
can benefit from policies that stimu- 
late steady production and employ- 
ment at the good wages and low 
prices that make new markets; also 
how both can benefit from intel- 
ligent government economy in the 
use of the public’s tax money. 


‘The Basic Principle 


The basic principle of the CED 
plan is to set taxes to balance the 
budget and provide a surplus at 
agreed high levels of employment 
and national income, and thereafter 
to leave them alone for a long time, 
perhaps’twenty years, unless there is 
some major change in national pol- 
icy or the conditions of national life. 

Instead of changing tax rates 
every year or every once in a while 
to meet changing political whims 
and emergencies, it holds that rates 
should be fixed for the long term 
and for all kinds of economic 
weather, as an automatic stabilizer 
to avoid boom-bust hurricanes. 

This plan assumes that as pro- 
duction and the national income 
rises, more and more money will be 
taken from the people by an un- 
changing tax rate. This should auto- 
matically and temporarily reduce 
the demand for goods in boom times 
and keep down inflationary pres- 
sures. On the other hand, if pro- 
duction and national income begin 
to drop, less and less money will 
be taken from the public by the 


same tax rate. Then, it is held, the 
demand for goods wil! be kept up 
and depression will be held off. 


A Recommendation 


It is recommended that the rates 


be set to yield a 3-billion dollar sur. F 
plus when prices are at a level con- ff 


sistent with high employment with 


no more than 4 per cent unemployed ff 


(2,500,000 under present conditions) 


which is considered a condition of B 
“full” employment for practical pur- f 


poses. This long-term rate schedule 
would go into effect some time in 
the early 1950’s, when immediate 
post-war abnormalities might be ex- 
pected to give way to more normal 
conditions. Some tax reductions 
would be made in 1948 unless infla- 
tionary pressures prevented, but the 
full program would wait a few 
years. 


A national income of $220 billion. 


an annual productivity increase of 2 
to 2% per cent in output per 
worker, a total tax take $15 billion 
less than at present and a 7 per cent 
decline in the general price level 
have been assumed. 

The $3 billion figure for annual 
surplus was selected as a goal large 
enough to make a respectable an- 
nual reduction in the national debt 
but not large enough to have a re- 
pressive effect on the economy. An 
annual budget reduction but not too 
big a one is desired. 

At today’s price level and rate of 
employment, it is pointed out, there 
would be a $5 billion surplus under 
this plan. The surplus increases as 
unemployment drops below the 2, 
500,000 figure. According to Census 
Bureau statistics for Nov. 1, last, un- 
employment was then only 1,687,000 
with 59,204,000 civilians employed 
—a condition of “over” full employ: 
ment, since many people are still 
working as a holdover from war 
jobs who do not qualify as regular 
members of the labor force. 

There would be an evenly bal: 
anced budget, no surplus, no deficit, 
when unemployment rose to 4,000, 
000 or 4,500,000. There would be a 
deficit when unemployment ¢ 
ceeded that amount. 

The prospective end result of the 
CED program might be described 
as a partly managed economy i 
which the bulk of planning would 
be left to individual business men, 
farmers and workers, and in whic 
a certain amount of Government C0 
ordination of planning would be vol- 
untarily accepted and kept under 
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FOR iginality 


LOOK TO 


(XceLive 


NEW SCREWDRIVERS 
have "Buy Appeal” 





©® New larger streamlined, better han- 
dles for better gripping. 


@ Mar-proof, break-proof genuine 


XCELITE handles. 


® Reasonably resistant to shock and 
fire. 


® CHROME-VANADIUM BLADES 


made from Electric Furnace Steel. 


© High-profit items backed by the 
XCELITE name. 


* Originators—Not Imitators 


PARK METALWARE CO., INC. 
Dept. G Orchard Park, New York 


Quality Tools 


PREFERRED BY EXPERTS 


* First to use plastic for screwdriver handles. 
































& TRAY CANTILEVER 


TOOL BOXES 


SIZE 18”xt0"xi38” 
Weighs 19 Ibs. 
















Sturdy, heavy gauge steel. 

Strong Handle. 

Reinforced throughout. 

Rounded corners. 

No raw edges. 

Built in continu- 
ous hinges. 


Standard full size trays. 


Hip Roof also avail- 
able in 20” and 24” 
sizes. 





Plenty of room for tools. 
Positive, quick, cantilever 
action. Trays ready for in- 
stant use. A favorite of me- 
chanics everywhere. Rolled 
edges on partitions and trays. 
Baked wrinkle finish. Indi- 
vidually packed, shipping wt. 
22 Ibs. Also available in 15” 
single tray and 17”, 19”, 21”, 
double tray flat top. 


Write for catalogs and new 1948 low prices. 


SIMONSEN INDUSTRIES INC. 
Sales Office: 1414 South Michigan Ave. Chicago 5, Illinois 
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DIAMOND 


DIAMALLOY 


Featherweight Adjustable 


WRENCHES 


A tool for the particular mechanic. Drop 
forged from special alloy steel carefully 
hardened and tempered, individually tested, 
wrapped and sealed in individual cartons. 


WRITE FOR CATALOG 


DIAMOND CALK 
HORSESHOE CO. 


4610 Grand Ave. Duluth, Mina. 
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Swit 


“TRON-ON” 
RUG BINDING 





is a FAST SELLER 
is sold NATION WIDE 


@ Adhesive backing of highest 
quality imported gums 

@ Quality proven by over 7 
years selling by the leading 
HARDWARE STORES 
FURNITURE STORES 

DEPT. AND VARIETY STORES 


@ Made in a range of 20 colors 


Also used extensively as a heavy 
duty mending tape for articles of 
most every description 


$ 50 
No. 1000 12 Gross Yards 


Regular 114” Width 
RETAILS AT 15c A YARD 
INSTRUCTION SHEETS 
COLOR CARDS DISPLAY CARDS 
NEWSPAPER MATS 


CHROMIUM DISPLAY CASE 
WITH ORIGINAL ORDER 





Contains one 36 yard roll each of 
the following colors: 


BLACK « TAUPE « MEDIUM BROWN 
MEDIUM RED + DARK GREEN 
DARK BLUE « DARK BROWN « DARK RED 
TOTAL 2 


$9 5:00 TOTAL 
GROSS YARDS Cost 


Binding Shipped F.0.B., N.Y., Display Caso F.0.B., Clacianat!, Ohie 








GILMAN B. SMITH CO., INC. 


915 Broadway—at 21st St., New York 10, N. ¥. 
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close supervision by the people 
through Congress and the press. 
The purpose of this kind of plan- 
ning would be to keep the door 
open for competition and opportu- 
nity and to keep free enterprise 
free. 

If American free enterprise and 
democracy are to survive the boom- 
bust threat in the critical years 
ahead, it is held, one essential con- 
dition is that there must be fiscal 





reforms to make it possible for men 
and women to have good jobs at 
good pay and low prices, and also 
to have money to risk out of their 
earnings and savings and to have a 
profit incentive to make them want 
to risk their savings in business in- 
vestments that make jobs. Both 
mass purchasing power and a high 
rate of savings and investment, not 
one or the other, it is held, are 
needed. 





Developing Prospect Lists 


HE best way for a business to 

make contacts with prospective 
customers is to obtain or develop a 
list of people who may be interested 
in a given product or service, and to 
approach those on the list by means 
of letter, telephone, or personal visit, 
or a combination of these. 

The seller must be on a constant 
lookout for the names of prospects. 
He cannot afford to ignore any lead, 
whether it be suggested during a 
conversation with a friend, a cus- 
tomer, or another salesman, or 
through an item read in a news- 
paper. It is his business to find new 
customers. 

Organization Membership Lists— 
The salesman who sells an article 
or a service that can be afforded 
only by people of fair income often 
finds excellent prospects from among 
the membership lists of service 
clubs; chambers of commerce; 
country clubs; golf clubs; advertis- 
ing clubs; alumni associations, and 
automobile clubs. 

Tax Lists—Tax lists generally are 
open to the public and often furnish 
the salesman with valuable informa- 
tion. They not only give an idea of 
the prospect’s ability to buy but may 
also give his address. 

Building Permits—The salesman 
of building material, shrubbery, or 
interior furnishings may compile his 
prospect list from building permits 
published in daily newspapers or in 
a special legal publication. Building 
reports, containing information re- 
garding buildings being erected or 
to be erected, are published by pri- 
vate companies in some cities and 
may be subscribed for by salesmen 
at a comparatively small sum. 

Newspapers—The newspaper, es- 
pecially the small local paper, is 
one of the most valuable sources of 
prospects for the salesman of real 
estate, building materials, insurance, 
refrigerators, and other household 
appliances, or automobiles. News 
items that furnish the names of pros- 


for Competitive Selling 


pects include announcements of en 
gagements, marriages, births, politi- 
cal appointments, newcomers to 
town, business promotions, business 
transfers, and real estate transfers. 
Similar use of news items about a 
disaster or a personal misfortune is, 
however, usually considered unethi- 
cal. 

Group Meetings—A seller may ar- 
range to address a group sponsored 
by a woman’s club or church and 
may obtain the names of interested 
people who attend. The next day he 
calls on the people at their homes. 

Inquiry Advertising—One of the 
best ways to develop a prospect list 
is to run an advertisement that does 
not solicit orders, but simply asks 
readers to write for a booklet, a 
folder, a catalog, or a sample. Con- 
pons often are used in such adver- 
tisements, because they provide read- 
ers with an easy way to give their 
names and addresses without having 
to write letters of inquiry. 

Although inquiry advertising is 
expensive, it provides more reliable 
lists than most other methods. Since 
every prospect secured through in- 
quiry advertising has already re- 
vealed an interest in the product, 
aggressive efforts made by salesmen 
have an excellent chance of success. 

Analysis of Former Customers— 
Many retail stores develop prospect 
lists from their records of past sales. 
It is easy for a retail store to pre- 
pare a list of charge customers to 
whom to advertise by direct mail. 
When cash sales are delivered, the 
names and addresses of cash cus- 
tomers are available from sales 
checks. 

Lists of charge customers are com- 
monly subclassified as to the kinds 
of goods customers formerly pur- 
chased, their financial status, the 
districts in which they live, and 
whether they buy for their families 
or for themselves only. A person 
living in the suburbs will be ap- 
proached to buy garden supplies, & 
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OPENS ODD 
SHAPED, ODD 
SIZED —EVEN 
DAMAGED 
CANS 


Sell “G 


ge" 


LEADER IN- | TUF eo & 
THE FIELD! , y | es 


It’s an 
eye-opener, 


e Syncro-mesh gears. 
¢ Operates in 3 locked positions. 


e Gears, cutting disc, and drive- 
shaft are floating — assuring 
longer life. 


STEEL PRODUCTS 


MANUFACTURING CO. 


Secoge <yne! 


CAN OPENER 


SWINGS BACK 


en = -f 


AGAINST WALL 





ORDER 
MODEL 507 
Individually packed 
12 to carton. Wgt. 1534 Ibs. 
Retail price... . . $2.25 










* Beautiful Shel-Glo plastic bowls in 
assorted, solid colors. Master bowl is red, 
small bowls one each red, yellow, blue and 
green. Many uses in every home. A choice 
gift item. Each set in eye-stopping box 
Retails about $1.69 





Write for catalog 
sheets and prices on 
the complete line of 
Shel-Glo Plastic 
Housewures 


THE 
RING CO. 


u.s.A 


— 
MANUFACTU 


ayitte, OHNO. 





WESTE 








ATTENTION 
HOUSEWARES BUYERS! 


C. K. TURK 


Announces a complete new line of plastic 








housewares including household and indus- 
trial aprons, table cloth covers, shower and 
window curtains, 


household items. 


yard goods and other 


VISIT OUR NEW 
DISPLAY ROOMS 

333 N. MICHIGAN AVE. 
ROOM 2119 


L. V. KAY, Manager Housewares Division 
Cc. K. TURK CORPORATION 


333 N. Michigan Ave., Chicago, Ill. 








MAGICAP* the patented automatic’) 


silent watchman” for / 


extra safety. 





"MODEL 65 
6% QT. SIZE 


ee us at the National 
Housewares Show — 
Booth #752. 


NOW SHIPPING 


TRAUBEE PRODUCTS, INC., 924 Bergen St., B’klyn 16, W. Y. 
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DRAKE 
700 


SERIES 












Solder wise, 
Profit wise. These 
(ff all purpose irons 
{> provide complete 
: job coverage. Con- 
sumer confidence helps 
sell these irons for you. 


Oe a @ ae 2 Oe 
INC. 


Chicago 13, 'II 





WORKS 


3654 N. Lincoln Ave 





Sell ’em NOW for 
Work or Sport - 




















ORDER FROM YOUR JOBBER 


or inquire from 


GENERAL PRODUCTS, Englewood, N. J. 


National Sales Agents for 


MORRONE MFG. CO., WESTERLY, ®. | 
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mother may be notified of special 
offerings in children’s apparel, and 
so on. 

Recent Customers’ Recommen- 
dations — An automobile salesman 
called upon the 100 most recent buy- 
ers of the car he was handling and 
impressed on each the thought that 
he wanted them to get the most from 
their purchases in enjoyment, econ- 
omy and freedom from troubles. 
Then he called on them a second 
time and obtained from them names 
of friends and acquaintances who 
had admired the new car. Soon, 
most of the 100 customers were busy 
locating prospects for him—and all 
with no promise of reward. 

Revising Lists—Prospect lists, to 
be of any value, must be kept up to 
date, when any person appears to be 


of little or no value as a prospect, 
his name should be discarded from 
the list. 

It must be remembered, also, that 
every name that gets on a prospect 
list does not necessarily represent 
a desirable customer. Some, for in- 
stance, may be people who are un- 
willing or unable to settle their ac- 
counts. Therefore, information as 
to the credit ratings of prospects 
often has to be obtained from mer- 
cantile agencies, banks, or other 
sources. 

(Condensed from “Methods of Ob- 
taining Customers,” Fundamentals 
of Selling, by R. G. Walters and 
John W. Wingate, War Department 
Education Manual, EM 789, 1944, 
South-Western Publishing Company, 
Cincinnati, Ohio.) 





These Ideas Brought Customers 
To Towns and Stores 


(Continued from page 188) 


Committee Tackles 
Agriculture 


The Chamber of Commerce of 
Waco, Texas, has 11 subcommit- 
tees which tackle agriculture prob- 
lems. These committees work on 
such problems as city-farmers; 
cotton; dairy; pastures, fruit and 
vegetables; livestock and other 
rural problems which come up in 
the trade area. The aid of the 
merchants in solving these prob- 
lems and assisting the farmers is 
greatly appreciated and brings 
the producer and consumer closer 
together. 

* * a 


Swimmihg Classes 


The Chamber of Commerce of 
Centerville, S. D., assisted the 
American Red Cross in providing 
instructions in swimming and wa- 
ter safety in that city. The classes 
were open to the children of Cen- 
terville and the surrounding area 
and more than a hundred young- 
sters registered the first day. 


* 7 * 
Pet Parade 


The Chamber of Commerce of 


| Olympia, Wash., sponsors a pet 
| parade among the youngsters of 


that city. This not only interests 


| the children but, through their 


enthusiasm, the parents as well. 
Parents and friends accompany 
the youngsters downtown for the 
parade and remain to shop. 


Indian Head Meeting 
The Junior Chamber of Com- 


merce of Ladysmith, Wis., was 
host recently to between 500 and 
600 members of the Indian Head 
country in 15 northern Wisconsin 
counties as well as thousands of 
spectators admitted to the open 
air barbecue and the stage show 
by tickets. 

The program consisted of Gov. 
Rennebohm of Wisconsin and 
Cedric Adams, popular news-cast- 
er from Minneapolis who brought 
his act and a unit of the “Stairway 
to Stardom” program as entertain- 
ment for the visitors from the 
northern counties. 


“Fight Polio" Program 


The Junior Chamber of Com- 
merce of Sparta, Wis., recently 
sponsored an all day program at 
the Memorial Park which consist- 
ed of baseball games participated 
in by teams from 10 other nearby 
towns. In addition there was a 
band concert, girls soft ball games 
and swimming in addition to 
lunches and drinks. All proceeds 
from the day were used by the 
chamber to purchase equipment to 
help fight polio. 


* 7. * 


Firemen's Picnic 
The village of Ashippun, Wis., 
with a population of 250, was host 
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Electrically Tempered... 
Diamond Point Tested 


Chisels, punches, 
drills, nippers, 
screw drivers, staple 
pullers, and many 
other fine tools bear 
the name Dasco. 
They're quality built 
... smoothly finish- 
ed and individually 
numbered for easy 
re-ordering. 


Sold by 
Leading Jobbers 





Silent Salesmen Displays 
help you sell more tools 
more profitably 


DAMASCUS STEEL PRODUCTS CORP. 








ROCKFORD, ILLINOIS i 











SIMPLEX 


ISES 
UTILIT y V 
THE OUTSTANDING VISE VALUE! 
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More QUALITY 
More SALES 
Wore PROFITS 





GHA 
“DU-ALL” 


re Tate | 


i | 


GARDEN TRACTORS 





Wore JOBS DONE 


Practically any job your customers want to 
do can be done quickly and easily with the 
Shaw Du-All riding or walking model 
tractor, or the Peppy-Pal walking model 
tractor.’ Plowing, cultivating, mowing, 
spraying, —. sawing and doing belt 
jobs, grinding, disking, harrowing, plow- 
ing snow and bull-dozing are a few of the 
many jobs that Shaw tractors do every day. 


Wore ECONOMY 


Shaw tractors operate on just a few cents 
an hour and save hours of time and labor. 
Quality construction means low upkeep 
and durability. The low initial cost per- 
mits operatdrs to pay for their tractor in 
mo time at all. 


Wore SALES BUILDING 
FEATURES 


Sturdy, arc-welded construction enables 
Shaw tractor operators to*take on the 
toughest jobs. Patented tool control allows 
quick adjustment for crooked rows. Attach- 
ments are easy to change with the “Jiffy 
Hirch.” Full year’s guarantee on every 
tractor. 








Wore DEALER PROFITS 


Modern factory and assembly line produc- 
tion means low costs. Write today for 
complete price list and information. Many 
big-volume territories are still open. 


Wore OPPORTUNITIES FOR 
LARGE DISTRIBUTORS 
Special prices scaled for quantity buying 


offered distributors serving large terri- 
tories. Write today. 














SHAW 


8601 Front St. 
Galesburg, Kan. 
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RETAIL 


EL, 


wew WATER MIXER 


TO BLEND HOT & COLD WATER 











@ FITS - FAUCETS, threaded or Now your customers can use 
smoot H . 
@ Installed instantly without tools — a age 
@ Adjustable—fits all sinks ready protested with « 
© Chromium plated brass demand shown to be in the 
construction millions. Order now for im- 
@ Use with washing machine. Has mediate delivery AND im- 
special attachnient to fit washing mediate sales 
machine hose. 
Sells on sight in 2 color Self Disp Box, packed 12 to a box, gross to a master carton. 





ASQUITH ASSOCIATES (\2i,StATE SiReer 











Compltte Variety... in just 2 models / 


Never Before... Always a Leader... 
A FLAT TORCH THIS tate ROUND TANK 


priced fo sell! 







m=? No. 61 


} , PINT 
Seen <7 ali CAPACITY 





Welded tank construction, bottom-filler sitive 
Designed for hard-to-get-at places. Space Savin pump, attractive appearane -weather. 
Storage in tool-kit, tractor or truck. — formance! P selec 








Matched. in quality, price, performance/ 


Here's what you've been looking for . . . it's your first oppor- 
tunity to stock just 2 blow torches from which the 
user can make a worth-while choice! No fixed as- 


sortments . . . order quantities you need NOW! 
Write, wire, phone ANALY 











P. WALL MFG. SUPPLY CO., Grove City, Pa. 
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recently to more than 300U guests, 
when the local volunteer firemen 
held their annual picnic. Games 
were provided for young and old. 
The highlight of the day was the 
appearance of Gordon Thomas 
master of ceremonies on WTM/J, 
Milwaukee, Top-of-the-Morning 
program and Hugo Murray, fued- 
ing partner of Thomas on the 
same program and stock yard re- 
porter well known to rural folks. 

- * + 

Egg Day 

Merchants of West Bend, Wis.. 
working with the county extension 
department and the college of ag- 
riculture put on an annual egg 
day in that city. The purpose of 
the day is to acquaint both rural 
and city housewives with the vari- 
ous ways of cooking and prepar- 
ing eggs as well as to acquaint 
them with the different grades of 
eggs. 

The afternoon and evening ses- 
sions are miniature fairs. Few 
speeches are made, the program 
being in the form of slides and 
charts with fun periods. 





Coming 
Conventions 
and Events 


Corrected Each Issue 
According to Latest Data 

Ace Hardware Corp., annual con- 
vention and exhibit, Jan. 25-28, 1948, at 
the Hotel Sherman, Chicago. E. G. Lin- 
quist, vice-president and secretary of 
the Ace Hardware Corp., 1319 S. Michi- 
gan Ave., Chicago, is in charge of the 
convention. 

Alabama, Retail Hardware Associa- 
tion of, annual convention, May 13-14, 
1948, at the Admiral Sims Hotel, Mo- 
bile, Ala. Mrs. J. H. Crowe, 509 No. 
19th St., Birmingham 3, Ala., secretary- 
treasurer. 

Air Conditioning Exposition, 8th 
International Heating and Ventilating 
Exposition, Feb. 2-6, 1948, at the Grand 
Central Palace, New York City. 

Albany Sportsmen’s and Boat 
Show, Feb. 28-March 7, 1948. Details 
from Campbell-Fairbanks Expositions, 
Inc., Park Square Bldg., Boston, Mass. 

American Hardware Supply Co. 
annual dinner meeting and exhibit, Jan. 
26-28, 1948, at the company’s ware- 
houses, 41-43 Terminal Way. South 
Side, Pittsburgh, Pa. William M. Stout, 
executive vice-president and general 
manager. 
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American Toy Fair, New York 
City, March 8 to 20, 1948, with exhibits 
at 200 Fifth Ave., 1107 Broadway and 
other permanent showrooms and at the 
Hotel McAlpin. Horatio D. Clark, man- 
aging director, Toy Manufacturers of 
the U. S. A., Inc., 200 Fifth Ave., New 
York 10, N. Y., is manager of the 
American Toy Fair. 

Arkansas Retail Hardware and Im- 
plement Assn., convention and exhibit, 
Feb. 16-18, 1948, at Little Rock. A. W. 
Porter, Lafayette Hotel, Little Rock, 
secretary. 

Bicycle Institute of America, an- 
nual convention, Jan. 19-23, 1948, at 
the Flamingo Hotel, Miami Beach, Fla. 
Association headquarters, Room 1215, 
10 Rockefeller Plaza, New York 10, 
N. Y. 

Buffalo Sportsmen’s and Boat 
Show, April 17-25, 1948. Details from 
Campbell-Fairbanks Expositions, Inc., 
Park Square Bldg., Boston, Mass. 

Canadian National Sportsmen’s 
Show, March 13-21, 1948, at Toronto. 
Details from Campbell-Fairbanks Ex- 
positions, Inc., Park Square Bldg., Bos- 
ton, Mass. 

California Gift and Art Show, 
Jan. 25-30, 1948, in Los Angeles, Calif., 
at the Brack Shops Bldg., Brockman 
Haggarty Bldg., Merchandise Mart and 
the Alexandria Hotel. 

California Retail Hardware Asso- 
ciation, annual convention, Feb. 16-18, 
1948, at the Western Merchandise Audi- 
torium, San Francisco, Calif. LeRoy 
Smith is manager-treasurer with head- 
quarters at the Western Merchandise 
Mart, Suite 262, 1355 Market St., San 
Francisco 3. 

Carolinas, Hardware Association of 
the, annual convention, June 10-11, 
1948, at Hotel Robert E. Lee, Winston- 
Salem, N. C. Mrs. Sally Couch Mas- 
ten, 118 E. 4th St., P. O. Box 2008, 
Charlotte 2, N. C., acting secretary. 

Coast-to-Coast annual meeting and 
exhibit, Feb. 9-11, 1948, at the com- 
pany’s quarters, 29-43 Main St., S. E. 
Minneapolis 14, Minn. 

Connecticut Hardware Association, 
annual convention, Feb. 10-11, 1948, at 
the Hotel Taft, New Haven, Conn. Ned 
Russell, Harris Hardware, Southport, 
Conn., secretary. 

Conron, Inc., Danville, Ill., hard- 
ware wholesalers, dealer show, Feb. 
17-19, 1948, at Illinois State Armory, 
Danville, Il. 

Franklin Hardware & Supply Co. 
annual stockholders’ meeting and ex- 
hibit, Feb. 3, 1948, at the company’s 
offices and warehouse, 918-928 N. Dela- 
ware Ave., Philadelphia, Pa. F. Leon 
Herron, general manager. 

Hardware Golf Association, 22nd 
annual tournament Sept 9-11, 1948, at 
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Display Board... B-12 
15° Long Box Wrenches 


ly WLCHEK BOARDS 


Promote Sales, Save Time 





Display Board .. . B-10 
Open End Wrenches and Water Pump Plier 


These handsome, plywood boards (12” x 24”) are hung on the 
wall or placed on counter or shelf where customers can easily 
remove and inspect the different items. Sturdy hooks hold tools 
securely. Labels show number and price (inserted by retailer). 
Each board is a merchandiser—self-servicing—saving valuable 
time—building sales. Full details on request! 

THE VLCHEK TOOL COMPANY ¢ 3001 East 87 St., Cleveland 4, Ohio 


Display Board ..8-13 
Tappet, Box, and Auto Wrenches 
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KNIFE 


ROBO 


GRINDER 





Yes, you can build a nice business 
on ROBO .. and ring up a liberal 
profit . . just by word-of-mouth 
advertising from enthusiastic cus- 
tomers. 


Recommended by leading home 
economists and cutlery experts from 
coast to coast. 

Does a professional job 
without professional skill 
ROBO’s smooth, rolling action re- 
stores to the finest hollow-ground 
blades and ordinary kitchen cut- 
lery their original factory-ground, 

keen, cutting edges. 


Just a push and pull on the knife 
handle and ROBO’s rotating grind- 
stone does the rest . . quickly, easily. 


ROBO looks good, too. Attractively 
packaged with an eye-catching ace- 
tate cover. 


Fair Traded 
Retail Price 


$9 50 
THEALDEN SPEARE’S SONS CO. 


CAMBRIDGE 42, MASSACHUSETTS 
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the French Lick Springs Hotel, French 
Lick, Ind. Ditz Lusk, Henry Disston & 
Sons, Inc., Kansas City, Mo., secretary- 
treasurer. 

Illinois Retail Hardware Associa- 
tion, annual convention and exhibit, 
Feb. 24-26, 1948, at the Hotel Sher- 
man, Chicago, Ill. William F. Ewert, 
1194 Merchandise Mart, Chicago 54, 
Ill., managing director. 

Indiana Retail Hardware Associa- 
tion, annual convention and exhibit, 
Jan. 27-29, 1948, at the Murat Temple, 
Indianapolis, Ind. G. F. Sheely, 333 No. 
Pennsylvania St., Indianapolis 4, Ind., 
managing director. 

Iowa Retail Hardware Association, 
50th annual convention and hardware 
show, Feb. 10-13, 1948, in Des Moines, 
Iowa, Hotel Savery, is convention head- 
quarters, exhibit held in Coliseum 
Building. Philip R. Jacobson, Mason 
City, Iowa, secretary. 

Kentucky Hardware and Implement 
Association, annual convention and ex- 
hibit, Jan. 19-23, 1948, at the Seelbach 
Hotel, Louisville, Ky. Morris Jones, 501 
Republic Building, Louisville 2, Ky., 
secretary. 

Louisiana Retail Hardware Assn., 
annual convention and exhibit to be 
held jointly with the Mississippi Retail 
Hardware and Implement Assn., June 
7-9, 1948, at the Hotel Buena Vista, 
Biloxi, Miss. David O. Mansfield, 226 S. 
State St., Jackson, Miss., secretary of 
both associations. 

Marshall-Wells Associates Stores 
Congress, joint Billings and Duluth 
branches meeting, March 8-10, 1948, at 
Duluth, Minn., and joint Spokane and 
Portland branches, April 12-14, 1948, 
at Portland, Ore. Details are tentative. 

Metropolitan Home Show, April 
17-24, 1948, at Grand Central Palace, 
New York City. Details from Campbell- 
Fairbanks Exposition, Inc., Park Square 
Bldg., Boston, Mass. 

Michigan Retail Hardware Associa- 
tion, annual convention and exhibit, 
Feb. 24-27, 1948, in Grand Rapids, 
Mich. Pantlind Hotel is convention 
headquarters, exhibit at Civic Audi- 
torium. Harold W. Schumacher, 1112 
Olds Tower, Lansing 8, Mich., manager. 


Mill Supply Joint Regional Meet- 
ings of the American Supply & Ma- 
chinery Manufacturers Assn., 1108 
Clark Bldg., Pittsburgh, Pa.; National 
Supply & Machinery Distributors’ Assn., 
505 Arch St., Philadelphia, Pa., and the 
Southern Supply & Machinery Distrib- 
utors’ Assn., 712 Volunteer Bldg., At- 
lanta, Ga., will be held as follows: 
March 23, 1948, at the Palmer House, 
Chicago. 

Minnesota Retail Hardware Asso- 
ciation, annual convention and exhibit, 


Jan. 27-29, 1948, at the St. Paul Audi. 
torium, St. Paul, Minn. C. J. Chris. 
topher, Nicollet at 4th, Minneapolis 4, 
Minn., manager. 


Mississippi Retail Hardware and 
Implement Assn., annual convention 
and exhibit to be held jointly with the 
Louisiana Retail Hardware Assn., June 
7-9, 1948, at the Hotel Buena Vista, 
Biloxi, Miss. David O. Mansfield, 226 
S. State St., Jackson, Miss., secretary of 
both associations. 


Missouri Retail Hardware Associa- 
tion, annual convention and exhibit, 
Feb. 24-26, 1948, at the Jefferson Hotel, 
St. Louis, Mo. Louis C. Kreh, 1189 
Arcade Bldg., 812 Olive St., St. Louis, 
Mo., secretary. 


National Housewares Show, Jan. 
15-22, 1948, at the International Amphi- 
Theatre, Chicago Stockyards, sponsored 
by the National Housewares Manufac- 
turers’ Association, 1402 Merchandise 
Mart, Chicago, II]. A. W. Buddenberg 
is executive secretary of the association. 

National Retail Hardware Asso- 
ciation, 49th annual Congress, July 
12-15, 1948, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J. Sessions at 
Haddon Hall, Rivers Peterson, 333 No. 
Pennsylvania St., Indianapolis, Ind., 
managing director. 

National Sportsmen’s Show, Feb. 
14-22, 1948, at Grand Central Palace, 
New York City. Details from Campbell- 
Fairbanks Expositions, Inc., Park 
Square Bldg., Boston, Mass. 

Nebraska Retail Hardware Associa- 
tion, annual convention and _ exhibit, 
Feb. 25-27, 1948, at Omaha, Neb. Meet- 
ings at Hotel Paxton, exhibit at City 
Auditorium. C. A. McCoy, 325 Insur- 
ance Bldg., Lincoln, Neb., secretary. 


New England Electrical Show, 
April 3-10, 1948, at the Mechanics 
Bldg., Boston, Mass. Complete informa- 
tion from Campbell-Fairbanks Expo- 
sition, Inc., Park Square Bldg., Bos- 
ton, Mass., and 139 E. 47th St., New 
York City. 

New England Hardware Dealers 
Association, annual convention and ex- 
hibit, Feb. 24-26, 1948, at the Hotel 
Statler, Boston. Russell Mueller, 185 
Dartmouth St., Boston 16, secretary. 

New England Housewares Show, 
Feb. 16-20 at the Parker House, Boston, 
Mass. Show committee has offices in 
Room 282 of Parker House. Robert 
Uek is chairman. 

New England Modern Homes 
Show, May 24-29, 1948, at the Me- 
chanics Bldg., Boston, Mass. Details 
from Campbell-Fairbanks Expositions, 
Inc., Park Square Bldg., Boston, Mass. 

New England Sportsmen’s and 
Boat Show, Jan. 31-Feb. 8, 1948, at 
the Mechanics Bldg., Boston, Mass. 
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‘Details from Campbell-Fairbanks Expo- 


sitions, Inc., Park Square Bldg., Bos- 
ton, Mass. 

New York State Retail Hardware 
Association, annual convention and ex- 
hibit, Feb. 17-19, 1948, at Buffalo, N. Y. 
Convention headquarters at Statler 
Hotel, exhibit at Memorial Auditorium. 
Nicholas H. Kiley, 58 Hills Building, 
Syracuse 2, N. Y., secretary. 

North Coast Retail Hardware Asso- 
ciation annual convention, Feb. 8-10, 
1948, at the Multnomah Hotel, Port- 
land, Ore. D. D. Stewart, 714 American 
Bank Bldg., Seattle 4, Wash., secretary. 

North Dakota Retail Hardware As- 
sociation, annual convention and ex- 
hibit, March 23-25, 1948, at Fargo, 
N. D. Convention headquarters at 
Hotel Gardner, meetings at the Town 
Hall, exhibits at the Fargo Auditorium. 
Miss Clarine Sherwood, 21 Clifford 
Building, Grand Forks, N. D., secre- 
tary. 

Northern Wholesale Hardware 
Co., annual dealer meeting during 
month of February in company’s own 
quarters, 805 N. W. Glisan St., Port- 
land, Ore. 

Ohio Hardware Assn., annual con- 
vention and exhibit, Feb. 3-6, 1948, at 
the Cleveland Public Auditorium, 
Cleveland, Ohio. John B. Conklin, 198 
S. High St., Columbus, Ohio, secretary. 

Oklahoma Hardware and Implement 
Association, annual convention and ex- 
hibit, Feb. 3-5, 1948, at Oklahoma City, 
Okla. Meetings and exhibit at Munici- 
pal Auditorium. R. K. Thomas, 711 
Wright Building, Oklahoma City 2, 
Okla., secretary. 

Panhandle Hardware and Implement 
Association, annual convention Feb. 9- 
10, 1948, at the Herring Hotel, Ama- 
rillo, Tex. Mrs. C. L. Thompson, Can- 
yon, Tex., secretary-treasurer. 

Pennsylvania and Atlantic Sea- 
board Hardware Association annual 
convention and exhibit, Feb. 9-12, 1948, 
at Convention Hall, Philadelphia, Pa. 
W. Glenn Pearce, 400 N. Broad St., 
Philadelphia, Pa., managing director. 

Rochester Sportsmen’s and Boat 
Show, March 27-April 4, 1948. Details 
from Campbell-Fairbanks Expositions, 
Inc., Park Square Bldg., Boston, Mass. 

South Dakota Retail Hardware 
Assn., annual convention and exhibit, 
March 16-18, 1948, at the Sioux Falls, 
S. D., Coliseum. Convention head- 
quarters at the Hotel Cataract. Earl 
Erlandson, Cottonwood, S. D., secretary. 

Southern California Retail Hard- 
ware Association, convention and ex- 
hibit, Feb. 17-19, 1948, at Long Beach. 
A. C. Kammeier, 416 W. 8th St., Los 
Angeles 14, secretary. 

Sportsmen’s Shows, Boston, Jan. 
31-Feb. 8, 1948; New York, Feb. 14-22, 
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Assurep salability is a matter of 


record with Lowell Sprayers and 








Dusters. Why? Because the Lowell 
name is one known to your customers 
as the quality leader in the field. 


It’s a fact—Lowell products on 


STAUFFER 
display in your store are © DUSTER 
“‘self-sellers” the year ’round. 

PENNANT 
COMMANDER CYCLONE 
PREMIER ©) 1947 LM. Co 










i, have built my business on 
tomers need at al imes. Lowell - [Lowen | 


in pt . t ‘. 
# * 


ast Illinois Street, Chicago 11, Illinois 





oR ae 6 
Write Dept. 51, 589 E 
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1948; Albany, N. Y.; Feb. 28-March 7, 
1948; Toronto, March 13-20, 1948; 
Rochester, N. Y.; March 27-April 4, 
1948; Buffalo, April 17-25, 1948. Com- 
plete information available from Camp- 
bell-Fairbanks Expositions, Inc., Park 
Square Bldg., Boston, Mass., and 139 E. 
47th St., New York City. 

Tennessee Retail Hardware Associa- 
tion, annual convention, Feb. 23, 24, 
1948 (tentative), at the Andrew Jack- 
son Hotel, Nashville, Tenn. Morris 
Jones, 501 Republic Building, Louis- 
ville 2, Ky., secretary. 

Texas Hardware and Implement As- 
sociation, convention and exhibit, Jan. 
26-28, 1948, at Dallas. Meetings at 
Baker Hotel; exhibit at Adolphus Hotel. 
R. M. Souder, 814-15 Texas Bank Bldg., 
Dallas, secretary. 

Triple Mill Supply convention, 
April 26-28, 1948, at Atlantic City, N. J. 
Sponsoring associations are the Amer- 
ican Supply & Machinery Manufactur- 
ers’ Assn., Inc., general manager, R. 






CLIP-RIT? 


COOK'S 
SUPER VALUE 
NAIL CLIPPER 

15¢ 


THE H. C. COOK Co 
27 Beaver St., Ansonia, Conn. 






Retail 











STEEL WOOL 


Preferred by master craftsmen for its 
keener bite and longer life . . . long, 
uniform, resilient strands of finer qual- 
ity steel. Big 16 unit pkg. or | Ib. 
tube. Order from your Jobber or direct. 


| International Steel Woo! Corp., Springfield, Ohio 





Ready mixed patching com- 
position in paste form. 











Unexcelled for patching 


cracks, filling holes and 
wallboard joints, 





Kennedy Hanson with headquarters at 
1108 Clark Bldg., Pittsburgh 2, Pa.; Na- 
tional Supply & Machinery Distribu- 
tors’ Assn., secretary-treasurer, Henry 


American Standard one and two-hand 


rotary or slide type corn planters. 


American Standard staff and tubular 
type potato planters are manufac- 


tured by American Planter Co., Burr 
Oak, Michigan, and sold by jobbers 
from coast to coast. 


Write for circular if your jobber 
cannot supply you. 


AMERICAN PLANTER CO. 
BURR OAK, MICHIGAN 
Established 1881 


FOLDING CHAIRS 


Many styles. Upholstered & le. 
Tablet Armchairs — Folding Tastes 


R. Rinehart with headquarters at 505 
Arch St., Philadelphia 6, Pa.; Southern 
Supply & Machinery Distributors’ Assn., 
secretary-treasurer, E. L. Pugh, 712 Vol- 
unteer Bldg., Atlanta 3, Ga. The first 
Conference Booth Program will be held 
concurrently with the convention at the 
Atlantic City Auditorium. 

Virginia Retail Hardware Assn., an- 
nual convention and exhibit, March 23- 
25, 1948, at Roanoke, Va. Meetings at 
Hotel Roanoke; exhibit at City Audi- 
torium. G. T. Amohundro, Jr., Scotts- 








1M & H LABORATORIES 


| 2703 Archer Ave., Chicago 8, II! 

































NOW AVAILABLE! 


CARLOAD QUANTITIES OF 


















PROMPT 

GALVANIZED ville, Va., secretary. SHIPMENT 
BEFORE WEAVING Western Retail Implement and ADIRONDACK 
Hardware Association, annual conven- CHAIR CO. 








tion and exhibit, Jan. 20-22, 1948, at 1142-A BROADWAY 
p 0 UJ LT 2 Yy Municipal Auditorium, Kansas City, me NEW YORK 1, N.Y. 
Mo. Hardware and farm equipment 
forums will be held Jan. 19 at 8:00 
N c T T i N ¢ p. m. Frank H. Spink, 322 Scarritt bala te) 127-110), ) Vama ela 


Building, Kansas City 6, Mo., secretary- 0 ~ \ ae 













treasurer. 





West Virginia Hardware Associa- UKE A wus _— TASTIC ENAMEL 
.“ = tion, convention, Feb. 16-17, 1948, at ERATION P 
1" MESH—20 Ga. Clarksburg. James C. Fielding, 1628 ONE OPES THAN 10¢ REPAIR COATING 


2" MESH—20 Ga. 
12” to 72” Widths 


McClung St., Charleston 1, secretary. 


for Sinks, Ranges, Both Tubs, Refrigerators, etc 
Eosy—Quick ond Permanent! In 2 shades, Appliance or 
Plumbing White Write for name of nearest distributor 


Wisco Hardware Co., 21st annual 
merchandising school and sales show, 
Feb. 9-11, 1948, at 15 So. Brearly St., 
Madison, Wis. 

Wisconsin Retail Hardware Asso- 
ciation, annual convention and exhibit, 
Feb. 3-5, 1948, at the Milwaukee Audi- 
torium, Milwaukee, Wis. H. A. Lewis, 
Stevens Point, Wis., secretary. 

World Hobby Exposition, Feb. 21- 
28, 1948, at the Coliseum, Chicago. 
Sponsored by World Hobby Exposition, 
Inc., 331 Madison Ave., New York City. 


| 


(Several Choice Territories Open for Distributors) 
ARK LABORATORY 
P.O. BOX 5726, CHICAGO 80, ILLINOIS 


Speak to the right ‘‘class’—Iin the right paper—is 
the right way. HARDWARE AGE will tell your story 
te the greatest number of hardware men In the hard- 
ware trade. its Classified Opportunities Section Is the 
place to put your want ad for quick, tangible results. 


HARDWARE AGE 
Classified Opportunities Dept. 
100 East 42nd St. New York 17, N. Y. 





POULTRY and RABBIT FENCING 
48”, 60” & 72” Widths 








Write for New Price List! 
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W.C.HELLER 
& Co. 


847 BRYANT ST. 
MONTPELIER, OHIO 
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Kennadrills save time and labor drilling 
holes in all types of masonry—because 
their cutting edge is Kennametal ce- 
mented carbide—the metal that is far 
harder and more durable than tool steel. 
No starting punch needed—Kennametal 
tip takes hold readily, drills fast, stays 
sharp under heat and abrasion of cutting. 
Design assures clean, accurate drilling. 
Can be used in any rotary drill. Available in 


following diameters: 4 “Ve anny tae ome 


Distributors Wanted 
KENNAMETAL Due., cataoes, ra. 


KENNADRILLS 


DRILL MASONRY FASTER, CHEAPER, EASIER 






+4 ’ 
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That tedious task of check- 
ing inventories is simplified ;, 

by marking your articles with a code imprinted on string 
tags and labels by the automatic, easy-to-operate, Kimball 
Midget marking machine. 


DEALER'S NAME: 
Furnished in one solid piece of 
type. 


DEF: Manufacturer or supplier: 


DEALERS NAME 714: Quantity 


DEF-714 10/47: Date purchased. 
10/47-REP |eque™ REP: Cost Code. 
ALM-2QTS — ALM-2 qts.: 
$6 95 i Description and capacity. 
$6.95: Retail price, 
The above ticket shows but one sample of a typical im- 
printed set-up. The flexibility of the Kimball system permits 


every article to be marked with its complete history. 
Folder on request. 

















A. KIMBALI COMPANY 


NEW YORK 13, N. Y. 























ai 


No. 175 No. 175 No. 175 2 No. 176 : 
Tike cee my ere: ie sh So ae “t ‘ - mel 








Non-corrosive « Stronger than cast iron 


All items available in finishes of Brass, Nickel, 
Chrome, Bronze, Cadmium, and Black. 
Wholesale Only * Catalog available to dealers 


FANARC MANUFACTURING CO. 


1115 West Whittier Boulevard 
Whittier, California 
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$1.2 Billion in Concessions on U. S. Exports REO 
(Continued from page 154) 
Tariff Act of 
Animal Shampoo 1930, paragraph Product Old Rate New Rate 
(Highly Concentrated) 
et animal's hair. Apply 371 Parts of bicycles, not including 
shampoo. Wash thoroughly in tires: 
ereular ‘mation . with © brush, Prune $1.25 each, but not $1.25 each, but not 
A superior and economical less than 15% nor less than 15% nor 
shampoo. A _ non - irritating more than 30% ad more than 30% ad 
cleaner for hair and skin valorem : a ' 
Other 30% ad valorem 30% ad valorem 
SHEPS ANIMAL 372 Cream separators valued at ‘ 
Hair Dressing more than $50 and not more m 
than $100 each 122% ad valorem 6!/4°%/, ad valorem 
Made Especially for 373 Shovels, spades, scoops, forks, 
SHOWTIME hoes, rakes, and drainage tools, 
Racing, Fairs, 4-H Clubs, Cir- and parts thereof, composed 
cus, ins heen horses, wholly or in chief value of 
= ana Ra dogs, and metal, whether partly or wholly 
Makes all animals hair slick manufactured: 
oe ew. its a aan Forks, nm and rakes, if not 
seat agricultural hand tools, and 
amount required. parts there! 30% ad valorem 15% ad valorem 
3 Other 15%, ad valorem 7\/,%/, ad valorem 
384 Cabinet locks, not of pin tum- 
bler or cylinder construction: 
; : Not over one and one-half $0.70 per doz. and 35¢ per doz. and 
Liquid Seddle Soop —_ in width , a 20% ad valorem 10% ad valorem 
ver one and one-half an 
sina A Lesther Cleener not over two and one-half $1! per doz. and 50¢ per doz. and und Ku 
Highly concentrated. For saddles, inches in width 20% ad valorem 10% ad valorem A fly box 
shoes, boots, leather jackets, golf Over two and one-half inches $1.50 per dez. and 75¢ per doz. and alg ae 
bags, riding and harness squip- in width 20% ad valorem 10% ad valorem an 
amines ment—all fine leather. Cleans— 384 Padlocks, not of pin tumbler or ids tite 
Sottens—Preserves. . one Holds 1e 
cylinder construction: e weight ar 
A Superior Soap for the Shine Trade Not over one and one-half 35¢ per doz. and 17/2¢ per doz. and 
Sold by nw — inches in width 20% ad valorem 10% ad valorem NATIO 
Manufacture Over one and one-half and 
Neatslene Co., Omaha 8, Nebr. not over two and one-half 50¢ per doz. and 25¢ per doz. and BART 
ROY W. SHEPARD, “SHEP” inches in width 20% ad valorem 10% ad valorem 
Over two and one-half inches 3 per er and a oer - and 
in width 20% ad valorem f, ad valorem 
384 Padlocks of pin tumbler or cyl- ° 
15 YEARS inder construction: 
Not over one and one-half $1! per doz. and 50¢ per doz. and 
OF SALES inches in width 20% ad valorem 10% ad valorem % 
Pa Over one and one-half and [ 
' not over two and one-half $1.50 per doz. and 75¢ per doz. and 
PREFERENCE im inches in width 20% ad valorem 10% ad valorem 
Rak of Over two and one-half inches $2 Eb ee and I gal yoo _ 
in width 20%, ad valorem ad valor 
HULL 384 All other locks or latches of pin : 
tumbler or cylinder construc- $2 per doz. and $1 per doz. and Prompt 
COMPASSES ae ' il bl 20% ad valorem 10% ad valorem 
390 ottle caps of metal, collapsible dles in 
tubes, and sprinkler tops: “a 
If not decorated, colored, 
@ Hundreds of thousands waxed, lacquered, enameled, 
hove used Hill Compeuns lithographed, electroplated, , 
or embossed in color 25% ad valorem 15% ad valorem 
for up to 15 years... on If decorated, colored, waxed, 
automobiles, small aircraft, lacquered, enameled, litho- 
. : graphed, electroplated, or 
boats. Their complete satis- embossed in color 35% ad valorem 20%, ad valorem 
faction — attested by un- 
cilia tethers vita come 365 Shotguns, rifles, and combina- 
4 tion shotguns and rifles: 
into the Hull plant every Sana Valued at not more than $5 Handle 
day—is the firm founda- mobile Compass each: cuts. O 
. List Price $5.95 | ° 
tion of the first preference (3) STREAMLINE Shotguns 75¢ each and 22!/2% 50¢ each and 15%, signed 
enjoyed by Hull Compasses Standard Auto- | ad valorem ad valorem made h. 
today. You're sure of sales, “Witt price $395) Rifles, and combination $1.50 — and 45% Hes ger - 
F : h i ad valorem 
customer satisfaction, with (C) STREAMLINE | ips oat ane esheets nian 
Sates Coamacs | Valued at more than $5 and 
the Hull Compass line. List Price $2.75 | not more than $10 each: 
im uwe.e vices viii Shotguns yr yo and 22'%, $1 ont ond 15%, 
 P. O. Box 246-HAI1, Warren, Ohio ad valorem ad varorem 
: Send me information aa prin on the Hull } Rifles, and combination $4 each and 45%, $2 each and 222% 
g Automobile Compasses. s 8 shotguns and rifles ad valorem ad valorem 
= NAME H Valued at more than $10 and 
: Check: () Dealer G Chain Store (J Jobber g not more than $25 each: 
a STREET ... 7 . ™ 
8 ory une : Shoéguns (ad valorem) $3 each and 22'2% $2 each and 15 To Makers 
, shotguns and rifles ad valorem ad valorem 
284 HARDWARE AGE JANUARY 





%o 


5 
2 Vo 


GE 






und Kade Pe Plastic Fly Boxes 


A fly box that is specially designed 
for holding flies. A necessity to 
complete your line of bait holders. Retail at 
Holds flies in coils of springs. Light- 

weight and waterproof. $2.95 


NATIONALLY ADVERTISED AND DISPLAYED 


BARTELT ENGINEERING COMPANY 
ROCKFORD, ILLINOIS 








Saw Handles... 
regain rbuatable / 


Prompt delivery effected on any quantity PADCO saw han- 


dles in three grades. 











Handles for hand saws compass saws and one-man cross- 
cuts. Of choice kiln dried beech these handles are de- 
signed to fit practically all standard make saws. Well 







made handles are finished with clear, semi-gloss lacquer. 


PADCO write or wire for prices TODAY. 


SPORTING GOODS PASCAGOULA 
DECOY COMPANY 
eee UES 


PASCAGOULA, MISSISSIPPI 


Makers of PADCO Boat Oars, Canoe Paddles, Mitre Boxes, 
Small Boats 


JANUARY 15, 1948 





Chis scarce item is in great demand... 






























a Pan” a eer | FRANK A HOPPE bet 


ee See . ponee -) ‘ 
as ae | 


Make 1948 a Big Year | 
with The Hoppe Line | 


Put your selling effort—your time and money 
—into SURE sellers—SAFE  sellers—and 
FAST sellers like 


Hoppe's No. 9 Solvent 
Hoppe's Gun Cleaning Patches | 
Hoppe's Lubricating Oil l 
Hoppe's Gun Grease—and 

I Hoppe’s Gun Cleaning Packs 








Sell this line of nationally advertised gun cleaning 
products. The line that experienced shooters use re- 

| peatedly and that every Jobber handles and recom- 

| 

| 





mends. Ask your Jobber for them. 





FRANK A. HOPPE, INC. | 


2314A North 8th St. Philadelphia 33, Pa. | 








HANDY 
Shoe Last and Foot Rest 


A new item 
for home use. 
Can be used 
for both repairing and shin- 
ing shoes on a bench, chair, 
box or lap. Will fit all sizes 
of shoes. Takes up very 
little space. Finished in 
high black enamel. Made 
in one piece of unbreak- 
able malleable iron and 
guaranteed. Retails at 


Cc a reasonable price. Also 
The Popular STAR Heel Plates 


Always in demand and profitable for you to handle. 
Made in sizes 000 to 6. 


Order your supply 
today. 


STAR 


HEEL PLATE CO. 
* NEWARK, N. J. 









AQNWH 


J1IGVAVIYUENN 
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JES SPENE 
JAR OPENER 


One of the most popu- 
lar of Zim's efficient 
household helps. 
Opens anything 
that wears a cap 
—glass, bottle, can, 
Mason jar. Strong, 
all-steel construc- 
» tion. White ename! 
or chrome finish. 





As Advertised in 
SATURDAY EVENING POST 





CAN OPENER 


There Isn't a housewife in 
the U. $. who wouldn't 
go for one of these. Neatly 
opens any shaped can. 
Constructed for long ser- 
vice. Folds out of the way 
when not In use. 





An Important addition 
to any Ironing board. 
Leaves entire board 
free for ironing. Folds 
back when not used. 





ZIM MANUFACTURING CO. 


Bip de Headquarters for 
aah PERERA Lebor Saving Home Applieaces 


3047 Carroll Ave. Chicago 12, Ul. 





- SMOOTH, COLORFUL 





A MACK MOLDED prize- 
winner ...tile-smooth plas- 
| tic water tumblers in sev- 
eral rich colors. 


These plastic tumblers are differ- 
ent—have a series of decorative, 
reinforcing ridges molded right into 
the walls. Tumblers are full 8 oz. 
size. Packed 10 tumblers to dis- 
play box—one dozen display boxes 
to shipping carton. 


MACK MOLDING CO. 


INCORPORATED 
142 MAIN ST., WAYNE, NEW JERSEY 


*, 
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Tariff Act of 


1930, paragraph 


Product 


Old Rate 


New Rate 





365 


365 


365 


365 


365 


365 


365 


412 


1006 


1502 


1535 


66 


68 


72 


73 


75 


217 


220 
221 


Valued at more than $25 and 
not more than $50 each: 
Shotguns 


Rifles and combination 
shotguns and rifles 
Valued at more than $50 
each: 


Shotguns 
Rifles 
Combination shotguns and 
rifles 
Barrels, further advanced in 


manufacture than rough bored 
only: 
For shotguns 


For rifles 


Stocks, wholly or partly manu- 
factured: 
For shotguns 


For rifles 


Parts of shotguns, and fittings 
for shotgun stocks or barrels, 
finished or unfinished 
Parts of rifles or combination 
shotguns and rifles, and fittings 
for rifle stocks or barrels, fin- 
ished or unfinished 
Shotguns imported without a 
lock or locks or other fittings 
Rifles imported without a lock 
or locks or other fittings 
Shotgun barrels, in single tubes, 
forged, rough bored 
Rackets, skis, snowshoes, and 
golf club shafts 
Nettings, webs, seines, etc. 
Ice and roller skates, 

Sticks, mallets, clubs, etc. 

Footballs, baseballs, etc. 
Leaders or casts 


Snelled hooks, artificial flies 
Fishing rods, valued at $10 or 
more each 


$5 each and 22'2% 
ad valorem 
$10 each and 45% 
ad valorem 


32'!2% ad valorem 
32'!,,% ad valorem 


65% ad valorem 


$2 each and 25% 
ad valorem 
$4 each and 50% 
ad valorem 


$2.50 each and 25%, 
ad valorem 
$5 each and 50% 


ad valorem 


27'/2% ad valorem 


55% ad valorem 
$5 each and 27!2% 
ad valorem 

$10 each and 55% 


ad valorem 
5% ad valorem 


33 1/3% ad valorem 
30% ad valorem 
15% ad valorem 
20% ad valorem 
20% ad valorem 
35% ad valorem 


45% ad valorem 
30% ad valorem 


PAINTS, VARNISHES, PIGMENTS, ETC. 


Colors, stains, and paints, in- 
cluding enamels, mixed or un- 
mixed, not otherwise provided 
for 
Ultramarine blue, dry or in 
pulp, and all blues containing 
ultramarine—per Ib. 
Blue pigments and all blues 
containing iron ferrocyanide or 
iron ferriocyanide—per Ib 
Lead pigments—per lb. 
Orange mineral 
Red lead 
White lead 
Ochers, crude 
Ochers, washed or ground 
Varnishes, not specially pro- 
vided for 
Spirit varnishes, less than 5% 
methyl alcohol 
Spirit varnishes, more than 5% 
methyl alcohol 


15% ad valorem 


3¢ per Ib. 


8¢ per lb. 


2'/2¢ per |b. 
2'44¢ per Ib. 
2.1¢ per Ib. 
YVe¢ per !b. 
4¢ per Ib. 


15% ad valorem 
$2.20 per gallon plus 
25% ad valorem 


15% ad valorem 


GLASS PRODUCTS 


Bottles, jars, jugs, etc., wholly 
or chiefly glass, more than | pt. 
Laminated glass 

Rolled glass, fluted or ribbed, 


containing metal netting 


Yo¢ per lb. 
45% ad valorem 


I/2¢ per Ib. 


$3 each and 15% 
ad valorem 
$5 each and 22!,%, 


ad valorem 


20% ad valorem 
25% ad valorem 


32!/2% ad valorem 


$1 each and 15% 
ad valorem 
$2 each and 25%, 
ad valorem 


$1.25 each and 15% 
ad valorem 
$2.50 each and 25% 


ad valorem 


15% ad valorem 


27'/2% ad valorem 
$3 each and 15% 
ad valorem 

$5 each and 27/2% 


ad valorem 
5% ad valorem 


16-2/3%, ad valorem 
25% ad valorem 
12!/2% ad valorem 
10%, ad valorem 
10% ad valorem 

$1 per doz. but not 
less than 17!/,% ad 
valorem 

45°%/ ad valorem 
$4.50 each but not 
less than 15% nor 
more than 55% ad 


valorem 


12'% ad valorem 
2'/r¢ per |b. 
5¢ per lb. 


2¢ per |b. 
1%¢ per Ib. 


’ 2.1¢ per Ib 


1/16¢ per Ib. 

Ve¢ per lb. 

10% ad valorem 
$1.10 per gallon plus 
12!/,% ad valorem 


10% ad valorem 


Yo¢ per |b. 
22!/2%% ad valorem 


%4¢ per lb. 
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UTILITY TONGS 


Ideal for handiing ice cubes, 




















hot, foods, sterilized bottles, 











etc. Positi 





ve grip on smallest 
objects. All steel with heavy 











nickel plate 


=~. 
~ 3 


“GAS-TITE” 
EXPANSION 
STOPPER 

Durable and posi- 
tive. Double 
shoulder seal pre- 
vents gasleakage. 


No. 171-C 







“GAS-TITE” DISPLAY CARD 
Fits over bottle neck, holds 12 stoppers. 
Free with box of two dozen stoppers. 





ss lel 3211 CARROLL AVENUE 


CHICAGO 24, ILLINOIS 
World's Largest Manufacturers of Bottle Openers and Can Openers 


MFG. CO. 



















NOW-—ORIGINAL 


TEHR-GREEZE 
FABRIC CEMENT 


AVAILABLE FOR 
IMMEDIATE DELIVERY 


Makes Patching And 
Repair Work Easy 


White — Repairs all types of 
cloth, canvas and leather goods. 
A tough, versatile adhesive with 
thousands of uses in home, repair 
shop and farm. 


Write for Trade Prices 


VAL-A COMPANY 








700 W. ROOT ST. CHICAGO 9, ILL. 
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HERE’S PROOF 
of Vaco’s Extra 
BUY Areas 





The Underwriters’ Laboratories, Inc., Re- 


examination Service Marker embossed on 
the end of each Vaco driver opens up new H 
markets for Vaco dealers. The shock proof, 


a ’ 4 
. break proof Ambery! handles are Slo- 
Burning . . . end the old nitro-cellulose 
handle fire hazard! 
. Sales soar, too, when the new Vaco 
Reversible goes on display. Just pull out 
the blade, turn it around, and you have 
a Phillips instead of a regular screw 


ors 


driver! No change in quality . . . only 
Write for information about finest chrome vanadium steel used in 
the Vaco Reversible, Vaco screw driver bits. 









VACO COUNTER CARDS 
COMING...BOOST PROFITS 











317 E. ONTARIO ST. 
CHICAGO, ILLINOIS 


“FLOATING HEAD” so free 


and easy on the spin! 














There's no friction to wear out the 
"Floating Head" Sprinkler. The head 
revolves on a cushion of water. And 
that's important . . . it adds years of 


extra wear . . . it means less water pres- Spr, 
sure is required to turn the head. tt 
Built of Zamak Alloy #3 and Brass, the Yw venly 
"Floating Head" Sprinkler wil! take the On’ " 
roughest treatment without breaking. Vv Can aks 

‘t 
Distributed by Crane Co. Branches Yc Usty 

° 


and selected Hardware Jobbers. 


Supported by National Advertising. 


SANCO PRODUCTS CO. 


ASHTABULA, OHIO 




















WITH THE FAMOUS Tariff 
Act of 
RUBBER POPPET 1930, 
paragraph Product Old Rate New Rate 
Fe , Le wis = 
222 Plate glass, any manufacturing From 8.3¢ to 13.2¢ From 4-3/20¢ to 
method, according to size sq. ft. 6.6¢ sq. ft. 
Containing wire netting, ac- From I0¢ to 13.2¢ From 5¢ to 7-13/20¢ 
cording to size sq. ft. sq. ft. 
230 Stained or painted glass, nof 
specially provided for 60% ad valorem 40%, ad valorem 
WOOD PRODUCTS 
412 Folding rules 60% ad valorem 40% ad valorem 
Paintbrush handles 20% ad valorem 15% ad valorem 
Broom and mop handles 20% ad valorem 15% ad valorem 
Toboggans, hockey sticks 20% ad valorem 15% ad valorem 
Canoes and paddles 20% ad valorem 15% ad valorem 
Wheelbarrows 20% ad valorem 15% ad valorem 
GARDEN AND NURSERY STOCKS 
755 Seedlings, cuttings $2 per thousand $2 per thousand 
Buddings, graftings 25% ad valorem 12'/2% ad valorem 
753 Tulip, hyacinth, narcissus bulbs $3 to $6 per million $2 to $5 per million 
Crocus corms $1 per million 50¢ per million 
| 763 Grass, forage crop seed I¢ to 20¢ Ib. Vo¢ to 15¢ Ib. 
| 764 Garden, other field, seed Vo¢ to b¢ Ib. /¢ to 4¢ Ib. 
CORDAGE 
1004 Single yarn, flax or hemp 25 to 35% ad 15 to 25% ad 
valorem valorem 
Two or more yarns, flax, hemp 30 to 40% ad 20 to 30% ad val. 
valorem 


cost many t | 1005 Cordage of three or more 
| 


























4 strands: 
calls they elim. = ideal for jet Manila 2¢ Ib. plus 15% 2¢ Ib. plus 10% ad 
: : ad valorem valorem 
type pumps. Ask for bulletin 301. Sunn or other bast fiber 1¢ Ib. y¢ |b. 
Onder from YOu Gobber Sisal, hemp or other hard 40% ad valorem 15% ad valorem 
Major Concessions Obtained by U. S. on Hdwe. Shipped Abroad 
WHITE MACHINE WORKS ’ Pos dc PP 
FORT WAYNE 1, INDIANA Old oe British 
Guns, rifles Rate Rate Preferential 
{Not made in Canada) 15% 10% Free ne 
(Competitive types) 272% 22'/2%, 10% ete 
Glass, demijohns, carboys, machine-made 
tumblers, etc. 272%, 22/2% 15% MA 
Light fixtures and appliances, flashlights 271% 221/2%, 20% 
Glass, sheets and bent 25% 20%, Free 
Glass, plate, not beveled, less than 7 sq. ft. 20% oh Free And 
Cutlery, penknives 30%, 20%, Free 
Cutlery, table knives, forks 30% 25% 15% S t 
Cutlery, shears, scissors of 7 ae a 
Lawnmowers 30% 25% 10% 
Wheelbarrows 27'r%, 22'/2%, 10% 
Fencing, welded or woven 30% 25% 172% 
Children's vehicles (sleds and other) 30%, 22'2%, 15% 
AUSTRALIA 
REPAI 2 PA RTS Hand tools, air, portable 19% ee se 
Screwing tools 70%, 45% 35% 
Assoriments of Hand fools, n.e.i. 65% 40%, 30% 
BURMA 
na so pe te Sees Agricultural equipment Free Bound Eliminated 
. Barbed wire 20% Bound Eliminated 
COVERS, BEARINGS, ETC. Wire rope 20% Bound ee 
: Hand pumps 35%, 20% Eliminate 
Parts in stock to repair all makes CHINA 
Order Catalog No. 3 Shop and hand tools A%, Bound 
Electric plugs, etc. 25% Bound 
A. im. COLLOT SUPPLIES Paints, dyes, etc. a 35% Bound 
221 A. W. 8th AVE. - MIAMI 36, FLA. Palate, enamels, ole. 25%, 20%, 
Varied agricultural implements, tools, machinery. 25%, 20% 
UNITED KINGDOM 
COOKIE PRESS and ADJUSTABLE | Tools, general Varied 15% Free 
CAKE DECORATOR MMH ROAST RACK | a en aadidis 20%, 15%, 0 
Rosin Free Bound Free 
ox LAT j => Aluminum rods, wire 15% Free Free 
$e MY x. Cappers, sealers 15% Free Free 
x Bs NEW ZEALAND 
\) General hardware, hollowware 614% 50%, 20% 
\ Artificers’ tools 30% IN/>2% Free 
y= 





Nearly all of the 22 nations meeting with the United States made concessions on 
vetlel duties levied against hardware imports from the United States. However, the above 


ZACHMAN & CO.- 5004 WILSON AVE. CHICAGO 30 | table shows the major groups on which concessions were obtained; no attempt is made 
to include minor items or those relating indirectly to the industry. 
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Az Last! THE HANDY HOUSEHOLD TOOL 


Stelray SELF CENTERING PUNCH 


Starts holes for NAILS 
or SCREWS ... at 
angles .. . tight spots 















«+ corners, 


Get a supply 
on display ... 


TODAY ! 


as ways to use — hinges, | 
tures, shelves, brackets, racks. 
Expertly designed and construct- | 


ed. Appeals to hobbyists and | 
craftsmen. 


i 


Ask your Jobber — or write. 





One dozen to Easel board 


The “PUNCH BOARD” that really pays off. 


STELRAY METAL PRODUCTS INC. 


SHELTON, CONN. 








« METALON = 


MENDS ALL on 


NEW PROCES. 
Liquid and oder 
Combi TE Aude 


Sets.in 5 Minule 


O Repairs leaks] 
EAT *NO SKILL 








enaies NO | 


Metalon stops leaks and mends cracks in Aluminum, Iron, Brass, Copper, 
Block Tin etc., or Fittings, Steam, Water, Gas, Oil and Ammonia Pipes, 
Condensers, Boilers, Heaters, Water Jackets, Radiators, Cylinders, Stone 
Wash Tubs, Cracked Castings, Furnaces, Automobile Radiators and Cy- 
linders, Gaskets, Flange Packing, Tight Joints, etc. 


Metalon is the last word in modern scientific achievement, and is now 
within the reach of the public at large. 


Metalon is a POSITIVE NECESSITY to Engineers, Mechanics, Steam Fitters, 
Plumbers, Machinists, Chauffeurs, Home Owners, Motor Boat and Auto- 
mobile Owners, etc. 

Metalon is Steam-proof, Heat-proof, Frost-proof and resists oil, gasoline 


and various chemicals. It is not an Iron Cement and should not be 
confused with the cements constantly being offered the public! 





Metalon Manufacturing Corporation 
31 West First Street 
Bayonne, New Jersey 


RETAILERS, WHOLESALERS, 
MFG. REPRESENTATIVES 
WRITE FOR DISCOUNTS 




















MAXIMUM STRENGTH 
And Uniform Quality Mean 


Satisfied Customers with 


SHEFFIELD 
OIL 
COLORS 


In BULK, 2 pint and Quart 
Cans as well as 3 sizes of 
Lithographed Tubes 


30 outstanding colors, 
& triple ground in pure 
linseed oil to give 
maximum strength 
and cleanest colors. 
Highest uniform qual- 
ity assured because 








bie 


of our volume production and modern equipment. 
Abeautiful metal display cabinet is available as a 
sales stimulator. Write for prices and further details. 


Shetticld Zroreze 


PAINT CORPORATION 
CLEVELAND 6, OH!Io 
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FINEST HOME AND HOBBY SAW 
_ EVER MADE 


@ Made of Finest Alloy Steel 
@ Heavy Gauge 


Factory Use 


RIP CROSS CUT & COMBINATION 
6 to 10" Diameter 


Deliveries Made from Stock, Mail & Phone 


Sell These Saws at COMPETITIVE PRICES AND 
Make a GREATER PROFIT! 


LAFAYETTE SAW & KNIFE INC. 


Established 1910 


115 Banker Street Brooklyn 22, N. Y. 


Manufacturers of Circular Saws, Band Saws, H. S. Planer & 
Jointer Knives, Mouiding Blanks, Beveled Edge Shaper Steel. 





@ Correctly Tempered to Withstand Heavy 


@ Each Blade Attractively Packaged & Labeled 
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Simplify Your Stock Taking with the 


HARDWARE AGE WHITE INVENTORY SHEETS 


Actual size of sheets 934 by 12 inches over all; writing area 
8!/, by I1'/ inches. Sheets printed on both sides of white 
paper, with 28 entry lines on each side. PRICE $1 for 200 
sheets (400 pages) plus 25¢ mailing charge. 















































You can make your annual inventory taking an easier, surer 
job by using the HARDWARE AGE WHITE INVENTORY 
SHEETS which 1,000 leading retail hardware dealers helped 


us design. 


From the many suggestions received this sheet was designed 
to sell at a new low price—200 sheets for only $1, plus a 
25¢ mailing charge. As these sheets are printed on both sides 
of good white bond paper, this means you really get 400 pages 
of inventory record sheets. Each side of the sheet has room 
for 28 items. Your $1.25 investment provides inventory space 
for 11,200 items. 


During the past years, thousands of retail hardware dealers 
and wholesalers have used millions of HARDWARE AGE 
Inventory Sheets because they found them simple, convenient 


and handy to use. The WHITE INVENTORY SHEETS are 

























































the best ever—they are even more simple, more convenient and 
easier to use. Our entire effort was directed toward making 
your annual inventory taking an easier and surer undertaking. 


These WHITE INVENTORY SHEETS will fit the HARD- 
WARE AGE Inventory Sheet Binders which are used by thou- 
sands of dealers who reorder their Inventory Sheets from us 
year in and year out, 


Due to the exceptional low price at which these sheets are 
sold and which applies to the United States and its possessions 
only, please have your money order or check accompany your 
order. 


Make your inventory taking this year easier and surer with 
these WHITE INVENTORY SHEETS. Use the coupon below 
to order your supply today, 


eeeesesesesscossceesssssessessssUSe THIS COUPON. .ccccccccceccnccccccccccccesese 


HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 


Gentlemen: 
a | re Please send me 


charge). Also send me....... 
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hundred white HARDWARE AGE Inventory Sheets (200 for $1.00 plus 25¢ mailing 
Binders (50¢ each). Send these to me by return mail. 
FIRM NAME 


pads epee hes sg Salaam wee A eRe Gs STATE eine oe 


HARDWARE AGE 
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Beading 


STOVE PIPE 
FURNACE PIPE 
FLAT SHEET METAL 
eset 








DEALERS! 
Write 


Distributors—Sales Representatives 
Write for protected territory 


HEAVY DUTY BUILT FOR YEARS OF SERVICE 





Manufactured and Sold By 


CHARLES E. KRAUS MFG. CO. 
\__ 5. om or. LOUISVILLE 2. KY. yA 











STEVENS rorpepo tevets 


@ Made for customer satisfaction ! 
@ Priced to sell! 
@ Real profit-makers ! 








MODEL NO. 399— BLACK WALNUT 


Skillfully made of solid, highly polished black walnut. Has one 
level, one plumb, one 45° vial each conveniently located. ‘'Cat's- 
eye" vial for reading ease. Plated steel top piate. Weight per 
dozen, 2'/2 Ibs. List price, each 90 cents. 





MODEL NO. 400-—NATURAL CHERRY 


The sales inviting, natural grain finish of solid cherry wood sells 


this level. One level, one plumb, all of ‘‘cat'seye" liquid. 
Plated steel top plate. Weight per dozen, 2!/ Ibs. List price, 
each 60 cents. 

Your Inquiries on our Complete Line of Quality Levels Will Be 
Promptly Handled. 


“Put Them on Display — They Sell Themselves." 
P&P-5003 











ree A STEVENS LEVEL company 


NEWTON FALLS, OHIO 
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‘TAKE z COOD- 
LONG LOOK x 


AROUND... 






You'll find that Congress Drives are 
profit builders. The Congress Line con- 
sists of a special pulley assortment—50 
pulleys that meet 90%, of your calls— 
variable speed pulleys, step-cone pul- 
leys, flexible 
couplings, and 
a complete as- 
sortment of V- 
belts. 


Write for cata- 
log covering all 
Congress Drives. 
All shipments from 
your local jobber. 


\) SALES BUILDING 
/ COUNTER DISPLAY 


This 3-color display is part of 
the Congress point-of-sale pro- 
motion plan. Write for details. 











CONGRESS °° DRIVES 


3750 E. OUTER DRIVE, DETROIT 12, MICH. 











BACK TO NORMAL— 
Deliveries, That Is! 


TROJAN 


SAW BLADES & FRAMES 


Yessir, Dealers—TROJAN now makes 10-day delivery on 
all jewelers, coping and scroll saws—both blades and 
frames. Larger production facilities now insure prompt 
service on every order. See your jobber at once for your 


stock of the popular TROJAN line. 


DEALERS 
ATTENTION! 
Break the Ice 


With This 
Sales Leader 























No. 1 SAWING SET (The Saw of 1,000 Uses) 


Highest quality set for home, shop, school or mechanic. 
Comprises No. 20 Trojan Frame and assortment of six 
blades for sawing wood, metal, bone or plastics. Complete 
sawing instructions included in attractive box suitable for 
display. 


LIST $15.00 per Dozen. 


Every Trojan Blade is guaranteed to have 
filed and set teeth (never stamped). 


Sold Exclusively thru Jobbers 


ACKERMANN, STEFFAN & CO. 


4534 W. Palmer Street, Chicago 39, Ill. 
76 Reade St., New York City 
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| ° CABINET HARDWARE DISTINCTI VE HARDWARE Z 
































































| © BUILDERS HARDWARE a | : 
w N T 
CABINET LOCKS ALL FROM SOURCE The] 
il IN e SCREWS AND BOLTS Aas ee schal 
pe \) © SASH HARDWARE NATIONAL LOCK COMPANY ¢« ROCKFORD, ILLINOIS off-se 
: stead 
pe calen 
No 
orven BY MAIL OFFSET REPRINTS Meta 
oO COST BRING HIGH QUALITY duty 
= ust __ | atid TO THE LOW PRICE FIELD aroun 
a Large or Small Quantities L uae 
300 ¢ 4.00 $8.00 eBus Type “‘A’’ Load Binders are drop 
soot" 435 130 Clear, sharp reproduction. 20 tb. Bond. — | | (rtrd, yt ataens ang tal ype ma 
nese 1m oa ey Letters ... . Advertisements . . . Clip- oes te at Ge —_—.. on. . 
Bevble cbeve peices if pings ... Price Lists . . . Catalogue thes ig thst a appeal to 
printed on 2 sides Sheets . . . Testimonials . . . Drawings ee oe 7 he on an ao 
. — oa - - « Documents... Charts... Maps Suite ase ny “le ae. a MC 
ewar . 
Almost anything printed, typed, written, | | ,, Also available are Type Adiust 
MAIL ee ome with drawn or photographed can be repro- eC) Ie uit 
yay, Prompt Senne jj duced. No engraving charges. Prices vices. Cowolete informe- HOSK 
tity. Prompt Service. All 9 
Shipments C.O. D. unless are for straight offset printing in black ee — 
credit established. on white bond stock, printed one side. for ea 
SOLD ONLY THROUGH RECOGNIZED 
i A R sl oO N PR E oa S JOBBERS AND DISTRIBUTORS hose. 
Credit References—Lincoln National Bank, Newark, N. J. LEBUS ROTARY TOOL WORKS ~ 
138 WASHINGTON STREET Dept. H NEWARK 2, N. J. P. O. BOX 2352 LONGVIEW, TEXAS Fits an 
hose. 


o BATHROOM AND KITCHEN ACCESSORIES AS Romy) - 
YNZ, “DESIGNED TO MAKE THE PASSER-BUY” = ™ =, nant 


THE AUTOYRE COMPANY + OAKVILLE, CONN 








SY) For PUNE UP tgs! 
\ Ch ea PUSH-PINS 


Designed to an- 
swer EVERY pin- 


dh - ) 
weed. Sell them to For HANGING UP things / 
dra COMPLETE PUSHLESS 

ith CO! ETE ' 
CONFIDENCE. as MOOR PICTURE HANGERS 
Nationally adver- 
tised. 




















For LARGE FLOOR AREAS 


Now another model of the famous Cellulose Sponge Minute Mop sad 2121 
Drainer—the No. 801 Jumbo Model, for homes, stores, , shepe— 

50% more sponge—bigger head—bigger drainer. List price, oe 
model, $2.98 Complete with new Drainer, 54” handle and haodle 
tight clamp. (List price regular model No. 101—$1.95 complet). 
Write or phone your jobber today. 


TE MOP (CO. coscuee os aac. 



















MOORE PUSH-PIN CO. Since /900 


113-25 BERKLEY ST. PHILADELPHIA 44, PA. | 











* MARSHALLTOWN TROWELS * 


MARSHALLTOWN TROWEL COMPANY * MARSHALLTOWN, IOWA 


/ ah ras lire | 


FOLLOW THE LEADER IN ‘'Want Ad" ADVERTISING — | 


























Year after year HARDWARE AGE has led its field in the Those who contact the hardware trade know from experi- 
volume of classified as well as display advertising. Its ence that HARDWARE AGE is the logical medium to use 
classified columns bring together buyer and seller, em- to secure RESULTS from their classified advertising. 
ployer and employee. Follow the leader. 








HARDWARE AGE  ctasifed opperinnisics Der. 100 East 42nd St., New York 17, N. Y. | 
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Year-round demand for GOTTSCHALK’S MET L ac 





The housewife has daily use for Gott- 
schalk’s Metal Sponges. There’s no 
off-season for these items; they’re 
steady sellers right around the 
calendar. 

Nothing can equal Gottschalk’s 
Metal Sponges for the nasty, heavy- 
duty cleaning and scouring jobs 


and woodwork, tiles, metal, porcelain 
and enamelware. They’re non-rust- 
ing, non-abrasive—can’t harm fine 
finishes or hands. Easily cleaned in 
hot water. 

Don’t bother with unsatisfactory 
substitutes, when you can sell women 
the Gottschalk’s Metal Sponges they 
want. Write for full details. 











No. 325— SPECIAL 3-IN-1 PACK 
3 regular 10-cent sponges 
Retails for 25 cents 


No. 110—METAL SPONGE— 


Retails for 10 cents 


















around the home. Perfect for floors 


METAL SPONGE SALES CORPORATION . 3650 NORTH 10th STREET « cumateeiale 40, PA. 












MODEL 200 NOZZLE 


Adjustable brass nozzle equipped with 
HOSNAP (snap on) coupling 
for ease in attaching to 





ey 


hose. 


HOSNAP 


EQUIPPED 
NOZZLE 


Fits any standard 


hose. 





PAT. PENDING ON ALL CRESCENT PRODUCTS 
THROUGH YOUR JOBBER 
1573 EAST LARNED ST DETROIT 7, MICH 
HOSNAP COUPLINGS, AND NOZZLES 


SOLD 


CRESCENT STEEL CO 
Manufacturers of FINE LAWN SPRINKLERS 















CHICAGO 
DIE CAST 
PULLEYS 


now come fo you in attractive red, white and blue 
display containers. Complete range in sizes from 
1 1/2 inches to 5 inches in diameter. 

Increase your pulley sales by featuring Chicago 
packaged pulleys. Order from your jobber. Write for 
Catalog No. 48.8 





Chicago DIE CASTING MFG. COMPANY 


DURO METAL PRODUCTS CO. 


2649 N. Kildare Ave., oe 39, Ul. 


2512 West Monroe Street, Chicago, 12 Illinois 

































Winall Garden Hose or... @ Sprayer 
ONLY ONE OF ITS KIND 


Think of it! — now you can sell one sprayer to do all garden spraying jobs. Attach the 
Arnold Sprayer to regular garden hose, insert one of 12 different insecticide cartridges (or 
Cleanswell Auto Wash Cartridge) — turn on and spray! No mixing or mess. Not only that, 
the Arnold Sprayer controls insects while watering — 2 operations in 1! Adjustable nozzle 
adjusts for 30 foot stream or mist for close range use — meets every spraying requirement. 
Brass or chrome plated finish — quality construction throughout. The Arnold Spray is the 
practical tool home gardeners want. Stock them, sell them for extra profits! Carry replace- 


ment cartridaes for profitable repeat business. : 
RETAIL PRICES 


Types avaliable: DDT-Spray, P-R (Pyrethrum-Rote- 
tespray, 


Wees0- on tl Tt met Ocaes Tae 
,  Yitamts ag Tie ay « CHROME 
ES amt eros, Vaal wie | FINISH —- —$5,50 
WRITE 7 UPLAND Rvuad BRASS 
DiREcT Garden Hose Spray Co., Inc. camsridGe 40, MASS. | FINISH ~ —*5,0O0 
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wes FOR 


CARDED OR ROUND SOFT HAIR 
IN BULK OR FLAT OR BRISTLE 





TOUCH-UP AND MARKING 


FOR BRONZING AND ENAMELING 


M. GRUMBACHER 





464 WEST 34th STREET, NEW YORK 1, NEW YORK 


M GRUMBACHER OF CANADA LTD.. 179 KING STREET W.. TORONTO. ONTARIO 

















DON'T KILL YOUR OPERATOR 


Electrify Your Hand Elevator with this Power Unit 







“Lifte from 1000 te 2000 lbs, with ease” 
ELEVATOR POWER UNITS 
ELECTRIC ELEVATORS 


DUMB WAITERS 


Davis & Newcomer Electric Elevator Co. 


Write fer Infermatien and prices. 








Women know it. Women want it. With a 
chip-chop of bouncing blades, cabbage is 
shredded . . . onions, parsley, nuts are chop- 
ee steak is cubed - meat is tender- 
ized. Nationally advertised. . . display 
it for volume sales. . Price 79¢ 

Mokers of Foley Food Mill, ‘Sifter, Fork 

Foley Mfg. Co., Minneapolis 18, ‘Minn. 


AVAILABLE THROUGH YOUR JOBBER 


KNIFE-SHARP 
STAINLESS 
BLADES 














AUTOMATIC GRIP 
SCREWDRIVERS 


MORE WORK 


ORDER THRU 
Aelel mie) 1-123 


Hold-E-Zees do the job better, faster. They excel wherever screw- 
drivers are used. Gripper instantly released by spring action, slid- 
ing up out of way when not in use. All materials highest quality. 


UPSON BROS., INC., 84 Exchange Street, Rochester 4, N. Y. 

















IMMEDIATE 3) 


ae , Se 
—-, —-° —__ - | DELIVERY 
se = a — if you order 
— mn Or Cutting promptly through 


your wholesaler 











The cutter with a “golf club” balance and feel. Curved 
blade (regular or serrated edge)—an efficient cutting tool 
—36" over all length. 

Detachable blade gives you extra profit in sharpening 
or replacing. This is the only cutter using Elastic Stop 
Nuts—can’t loosen or freeze to the bolt. Blades may be 
purchased separately. 

Packed 6 to a carton, 1 display carton FREE with every dozen ordered. 


feo) arm /\ 4) | pele) Riser 


OAKLAND, MAINE 














““VITAL CAULKING GUNS 


HAVE NO EQUAL" 











AND 
CARTRIDGES 


The complete original Ist 
line of guns and cartridges 
rotary style single unit handles, all styles; sizes 1 pt. 
to 2% qts. Nozzles from 1/16” up. Vital Caulking Guns feature the 
new “Clear-flow” one-piece tapered nozzle—no strain, no slipping, no 
excess weight. Vital-Pak top grade compound cartridges keep guns 
clean, eliminate messy filling. List: from $4.00 to $17.00. Cartridges 
at current prices. Liberal terms. Call your jobber. 


The VITAL Products Mfg. Co. 


7500 Quincy Ave. Cleveland, Ohio 





















Extra Strength at Less Cost! 
FOSTER Aluminum Alloy 


“D” HANDLE GRIP 


Sells on sight with every shovel, grain 
scoop, garden tool, etc., and as replace- 
ment handle. Exceptional mark-up 
Heavy duty with sure grip handle design. 
Hard, virgin Aluminum Alloy for extra wear 
without rust. Save 662/3 on freight! 
WRITE for CIRCULAR and PRICE LIST 








FOSTER Aluminum Alloy Products Corp. 


114-118 § Salina St Syracuse 2, N 
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‘IT'LL PAY YOU TO STOCK 
THE JOHN ALDEN KNIGHT LINE! 


You can cash in on this quick-turning, high-profit line 
of John Alden Knight Flies and Streamers. Designed 
by Knight for his own personal use, this line is now 
available to fishermen everywhere. This line is to be 
advertised nationally in Field and Stream and Oat- 
door Life for the 1948 Trout Season. Packed in attrac- 
tive plastic counter display pieces, every Fly bears Mr. 
Knight's signature. If you are not stocked on the John 
Alden Knight line, Send for our catalog af once! 


EXCLUSIVE MAKERS 


BENNETT MILLARD FISHING TACKLE, INC. 

















Police Departments Throughout the U. S. recognize the 


PEERLESS HANDCUFFS 


as the best Handcuff made 
weisnt 10 ounce 


‘ ees: = 





PEERLESS HANDCUFF CO. 
SPRINGFIELD, MASS. 


There is no satisfactory substitute 
for a Peerless Handcuff 











KNIVES 


Marble's Expert No. 545 










Ki Favorite with Hunters and Trappers. 
or SPORTSMEN Has blade that holds keen edge. 
Easy grip handle made of washers 
of sole leather, fibre and brass; plas- 
tic tip. 5-inch blade with leather 


sheath, $3.50 list. 








Marble's Ideal No. 45 


Popular all-purpose knife for field, Easy TO S E LL 
forest, and camp use. Extra sturdy 

thick forged blade, hollow ground Suve 

Handle of sole leather washers, fibre TO SA . | S F , 


and brass; plastic tip. Complete with 























130 WASHINGTON AVE. @ BINGHAMTON 10, N. Y. Lae ee 
Marble Arms & Mfg. Co. Gtmosrone, mich. asx 
= * 
SELL THE 


D. P. HARRIS HDW. & MFG. CO., INC. - ROLLFAST BLDG. - NEW YORK, N.Y 








CARDED for 
PROFITABLE 
BARGAIN- 
COUNTER 
SELLING 


ee 
The New 
WILSON UTILITY SAW 


Priced for volume sales! Carded for easy selling. Designed 
for lifetime service in sawing metals, plastics, tile, wood, 
etc. Now in volume production—prompt shipments assured. 
Through better jobbers everywhere. Details on request. 


WILSON HARDWARE MANUFACTURING CO. 
2325 So. Michigan Ave. © Chicago 16, Ill., U. S. A. 











JANUARY 15, 1948 





EST. 1857 


SADDLE LEATHER LINE 


@ Holsters, sbell cases, cartridge 
belts, and other Lawrence saddle 





SEND leather sporting goods are profit 
—— producers. Made in the West since 
LAWRENCE 1857. Nationally advertised in lead- 


ing outdoor magazines. Dealerships 
available. Write for information. 


THE GEORGE LAWRENCE CO. PORTLAND 4, OREGON il 


LEATHER LINE 




















OVER 88 YEARS’ EXPERIENCE 


@ PRIEST'S 
) CLIPPERS 


Triple plate — copper, 
nickel, chromium finish. 
Ball bearing, easy action. 






Over 80 years’ experience. 
ASK YOUR JOBBEB 


AMERICAN SHEARER MFG. CO. 


NASHUA, NEW HAMPSHIRE, U.S.A. 
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Classified Advertising Rates 














Help Wanted. Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Each additional 
Positions ronal 
(Special pew set solid, maximum, 


50 words . 

Each additional word 

Allow Seven Words for Keyed Address 
or Your Address 


Bet 2 maximum, - ae el bat 





*BOXED DISPLAY RATES 
$8.00 Per Column Inch 








Cuts or special borders not allowed. 
“DISCOUNTS FOR BOXED DISPLAY ADs 
5% discount for 4 or more lasertions 


No Agency Commiesten Gowad en Ghaastiet 
dvertising. 


REMITTANCE meer ACCOMPANY ORDER 
Send check or money order, 
net currency or stamps. 


Samples of Merchandise, Literature, en Cunt, 
etc., will = be forwarded to 

advertisers unless accompanied my euiiclont 
postage for remailing. 


BARBWARE AGE &, ae every other 
Thursday. Classified f close 15 days 
Previous to date of publication. 


Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
100 East 42nd St., New York 17, N. Y. 

















[Help Wanted «dS 


WANTED MAN TO WORK IN OHIO 
SEED STORE, good education, personal appear- 
ance and complete outline of your experience 
including age and salary desired in first letter. 
Address Box M-34, care of Harpware Ace, 100 
East 42nd St., New York 17, N. Y. 








WANTED, WORKING MANAGER FOR 
LARGE RETAIL HARDWARE STORE in 
Mid Atlantic Section. Give age, experience, ref- 
erences, clubs and present employment in first 
letter. Unusual opportunity for one who meets 
requirements. Address Box M-40, care of Harp 
warRE Ace, 100 East 42nd St., New York 17, 
mB. Y: 





OFFICE MANAGER, EXPERIENCED, MUST 
POSSESS EXECUTIVF ABILITY. Capable of 
taking full charge in wholesale hardware business, 
Metropolitan Area. Detailed information as to 
experience, ability, and past performances. Where 
employed in the last 10 years, in your first letter, 
which will be kept confidential. State salary de- 
sired. Address Box M-43, care of Harpware 
Ace, 100 East 42nd St., New York 17, N. Y. 





OPPORTUNITY FOR YOUNG AGGRES- 
SIVE HARDWARE MAN to own his own busi- 
ness without outlay of capital. Will sell at in- 
ventory value with five years to pay out of the 
profits. Will consider only, one who is thoroughly 
experienced in all lines and capable of managing 
a large store. Give all qualifications in first letter. 
Address Box M-39, care of Harpware Ace, 100 
East 42nd St., New York 17, N. Y. 


PAINT SPECIALTY MANUFACTURER 
WANTS EXPERIENCED SALESMAN 


FULL TIME OR SIDE LINE 
ARRANGEMENT FOR 


GREATER CHICAGO 

OHIO —- KENTUCKY —- INDIANA 

KANSAS — MISSOURI 

OKLA. — TEXAS TERRITORIES 
Drawing account and liberal commission. Ex- 
cellent opportunity for pa having following 
with store and industrial trade. Give references 
and resume of experience in first letter. 

ILLINOIS BRONZE POWDER CO. 

2016-29 S. Clark St., Chicago 16, If. 




















ee = 


Sales ives Wanted 


PAINT SALESMEN, MANY EXCLUSIVE 
TERRITORIES OPEN, Reputable full line with 


| Sure fire advertising and dealer help campaign. 


Our men know of this ad. Address Box M-47, 
care of Harpware Acez, 100 East 42nd St., New 
York 17, N. Y. 





EXPERIENCED HARDWARE SALESMEN 
WITH FOLLOWING in their territories, Call on 
hardware, paint and house furnishing stores. Sell 
for established New York Hardware Jobbing 
Firm. Territories Open—New Jersey, Connecti- 
cut, Westchester County, Rockland County, Brook- 
lyn and Long Island. Liberal Commission. Write 
Box M-36, care of Harpware Acez, 100 East 
42nd St., New York 17, N. Y. 





SALESMEN WANTED WITH FOLLOW- 
ING FOR TOP QUALITY IMPORTED CUT- 
LERY LINE to cover all States except Wisconsin, 
Illinois, Indiana, ichigam, California, Oregon, 
Washington. Line features pocket knives with 
scissors, folding scissors, push button knives, 
camping sets with folding implements, etc. Com- 
mission basis. Write Latama, 1133 Broadway 
or apply in person 200 Worth Street, New York 
City. Telephone BE3-7480. 





SIDELINE SALESMAN WITH TRADE 
FOLLOWING WANTED by Established New 
York Wholesale Hardware and Tool Jobber to 
cover retail hardware ard automotive trade in 
New England States; also Western New York, 
Pennsylvania, Maryland and Delaware on a 
commission basis. Address Box M-42, care of 
Harpware AcE, 100 East 42nd St., New York 
7, KF 





SIDELINE SALESMEN, SMALL TOWN 
COVERAGE; Hardware, Housewares, Appliance 
Stores. Liberal Commission. Catalog includes 
tubular stools, chairs, automatic toasters, play- 
yards, curtain stretchers, gas stoves, heaters, pearl 
top hampers, aluminum outdoor and indoor dryers, 


pressure cookers, ironing tables, kitchen  step- 
ladders, salad-cutter, potato-ricer. Address Box 
M-46, care of Harpware Ace, 100 East 42nd 


St.. New York 17, N. Y. 








SALESMEN WANTED 


Leading manufacturer, complete line of leather 
dog furnishings, has a few choice pr 
territories open for experienced men with fol- 
lowing among retailers, chains and jobbers. 
Liberal Commission. 


Address Box L-306, care of PAROWARE, Aes 
100 East 42nd St., New York 17, N. 











SALESMAN TO SELL MANUFACTURER’S 
FAST SELLING LINE of Wooden Folding 
Clothes Dryers, Accordion Type, to department, 
hardware, furniture and chain stores. Liberal 
commissions and excellent repeat order items. A 
staple side line with year round business. Beauty- 
craft, Inc., 1569 Beacon St., Brookline, Mass. 








SELL LAWN MOWERS TO DEALERS AND 
DEPARTMENT STORES. Drop ship direct 
from factory at low prices for chain store competi- 
tion. Line includes four models and power mower. 
Exceptional values, satisfactory quality, mid- 
western shipping point, commission. In _ reply 
state type trade, exact territory covered. Fran 
dele Company, 400 W. Madison, Chicago, Illinois 





SALESMEN WANTED. UNIQUE, NEW, 
PATENTED, SMALL HARDWARE ITEM, 
perfect for lumber and hardware retailers. (Sold 
Y% million in 6 months), long dealer discounts, 
large commissions on initial and repeat orders. 
Good salesmen earn $25.00 daily. Territories 
east of Rockies and north of Ohio available. 
King-Chippewa Co., Mfrs., 2517 California Ave., 
St. Louis 4, Mo, 








SIDE LINE SALESMEN WANTED 


Manufacturer of popularly priced chemical specialtics 
such as Ant Killer, Glass Cleaner, Wall Cleaner, 
Shoe White, Painted Surface Cleaner, etc., desires to 
contact side line salesmen covering the hardware, drug, 
and notion trade. Excellent proposition for right men. 
State territory desired and full details in first letter. 


BARTON CHEMICAL CO. 
3909 Langley Ave. Chicago 15, Illinois 

















EXPERIENCED 
SALESMEN WANTED 


Unusual opportunity to represent estab- 
lished mfg. of popular-priced line of 
Paints, Enamels, etc. Only experienced 
men with dealer following in hardware, 
paint and variety stores apply. Qualify- 
ing party will be given drawing account 
against commissions. All inquiries strict- 
ly confidential. 

Openings in Indiana—S. C.—N. C.—W.Va. 
Ga.—Pa.—Ala.—Tenn.—Miss. 


Address all inquiries to 


Donley Paint Company 


3559 E. 71st St. Cleveland 5, Ohio 
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[Sales Representatives Wanted | 





[Sales Representatives Wanted | |(Sales Representatives Wanted | 





BETTER COMMISSIONS TO SALESMEN 
alling directly on retail hardware dealers, build- 
ing supply and fuel oil dealers. Exclusive terri- 
tories. Nationally advertised. List items handled 
and territory desired. Write Box M-17, care of 
een Acez, 100 East 42nd St., New York 
17, 





SALESMEN EXPERIENCED. CALLING ON 
Paint, Hardware, Variety, Department, Building, 
Marine and Supply Stores, Lumber Yards, Also 
Industrials. Wood and canvas preservatives, high 


grade aluminum ’ paints, competitively priced. 
Full time or sideline. Liberal commissions. 
Western and Southwestern States. Full particu- 


Atlantic Varnish Company, 
Los Angeles 32, Cal. 


lars in first letter. 
4829 Hunington Drive, 





SALESMEN TO CALL ON Hardware, Pawn 
Shop, Sporting Goods and General Store Trade 
with Cutlery and Novelties, wanted, for following 
territories: Maine, Vermont, New Hampshire, 
Washington, Oregon, Montana, Idaho, Utah, 
Nevada, New Mexico, Wyoming, Colorado, Texas, 
North Dakota, South Dakota, Nebraska, Kansas, 
Minnesota, Iowa, Oklahoma, Arkansas, Florida, 
Mississippi. Territories may be split—sideline or 
full time. Mitchell Mogal, Inc., 195 Canal Street, 
New York 13, N. Y. 





SALESMEN WANTED TO SELL QUALITY 


REPRESENTATIVES CALLING ON DE- 


ELECTRICAL ITEMS, cord sets, sockets, 
switches, wire, plugs, etc., in conjunction with Nethealis” Distriteeed Tendon ey = 
lines you are now carrying. North Carolina, | Covers, Exclusive territeries, Excellent commis- 


South Carolina, Kentucky, Tenn., Ohio. Jandorf 














Electrical Supply, 1 E. Lafayette Ave., Balti- | First an Ee tee sees StS-we8 
more, Md. >t , ° . 
‘ 7 REPRESENTATIVES WANTED 
SALESMEN WITH ESTABLISHED FOL- Expansion program opens unusual opportunities for 


LOWING OF RETAIL HARDWARE STORES | 
WANTED by Manufacturer of medium and low- 
priced line of Baseball Gloves, Basketballs, and 
Footballs. Full details and lines now carried in 
first letter. Address Box M-41, care of Harp- 
~~ Ace, 100 East 42nd St., New York 17, 


high calibre manufacturers representatives calling on 
hardware, feed stores, and jobbing trade. All states 
except Pacific Coast. One of the major lines of Garden 
and Household pest control items offered on exclusive 
basis. Unlimited possibilities. Old established repu- 
table manufacturer. Please give complete details 


| 
STANLEY INDUSTRIES 
13415-24th Ave. Se.—Seattle 88, Wash. 




















| Accounts Wanted | 
BUILDING SUPPLIES SALESMEN—Mid- 
west Wholesale Organization has ag er eg for | 
three men, under 45, experienced in lum 
Must have car and ay willing te travel. Promote | 
sales of lumber and building supplies to estab- 
lished retail outlets. Straight salary. Openings in 





MANUFACTURERS AGENT. WELL _ ES- 
TABLISHED CAN USE ONE OR TWO MORE 
| GOOD LINES to the Wholesale Hardware and 





Northwest Iowa and South Dakota; Nebraska and | Mill Supply trade in Eastern Southern 
Kansas. Write stating age, education, experience | N. J., Delaware, Maryland an District of 
and salary required. Replies held confidential. | Columbia. References. Address Box M-38, care 
Address Box Harpware AGE, 100 East 42nd St.. New 


M-14, care of Harpwarg Aag, 100 | o; 


East 42nd St., New York 17, N. Y. 


York 17, N. \ 








NATIONAL DISTRIBUTORS WANTED 


BY MANUFACTURER OF SMALL HAND TOOL 
USEFUL IN EVERY HOUSEHOLD. 
NOW SELLING SPECIALTY HARDWARE, 
AUTOMOTIVE, PAINT AND CHAIN STORE 

ACCOUNTS. 


Address Box M-45, care HARDWARE AGE- 
100 East 42nd Street, New York 17, N. Y. 

















LARGE EASTERN ELECTRICAL 
DISTRIBUTOR SEEKS 
EXPERIENCED SALESMEN 


to call on Hardware and Electrical Dealers and 
Electrical Contractors. Full line of Wiring Devices, 
Switches, Sockets, Receptacles, ete. Sample kit 
furnished. Reply stating territories covered and lines 
handled to 
Box M-35, care HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 

















SALESMAN 
NEW ENGLAND STATES FOR MANUFACTURER 
OF BRUSHES, MOPS, ETC. AN EXCELLENT 
SIDE LINE WITH LIBERAL COMMISSION ON 
A PERMANENT BASIS IN PROTECTED TERRI- 
TORY FOR OLD ESTABLISHED CONCERN. 


Address Box M-48, care of so aa AGE 
100 East 42nd Street, New York 17, Y. 

















PAINT BRUSH SALESMEN 


EXPERIENCED MEN ONLY WITH DEALER 
FOLLOWING FOR COMPLETE BRANDED LINE. 
MOST TERRITORIES OPEN. WRITE FULL DE- 
TAILS. LIBERAL COMMISSION. 


Address Box L-319, care of HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 

















GO-GETTER WANTED. FULL TIME REP. 
RESENTATION for Large West Coast Distribu- 
tor of exclusive line of Door Locks, Chrome Bath 
Accessories and Allied Hardware Items. Call on 
retail hardware stores and lumber yards. Some 
choice open territories still available. Top com- 
missions; immediate shipments. Protected terri- 
tories. Please give — particulars of trade ao | | accounts or you can bill 
territory coverage in first letter. Address Box | 
M-44, care of Harpware AcE, 100 East 42nd St., Write for further information and references } 
New York 17, N. Y 


NATIONAL DISTRIBUTORS 
ANCO CORPORATION Pittsburgh 22, Pa. 
Branch Offices 
New York® Philadelphia ® Detroit * Cleveland * Louisville 
Covering all classes of } We will carry the 




















NEED TOP-FLIGHT 
REPRESENTATION IN FLORIDA? 
Thoroughly experienced salesman, with I5 years 
successful sales record, is interested in line 
of reputable manufacturer only. Complete cov- 





SALES REPRESENTATIVES WANTED 


To sell the SoH! Line of Hom oodwork- 


eoraft Bench W: : , : 
Saw erage in the State of Florida for jobbers, 
Site ion ae tae oe os chains, department and furniture stores. 


territory protection. High class merchandise. Several 
territories now open, due to plant expansion. 


The So-Hi Tool Co., Ine., 
Oshkosh, Wisconsin 


care HARDWARE AGE 
New York 17, N. Y. 


Address Box M-32, 
100 East 42nd Street, 








| 
Good commissions and 
| 























|| ATTENTION MANUFACTURERS 





MANUFACTURER OF 
QUALITY HAND TOOLS 


HAS VALUABLE TERRITORIES OPEN FOR 
SALESMEN OR SALES ORGANIZATIONS | | 
CONTACTING CHAIN STORES, HARD- 

WARE AND ELECTRICAL JOBBERS AND | 


M. STANLEY HARDWARE CO. 
1732 South LaBrea, Los Angeles 35, Calif. 


Newly Formed Sales Company calling on Hardware 

Dealers and Distributors Seeking New Lines in Cabi- 

| net & Builders Hardware, Housewares, Electrical 

NEW YORK Appliances and Gift Lines of All Kinds, will also 
| consider Exclusive Representation in Any Line of 

| Merit for California. Please send catalog and price list. 














RETAILERS IN NORTHWEST, MIDDLE 
WEST, SOUTHERN AND NORTH ATLAN- 
TIC STATES. LIBERAL COMMISSIONS. 
WRITE IN DETAIL. ALL REPLIES WILL 
BE HELD CONFIDENTIAL. 


Address Box M-2!, care of HARDWARE AGE 
{00 East 42nd Street, New York 17, N. Y. 


ATTENTION MANUFACTURERS 


WE NEED GOOD LINES FOR CHAIN STORES. 
WE WANT TO KNOW QUALITY, QUANTITY AND 
QUICKNESS. SEND US YOUR CATALOGUES AND 
JOBBER PRICES WHOLESALE ONLY. REFER- 
ENCES SUITABLE TO ALL. 


WOLFELAND'S 
P. ©. BOX 375 MONROE, N. C. 
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| Accounts Wanted =f 


| Accounts Wanted | 


[ Business Opportunities | 








MANUFACTURERS’ AGENTS 
INTENSIFIED COVERAGE BY 4 wen SOV EnInS 
ILL, IND., & WISCONSIN, SELL HD 
JOBBERS & HDWE. CH HAINS, AUTOMOTIVE 
JOBBERS, & ELECTRICAL 
JOBBERS, MILL SUPPLIERS, MAIL 
HOUSES, DEPT. STORE CHAINS—MANUFAC- 
TURERS. WHO SELL OUTSIDE PRODUCTS THRU 
THEIR RETAIL DEALER ORGANIZATIONS. 

LEE E. LANE COMPANY 
624 So. Michigan Ave. Chieage, Illinois 

















MANUFACTURERS AGENT AND SALES 
ENGINEER DESIRES LINES of tools, ma- 
chinery, electrical supplies and hardware for the 
St. Louis Area. Thorough coverage of Hardware 
and Electrical Jobbers and Industrial Concerns, 
Display and warehouse facilities available. Ad- 
dress Box M-37, care of —— arE Acer, 100 
East 42nd St., New York 17, N. Y 





MANUFACTURERS REPRESENTATIVES 
DESIRE ADDITIONAL QUALITY LINE for 
New Jersey, Eastern Pennsylvania, Delaware, 
contacting Lumber Yards, Hardware Dealers, Mill 
Supply Houses. Now traveling 4 men. Experi- 
enced representation, aggressive coverage. Com- 
mission basis. Address Box M-49, care of Harp- 
ge) Ace, 100 East 42nd St., New York 17, 





LINES WANTED. LOOKING FOR SEV- 
ERAL GOOD LINES from manufacturer to sell 
to Retail Stores in Ozarks and Surrounding Ter- 
ritories. 19 years’ experience on road, 3 years as 
Owner of Retail Hardware Store. Welcome per- 
sonal interview. Straight commission. Exclusive 
territory. Address R. H. Yencer, 413 Ildereen 
Dr., R. 8, Box 262A. Springfield, Mo. 





ATTENTION MANUFACTURERS: REPU- 
TABLE MANUFACTURERS REPRESENTA- 
TIVES, Dun and Bradstreet Rating, Seeking 
New Lines, Memphis and Vicinity, Ark., Miss., 
Tenn., with following among Builders Hardware 
Trade, Hardware Jobbers, Lumber Yards, Plumb- 
ing Supply Trade, Sporting Goods, Toys, Elec- 
trical Items and Appliances. Maintaining Perma- 
nent Display Rooms and Sales Offices, with full 
time sales force. J. H. Alexander and Son, 1605 
Madison Ave., Memphis, Tenn. 





ACCOUNTS WANTED. ESTABLISHED 
MANUFACTURERS REPRESENTATIVE cov- 
ering Retail Hardware, Dept. Store, Variety and 
Implement Trade in the Northern half of Illinois 
and Eastern Iowa, excluding the Chicago Area 
desires to Represent Quality Manufacturers of 
hand tools, galvanized ware, lawn mowers, out- 
board motors and wheel goods. Hoover Kelley, 
802 East Third St., Dixon, Illinois. 





ACCOUNTS WANTED. MANUFACTURERS 
AGENT with office and storeroom, desires lines 
to sell hardware jobbers only and lines to sell 
direct retail hardware dealers, chain stores, house 
furnishing and department stores in Philadelphia, 
Eastern Pennsylvania, Central and Southern New 
Jersey—covered territory 15 years. Established 
trade. Address Box M-1, care of Harpware AGz, 
100 East 42nd St., New York 17, N. Y. 





| = Poritiows Wanted =| 


POSITION WANTED AS SALESMAN Met- 
ropolitan and Upstate New York Area. Exelu- 
sive territory. Builders hardware or hand tools 
or paint and specialties. Address Box M-33, 
care of Harnpware AcE, 100 East 42nd St., New 
York 17, N. Y. 








SALES EXECUTIVE NOW 
TO BUILD Pacific Coast Distribution for reliable 
manufacturer. Ability build trade or industrial 
sales, national accounts. Can train men, full time 
assignment preferred, but open to consider your 
proposition if good, as representative or drop- 
shipment jobber. Address Box 568, Alhambra, 
California. 





| Basiness Opportunities _} 





AVAILABLE | 


WANT TO BUY A SMALL TOWN OR 
SUBURBAN HARDWARE STORE grossing 
50,000 to 100,000 dollars per year. The location 
is immaterial as long as it is in a pleasant and 
Progressive community. G. H. Ingersoll, 16509 
Westdale Avenue, Cleveland, Ohio. 


FOR SALE—GARDEN TOOLS ASSEM. 
BLING PLANT. Consists of tools ready to ship, 
cut stock, machinery and dies. Pleasant location 
and reasonable rent. Will sacrifice. Selling reason 
poor health. If interested and desire to settle in 
Florida investigate in person. It will pay you. 
— Improved Garden Tools Co., DeLand, 
Plorida. 


TOOL AND DIEMAKER, AGE 48, 30 years’ 
experience, references, wants to join an estab- 
lished firm where my ability is an asset; or will 
consider to start a new shop. I am able to invest 
up to $4,000.00. What have you to offer? Re- 
plies will be strictly confidential. Address Box 
M-50, care of Harpw ARE AGE, 100 Fast 42nd 
St., New York 17, N. 














WE WILL PURCHASE FOR CASH 
COMPLETE STOCKS & EQUIPMENT OF 
ae a HOUSEWARES, PAINT STORES, 
UILDING MATERIAL & PLUMBING SUPPLY 
HOUSES 
Write Us What You Have To Offer 
MILTON SUPPLY COMPANY 
U. S. ROUTE #1 OXFORD, PA. 
No Stock Too Large Or Too Small. 











FOR SALE 


Well established wholesale hardware jobbing business 
in city with over 50,000 population. The only strictly 
wholesale hardware business In the city. Located on 
good railroad siding. Own property. Operating In 
Eastern Carolinas. Well stocked with quality mer- 
chandise, doing a nice volume of business, opportunities 
unlimited. Write for particulars to 

Box L-574, care of HARDWARE Age 

100 East 42nd St., New York 17, N. Y 











SURPLUS TOOLS AND HARDWARE 
AT BARGAIN PRICES 


SOLD IN SMALL OR LARGE QUANTITIES— 
WRITE TO 

MAC WINNIG 
153 FRANKLIN ST. NEW YORK 13,_N. Y. 
FOR SURPLUS LIST—OR CALL BE 3-7354-5 











WANTED 


6—8—10—16—20 Pennie Common Nails. 

4—6—8—10 Pennie Finish Nails. 

Wg Blue Plaster Board Nails. 

¥,"'—1"—14"—I'," Galvanized Pipe. 

& Foot Folding Wood Rulers. 

Write Price and Amount Available to 
GERSITZ HARDWARE & SUPPLY CO. 

901 Kensington Ave. Buffalo 15, N. Y. 














Keep In Touch With The “OPPORTUNITIES” In The Trade — 


Hardware manufacturers, manufacturers’ agents, jobbers, jobbers sales- 


men, retailers and retail salesmen all use the medium that covers and con- 


tacts the hardware trade most thoroughly—Hardware Age. They know that 


There Are Many Business Opportunities In The Classified Section 


of this widely read trade publication. Hardware Age has been the recognized 
leader for bringing buyer and seller, employer and employee together for 
many years. Use it and see if results do not justify every claim. 


HARDWARE AGE, (Cciassified Opportunities Dept.) 100 East 42nd St., New York 17, N. Y. 
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L. Business Opporvtunitiea | 





FOR SALE — HARDWARE STORE LO. 
CATED IN GOOD TRADING AREA doing a 
business of $120,000.00 a year. Will invoice 
$40,000.00. Will sell for $30,000.00, or will in- 
voice. Address Box M-23, care of Hardware Age, 
100 East 42nd St., New York 17, N. Y. 








WILL MARKET 


YOUR PRODUCT 
EXCLUSIVE WORLD-WIDE 
DISTRIBUTION 


Will negotiate with responsible manufac- 
turer only making complete product 
which must be new, unexploited and in 
popular price field. We are financially 
sound company selling 25 years, top- 
notch hardware, electrical, radio, mill 
supply jobbers, chain & dept. stores; also 
large export sales. We buy for own ac- 
count, assume responsibility sales, bill- 
ing and shipping. Will not deal with in- 
ventors or distributors; must be actual 
manufacturer only. Send literature with 
full details only; do not send samples. 


Ad-Art Ce., 267 Atlantic Avenue, Boston, Mass. 





FOR SALE—DEPENDABLE SERVICE BY 
THE ONE C. W. (CLIFF) ALLEY—Experi- 
enced. Bringing Together Buyers and Sellers of 
Retail Businesses, hardware, appliances, farm 
equipment and lumber. If you want to sell, ask 





for our Listing For Sale Proposal and reasonable 
terms. Prospective buyers, afforded full informa- 
tion regards businesses listed with us for sale 
and Free of Charge, upon inquiry. Territory | 
Arkansas, Colorado, Iowa, Kansas, Missouri, 
Nebraska, New Mexico, Oklahoma and Texas. 
Let us serve you. Alley Listing & Sales Agency, 
307 Central Building, Wichita, Kansas. 








NEW ELECTRIC MOTORS 


Available 
WE HAVE THE MOTORS YOU NEED. 
ONE OF THE LARGEST 
STOCKS OF ELECTRIC MOTORS. 
ALL SIZES — ALL MAKES. 
Allis-Chalmers, Westinghouse, G.E., Century, Jack & 
Heintz, etc. Limited supply. Prices on request. 


ALBIN MACHINE CO. 











22 W. 25th Street, New York City. WA 9-3407 


MISCELLANEOUS WANTED. 2.5 OD 
NYLON MARQUISETTE SCREENING. Send 
sample, state quantity available and price to 
Sterling Supply Corporation, #1 Porter Street, 
Philadelphia 48, Pa. 








SWISS PATENT 


Electric Hotwater Tap 


of new construction, inexpensive in 
production. This patent is filed in 
USA and the utilization of it for 
USA is for sale. 


Address Box M-3!1, care of HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 














GREATLY IN DEMAND! 


The 18th Edition of 


HARDWARE AGE VERIFIED LIST 


The most complete and authoritative list of 


WHOLESALE HARDWARE HOUSES 


We have yet published 





* 





INDISPENSABLE for contacting the Wholesale 
Hardware Houses in the United States and Canada. 
GIVES THEIR NAMES AND ADDRESSES— 
CAPITALIZATIONS—LINES HANDLED—TERRI.- 
TORIES COVERED—NUMBER OF MEN TRAV- 
ELLED — WHEN THE BUSINESSES WERE 
ESTABLISHED—AND THE NAMES OF THE 
OFFICIALS AND BUYERS. 


OBVIOUSLY useful information for calling om Job- 
bers—in making credit arrangements and in Direct 
Mail Sales Promotion Advertising. 


IT ALSO CONTAINS SEPARATE LISTS OF 
MILL SUPPLY DISTRIBUTORS — PLUMBERS’ 
AND TINNERS’ SUPPLIES JOBBERS—MANU- 
FACTURERS’ AGENTS — HARDWARE CHAIN 
STORES — HARDWARE ASSOCIATION LISTS. 


These lists are needed by all who sell through Hardware Channels 


Price is $15.00 a copy—REMITTANCE WITH ORDER 


HARDWARE AGE VERIFIED LIST 


100 EAST 42nd STREET, NEW YORK 17, N. Y. 
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AFTER PRODUCTION : 





As a forward looking manu- 
facturer you want to see your 
products find new markets 
and to assure a steady flow of orders. Your answer 
is Tru-Test . . . the proven system of distribution 
that “follows through” from factory to consumer. 








oO N Oo F 
COMPANY 


nae TEST onnis 6 


650 SOUTH CLARK STREET e CHICAGO 5, ILLINOIS 

















RNS We" 
IT REVOLVES! o SPRAY-MIST 


IT SPRAYS! SPRINKLER 


IT MISTS! 
IT AERATES! 







“CONVERTS YOUR 
HOSE TO A 
LAWN SPRINKLER” 









INDUSTRIES 


DETROIT 10, MICHIGAN 


Peerless 


5141 MILITARY 








STATESMAN 


NYLON 


BAIT CASTING LINE 


Smoother... stronger... smaller 
diameter...and unaffected by 
salt water! Carefully made by a 
Norwich special process—in nine 
tests from 9 to 50 pounds. 

Ask _— Jobber Salesman! 


Wl OR WY CH] - i, ) 


LINE COMPANY, Inc. ~ 
The Line of Champions 
NORWICH, N.Y. 


Genuin° DOMES 2 SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 
SOc SET -15¢ SET-10c SET SAVE FURNITURE 
& FLOORS-CREATE QUIET 
Comes of Silence’ 


Glide 




















Name 
L] genuine 


Silence 


Rubber Cushion Glides 


Marb e, C 
Sizes for 


For Tile 
Noiseless, 
chairs and all furniture 


Ash yeur Jobber. 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 


If he is not supplied write fo 
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Ondex SJo Adwenrtinen 


A Crescent Steel Co. 
Ackermann, Steffan & Co......... 





Cummins Portable Tools Div. of 


291 
Acme Sash Balance Co. ........ 218 Barnes Mach. Corp. .......... 
ae 259 Cuprinol Div., Darworth, Inc..... 104 
Acme White Lead & Color 
(=e . 52-53 D 
Adirondack Chair Co. .......... 282 
Advance Glove Mfg. Co. ........ 270| Damascus Steel Products Corp. . 277 
Air Equipment Co. ............. 154| Davis & Newcomer Electric Ele- 
Ft TEE TID ce sivcgecccsce 183| _vator Co. ......... z 
Aluminum Company of America 54 Dearborn Stove Co. ............. 58 
Aluminum Cooking Utensil Co... 7 | Decatur Pump Co. ........ 2i1 
OS I “tt ae ence 263, Deming Co., The ........ 14 
American Brass Co. ...........0+ 105 | Desmond-Stephen Mfg. Co. 277 
American Chain & Cable Co.... 112| Diamond Calk Horseshoe Co. 273 
American Floor Surfacing Mach. toe INC. ..sececceees 4 
| RE SEAN e te DETR 29| Dietz Co., The R. E. ............ 
American Fork & Hoe Co....146, 147| Disston & Sons, inc., Henry 30 
American Mfg. Co., Brooklyn, | Doehler- Jarvis OO. cisscs. 239 
SS, SR ee 143| Domes of Silence ... 300 
American Planter Co. ........... 282 | Donley Paint Co. .... . 302 
American Rubber Products Corp. ad Douglas Aircraft Co., Inc . i 
American Screw Co. ............ Drake Electric Works, Inc 276 
American Shearer Mfg. Co. ..... 95 Draper-Maynard Co. 
American Sponge & Chamois Co. 30! | Duro Metal Products . 293 
American Thermos Bottle Co., The 56| Dutton-Lainson Co. ..... 108 
—- Wall Safe Mfg. "Co., | 
sarah Drahachelemireneinia haan Bie aet 102 
Ames Baldwin Wyoming Co. .... 84) . E 
Animal Trap Co. of America.... 180| Eagle Industries, Inc. . 
Archer-Daniels-Midland Co. ..... 26| Eagle Mfg. Co. . 83 
eee 282| Eagle Rule Mfg. Co. 244 
Armour Fertilizer Works ... . 101 | Eclipse Lawn Mower Co. a 
Armstrong-Bray & Co. ........... 224| Empire Brush Works ... — 
Arrow Plastics Corp. ............ 92| Empire Level Mfg. Co. ......... 30 
EID, ends cncnd sees 201 
Ashaway, | Inc. iy ea 158 | F 
squit' SOOCIGIES 0.5000 8 | — 

H “ ' i i BOE: scsmes 283 
ee Venetian Blind Mfg. a Federal cose. i'stamping Co... n 
ed LS Ee 79 | COrgeren, Ine BTTY ons ceee ee 
Atlantic Tubing & Rubber Co.... 257 ae | Cap & Set Screw Co. 7% 
Atlas Distributors, Inc. .......... 149 | Flint & Walling Mfg. Ca., Inc.... 235 
Automotive Hardware, Inc. 208 nd —_ we alee | > tee Ne . 24 
eS, ee 292 ‘oo. —_— Sina ey Products * 304 

Fraim Lock Co., The E. T. ...... 209 
8 ek  SPprrrrrererer rer 77 
Bartelt Engineering Co. ......... 285 6 
ES Gaeceysvbcceveaesdens 292 
Re MEE ncoscnacsnereesies 226 | Garden Hose Spray Co., Inc. .... 293 
SN Ce, VED oscvccsorers Hee 94| General Electric Co. Lamp Div..46-47 
Beall Tool Div., Hubbard Co.. 102| Gephart Mfg. Co. ...........- 195 
Behr-Manning > bparaimtraanens 28| Geyer Mf REISE 253 
Bennett-Ireland, Inc. ............ 221 | Gilbert Clock Co., William L... & 
Bennett-Millard Fishing Tackle, Goulds Pumps, ee eda cere 20 
GRRL Sa eee TE RE 295| Graham Co., Inc., John H. .... 106 
Bethlehem  , eee 70 | Great Neck Saw Mfgrs., Inc.... 266 
Billings & Spencer Co. ........ 207 | Greenlee Tool Co. ............. 233 
ee eee 12| Grumbacher Inc., M. ........... 2% 
Blackstone ‘Corp. oa iadiiaabialidiadoatehis 13 


Boston Woven Hose & Rubber Co. 50 H 
Boyle-Midway, Inc. 16-17 














Boynton-Waddell Co. ........... 302| Hager & Sons Hinge Mfg. Co., 
Bradford Machine Tool Co., The. 202) C. ..-. ccc eeececc eee ceeceeeneeee 24 
“> “eaten 66| Hamilton Mfg. Corp. .......... 6 
Bridgeport Brass Co. ............ Hancock Mfg., Inc. .........-+++ 2 
Briggs : —_ Corp. Harmic Mfg. _ eee: 265 
Brooks & Sons, M. S. .......... Harris Hdwe. & Mfg. Co., D. P. 2% 
Surgen Battery = Sa a eta ate eS 262 | Hazard Insulated Wire Wks. Div. 
Burpee Co., W. Atlee .......... 21 of Okonite Co. ...... .. 1 
Heineke & Co. .......... 261 
Heller Brothers Sw om spctonece 
c Heller & Co., ee 283 
Cahil Mfg. cccceecsese. 90} Herculean A 3. Corp. . 8 
Camillus “eatery ‘Co. 214| Hillerich & Bradsby Co., Inc | 
Cees Oe, Ge kk cccccccccce 94| Hirsch-Weiss Canvass Products 
Cedarberg hy a ee eae 8 
Celanese Corp. of America..... 73 Holdenline ae ike 
Champion Motors Co. .......... 88 | Hooven & Allison Co. .. . 8 
Cheney Hammer Corp., Henry .. 145| Hoppe, Inc., Frank A. .........-- 28 
Chevrolet Motor Division ...... 4| Hotpoint, Inc. ........ 3 
Chicago Die Casting Mfg. Co... 293| Hubbard Mfg. Co. 182 
Chicago Lock Co. ...........0000 2727| Hudson Mfg. Co., H. D. 15, 104 
Chicago Roller Skate Co. ....... 45| Hull Mfg. Co. . 704 
Chicago Spring Hinge Co. ..... 302] Hustler Corp. .......-.-.-..s00+ 88 
Chicago Wheel & Mfg. Co. .... 109| Hyde Athletic Shoe Co. Div. ... 8% 
Chisholm-Moore Hoist Corp. ... 8 
City Plating & ~~ ee 106 i 
2 3S Sara él | 
Clark, Robert fi, Rcd cat wears 163 | Ideal Cabinet Corp. .. - 2 
Clarke Sanding Machine Co. .... 49 | International Chain "5 Mig, Co . 33 
Clemson Brothers, Inc. .......... 150 | International Steel Wool Cor 
Cleveland Chain & Mfg. Co. .... 141 | 
+ vamnge = A —_—~ Me ‘aeeceud | J 
over 9g b aeecenenenes - 208 | jackson Mfg. Co. 267 
Collot Supplies, A. M. .......... Jacobsen Mig. Co. 22, 224 
Colonial Brush Mfg. Co., Inc.... 27) James Mfg. Co ‘gf 
—" Malleable ‘Castings a ; i ; 
Koemdibalhes sonier cae aee | 
Gelanbton Enam. & Stamping } K 
Oe OUR. ce taasausscmuncaeienses K-D Mfg. Co. . UA 
Congress Die Casting Division .. 291 | Kay-Tite Co. .... 169 
Continental Can Co. ........... 32 | Kennametal, Inc. 283 
Continental Screw Co. .......... 223 | Kester Solder Co. : ee 
Converse Rubber Co. ............ 42) Kilgore Mfg. Co. .. : 275 
SSS SE aaa oe ee err 283 
Corbin Cabinet Lock Co. : 107| Kelin & Sons, Mathias ...... 78 
Corbin, eee 103 | Kraus Mfg. Co., Charles E. 291 
Cox Metal Products Co. ........ TP | Rremex Carp. ....2..800000. 20 
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Lafayette Saw & Knife Co., Inc.. 289 Richards-Wilcox Mfg. Co. ...... 
Lakeside .—-_~ __ Spare ed ene ee fbos, Inc. .204-205 
Lawrence Co., BORED sccocvesess ON) 3, ee 
Lebus Rotary Tool Works ....... ae | Began Wages S Stee oe... 
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Lockwood Hdwe. Mfg. Co. ..... 115 | Royal Elec — MC. --eeeeeee 314 
Loudeh Machinery Co. .......... 27\ | Rugg Mfg. Co. ......--.-.-.se00 
Se CT Sevcssesasesence 281 
SS OS eee 66 
Lyon Metal Products, Inc. ...... 151 S 
| Safe Padlock & Hardware Co.... 245 
M | Safety Belt Lacer Co. .......+.+. 228 
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M & H Laboratories, Inc. ...... 282] Samson Cordage Works ......--- 225 
Mack Molding Inc. ............. 286] Sanco Products Co. ........++++: 287 
Malleable Iron Range Ge. ...... Savage Arms Corp. .....----++: 19 
Marble Arms & Mfg. Co. ... 295 | Schwartz Mfg. Co. ....-----s00+5 e3 
Marshalltown Trowel Co. ........ 292 | Scovill Mfg. Co. .....---2-e0ee: 75 
Mast-Foos Mfg. Co. ......... . 267 | Segal Lock & Hdwe. Co., Inc.... 193 
Master Lock Ge, ......505.05. 5] Shapleigh Hardware Co. ....... 304 
Master Metal Products, Inc. .... 167| Sharon Bolt & Screw Co. ........ 175 
Master Rule Mfg. Co., Inc. .... 6] Shaw Mfg. Co. ........sccreeeee 277 
McGill Metal Products Co. ..... 234| Sheffield Bronze Paint Corp. .... 289 
ee ee eee BN Siete COMB. .oos00cccceseseess 33 
Metal Sponge Sales Corp. ...... 293] Siebring Mfg. Co. ....---++-++> . 203 
Metal Textile Corp. ............. 221] Silex Co., The Saaeiewencneneleos 59 
Metalon Mfg. Corp. . . 289| Simonsen Industries, Inc. ......-. 273 
SN ing cides sa swo-es'ena 181 | Smith Co., Inc., Gilman B. ..... 274 
Meyercord Co. .............. 177 | Snelling Co., tt ee 269 
Midwest Mower Corp. .......... 210 | Solventol Chemical Products, Inc. 242 
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Minute Mop Co. ..... ° 292 Speares & Sons Co., Alden ...... 280 
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N Super Tool Co. ...... seve 

National Can Co., Inc........... 231 

National Cash Register a 

National Ideal Co., The......... 267 \ 

National Lock Co. .............. 292 | Taylor Lock Co. .....---0+-eeees 257 
National Machine & Tool Co.. 175| Technical Glass Co. ........++++- 55 
National  } “See 187| Telechron Inc. .......--0-eeseeeee 57 
National Metal Products Co. ... 215| Tennessee Valley Marketers, Inc.. 64 
National Pressure Cooker Co. ... 41 | Toastmaster Products Div. ...... 251 
_.. eee eee 284| Traubee Products, Inc. ........-- 275 
New Britain Machine Co. ....... 174| Tremco Mfg. Co. .......-0--005> 164 
New York Wire Cloth Co........ 3| Trenton Mfg. Co. .....-...+-+:- 149 
Newton Line Co., Inc. .......... 295| Triplex Screw Co. ............-- 216 
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For Every SPONGE 
ond CHAMOIS Need 


SEE 
AMERICAN 
FIRST 





Specialists in Sponges and Chamois 
for 78 yeors, AMSCO produces 
the finest for the purpose .. . per- 
sonal or industrial. 








For Value, For Service, For Resale 
Demand these Brands: AMSCO, 
MERMAID, TOT, PLEX, DUET 


AMERICAN SPONGE & CHAMOIS CO., Inc. 


The finest quality since 1869 


49 Ann Street * New York 7, N. Y. 
245 Mission Street * San Francisco 5, Callf. 




















FEATHER-LIGHT, j 
HOUSEHOLD LADDERS a 


. . « When you sell 


WHITE Magnesium LADDERS 


e Higher unit sales 
e Greater profit 
e Satisfied customers and 


th t th 
every ladder sells another oo So 


520, National House- 
wares Show, Chicago, 
Jan. 15-22. 





Write for descriptive 


WHITE AIRCRAFT CORPORATION 
Palmer, Massachusetts no oo 













Enjoy the Economy 
of Quality 





a se ee 


DISTON 


The Saw Most Carpenters Use 
HENRY DISSTON & SONS, INC., 154 Tacony. Phitadelnhia 35, Pa.,U.S.A. 




















For ALL TRADES 


—ALL CRAFTSMEN 


“ "a : ee 2 
= 2 te ft 
r No. 26 Torpedo — Aluminum — 
Plumb, Level, 45° Vial 











No. 15] Aluminum — 2 Sette. 2 Levels, 2—45° Vials 


No. 59 Mahogany Mason Level — 42”, 48” long 
The Standard of Accuracy 


EMPIRE LEVEL MFG. CO. imisacnce's, wis 






MILWAUKEE 4, Wis- 


301 





WOODEN KNOBS 


GUM 
MAPLE 
OAK 
Quality, flat grained 
wooden knobs, tapped 
and sanded, complete 
with washer head 
screws for %” drawer 

fronts. 


PATTERN 
NO. BW-120 


AVAILABLE IN SIZES 
FROM 34” TO 2” DIA. 
AT 4” INTERVALS. 


B W-120-2” 
Packed 2 and 3 dozen to box. 


Inquire of your Hardware Jobber. 


LOYNTON WADDELL Company 


1800 N. ASHLAND AVE., CHICAGO 22, ILLINOIS 











“TRIPLEX” SPRING BUTT-HINGES 


Streamlined “Triplex double and 
single acting spring butt-hinges may 
now be ordered with button tip 
ornamentation in keeping with the 
most modern designs in builders 
hardware. They are as modern as 
the newest streamline train or the 
latest flagship of the trans-conti- 
nental air fleets. 


Careful designing has created 

these proves fures: 

@ Button tip ornamentations are 
held securely In place by im- 
proved lock washer of latest 
design. 

@ Single thickness of metal in 
spring barrel reduces outside 
diameter, giving streamlined 
appearance. 

@ No open joint where spring 
barre! continues as the web. 
This avoids exposing springs 
to molsture. 


Spring Hinges of Quality 


Chicago Spring Hinge Cu. 


CHICA S.A. NEW YORK 








STAY AHEAD 
OF COMPETITION 


There's no price competi- 
tion from chain stores and 
mail order houses when you 
stock and sell Rogers “Goril- 
la Grip” glue. Rogers glue is 
sold exclusively to independent hardware retailers. 
There’s no quality competition from other glues, either, because 
Rogers “Gorilla Grip” is the most powerful adhesive on the 
market— holding power of more than 3885 lbs. per square inch! 
That’s why glue users everywhere ask for ROGERS. 


Stay FREE of competition— 
Ask your Jobber for ROGERS TO 











Driced PAINTS 


) THERE'S A BIG MARKET FOR THIS FAST-SELLING LINE 


ye 


Now with increased facilities, we can adda 
few new dealers for Donley paints, enamels 
and varnishes. Priced to meet all compe- 











tition. Available in 4 oz., 10 oz., pint, quart 
and gallon sizes. 
CHOICE TERRITORIES OPEN FOR SALESMEN 


| Write for Color Cards and Price Lists 


Yel uaa) i imeaes 


CLEVELAND 5, OHIO 


HARDWARE AGE 











either, because 
lhesive on the 
er square inch! 
RS. 


JARE AGE 





